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EVERY QNE AUTOMATIC -TIMED 


—With All These Quality Features! 


*® Extra large capacity 

* DeLuxe Apex Safety Wringer 
* Shortest washing cycle 

* Free-running mechanism 
* 
* 


Porcelain tub with “washboard sides” 
Fast-action pump 

* Self-cleaning tub 

* Apex heavy-duty motor 

* Splash-guard tub crown 

* Full one-year warranty 


“All Backed by the Greatest Washer Profit-Promotion Package Ever Developed!” 


MODEL 1041-P MODEL 1042-P MODEL 1043-P 
Automatic-Timed — with Automatic-Timed — Yet Automatic-Timed— 
Extra Large capacity. moderately priced. at amazing low price! 


A a 7 X HOUR-SAVING APPLIANCES _ the Apex Electrical Manufacturing Company * Cleveland 10, Ohio 
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Make way for a new kind of spring promotion, one that 
every Westinghouse retailer will want to hammer home 
for all it’s worth! And it’s worth plenty. 


“Home Sweet Homemaking Days” is just the kind of 
sparkling, aggressive promotion that retailers have learned 
to count on from Westinghouse. 


Triggered to go off May 1, the big push sparks the three 
busiest appliance sales months . . . May, June and July. 
And it’s geared to all-out advertising, national and local 
. .. Via newspapers, radio and TV spots, window displays, 
Betty Furness commercials and other hard-selling media! 
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It’s tuned to every U. S. homemaker. And by the millions 
they'll see and thrill to the stunning new Westinghouse 
appliances. And enjoy themselves at “Home Sweet Home- 
making”’ store parties. And learn a new, a better way of 
homemaking .. . the Westinghouse way. 


Your distributor can fill you in on details . . . and he’s 
rarin’ to go all the way with you on Westinghouse “Home 
Sweet Homemaking Days!” It’s promotion with a differ- 
ence... and what a sales difference it can make! 


WESTINGHOUSE ELECTRIC CORPORATION 
Electric Appliance Division + Mansfield, Ohio 





Here’s Something Brand New 
..- A ‘‘Home Sweet Homemaking’”’ Party 


Thousands of Westinghouse retailers, in this all-out sell- 
ing drive, will stage a “Home Sweet Homemaking” store 


party of their own! Yep, a real old-fashioned get-together 
with homemakers and their families . . . with favors and 
prizes plus hard-selling demonstrations of the superlative 





Tune in and tie in with Westinghouse STUDIO ONE .. . TV’s Top Dramatic Program 


new Westinghouse appliances. Plan now to make your 
show, in every way, a “Home Sweet Homemaking” party 
that'll set the whole town a-buzz! Westinghouse distrib- 
utors have a complete “package plan” all ready to help. 
It’s a real traffic-building event! 
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They can’t do it! But let ’em hammer the facts 
home to prove to themselves how really tough the 
glass lining of every Permaglas water heater is! 
This .. . and the story you have to tell of the rust- 
free, sparkling clean hot water from a Permaglas 
will MAKE SALES time after time. It’s a story of 
lasting dependability... proved only by Permaglas 
in over 2,000,000 homes! 


new, attention- 
getting mobile 
displays 


colorful, informa- 
tive mailing pieces 









to break the Permaglas 


glass-lining 


—“= YOu to break 
this GLASS. 





a. aver 20009r, homes 


HEAVY FIBERGLAS INSULATION 


A SIZE FOR EVERY HOME 


We DARE you to write for the proven facts... 
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Permaglas Division, Kankakee, III. 
International Division, Milwaukee 1 


COSTLY NEOTONE EXTERIOR ENAMEL 


Licensee in Canada: John Inglis Co., Ltd. ; 
| HEETWALL HOLDS HEAT veneer 


MIRROR. SMOOTH GLASS-LINED STEEL TANK 


Backed by the 4 s:| 

greatest national advertising 
in the industry! « 
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SAFETY AUTOMATIC SHUT-OFF 


AUTOMATIC PRECISION CONTROLS 


mats of dealer ads 
written for your lo- 
cal market 
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Business Quick-Check 


SALES, appliances, radio-TV ($millions) 


Latest Preceding THE SHORT 
Month Month TREND 


350 320 





DEBT consumers owe on appli.-radio-TV ($millions) 


270 276 





FAILURES of appl.-radio-TV dealers 


40 31 





RETAIL SALES total ($billions) 


13.9 





DEPT. STORE sales index (1947-'49 = 100) 


110 108 112 





PERSONAL INCOME annual rate ($billions) 


282.5 284.6 280.5 





LIVING COST index (1947-'49 = 100) 


113.2 114.9 113.9 





SAVINGS of consumers, annual rate ($billions) 


19.3 18.8 18.6 





HOUSING starts (thousands) 


66.0 68.0 72.1 DOWN 





AUTO output (thousands) 


443.2 456.8 485.3 DOWN 





UNEMPLOYMENT (thousands) 


TRENDS 


So far, color T'V hasn’t been the headache many dealers thought 





it would be. ‘lhe public’s inclination to wait for color is neither so 
widespread nor so serious as at first supposed. The result: a sur- 
prisingly healthy first quarter for black and white TV. 

Even more to the point, the outlook for monochrome sales in 
the months ahead seems to be encouraging. Parts makers report 
that their orders are picking up. We've talked to manufacturers 
who are trying to step up production as quickly as they can —a 
fairly slow process once you’ve cut back as the industry did late 
last year. Some manufacturers are already in a backorder position 
— though this prevails mostly on low-end sets on which nobody is 
making a great deal of money. But the talk in the trade is de- 
cidedly on the bullish side right now. 

This coincides pretty closely with some discouraging talk on the 
progress of color TV. Many, many people in the trade are now 
convinced that the 12-inch color tube is dead, that no volume will 
be attained until manufacturers can use 19 or 21-inch tubes in their 
color sets. That’s just a feeling, but the lukewarm response of New 
York customers to color TV in New York is a matter of record. 
Sets with 12-inch screens retailing at $1295 were offered the public 
in early March but after a week you could count the sales total in 
the entire metropolitan area on the fingers of your hands. 

The color showings in New York had one good effect, however. 
They produced terrific store traffic and there’s reason to hope that 
some of it was converted into black and white business. 

Getting back to color tubes for a moment. Early last month 
G-E’s tube department revealed that it was curtailing production 
of the 12-inch color tube because of “recent indications that the 
future trend is going to be toward the larger sizes of color tubes.” 
And set makers say that tube producers are constantly dropping 
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3,385 2,359 1,788 |\WORSE mu 


(Sources, in order: Dept. of Commerce, FRB, Dun & Bradstreet, Dept. of Commerce, FRB, 
Dept. of Commerce, Bur. Labor Statistics, Council Econ. Advisors, BLS, Ward's Auto 
Reports, Census Bureau) 


hints of new developments in larger tube sizes. To many observers 
it becomes clearer every day that the experience of black and white 
TV in stepping up tube sizes a notch at a time isn’t going to be 
repeated in color television and that this business won’t be big 
business until big pictures are available. 

That seems to be the trend— but in mid-March RCA took a 
stand on the other side of the argument, announced that it would 
begin commercial marketing of its small-screen color set by the 
first of April. Color tube production at RCA has now reached the 
2000 per month rate. 


An interesting look at what color ultimately holds for the TV 
industry was prepared for Fortune recently by Boni, Watkins, 
Mounteer & Co. This firm guesses that color-waiters will cost the 
industry only 600,000 black and white sales in 1954. That amounts 
to 8.5 percent of 1953 sales and a value, at retail list, of $171-million. 
Actually, figuring price cutting, it probably would be closer to 
$136,800,000. That’s not hay. But Fortune estimates that some 
200,000 color sets will be built during the same period. That would 
amount to $200-million— which ought to take up some of the 
slack, even though many of these color sets may be used as demon- 
strators and never sold through normal retail channels. 

Even if black and white sales were hurt seriously in 1954, the 
future painted by Fortune’s economic consultants is so fluorescently 
rosy as to make any present pains seem well worth while. In 1955, 
say the pundits, color sales will amount to one million units — a 
value of $700-million. By the end of 1958 sales will be up to 5.3 
million units a year, retail value up to $2,120,000,000 and prices 
down to $400. By 1959, they predict, 90 percent of American homes 

(Continued on page 6) 

















SELL AN AUTOMATIC 


TRENDS continued 






































































THE DELUXE 


ola nas ‘ re< Aa 






































THE ALL-AMERICAN 























A Complete Line in 
Three Price Ranges 
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Get the details 







For all homes with or 
without running water 







Send details of Exclusive Laundry Queen 


WRITE WIRE HYDRO-POISE* Franchise. 

OR PHONE 

DEL RIZOR 
SALES MANAGER 





Dept. EM-4 








Name 










Address 












City State 


AUTOMATIC WASHER CO.- NEWTON, 


AN INDEPENDENT MANUFACTURER OF A 
COMPLETE LINE OF HOME LAUNDRY EQUIPMENT 
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will have some kind of TV; about a third of the 53 million sets in 
use will be color. 


But if things are brighter than expected in the television industry, 
they’re considerably darker than anticipated in radio. The surprising 
performance of radio last year had led many people to put a lot of 
their hope in this field for 1954 (while they expected a downturn 
in video). But radio output has been sliding downward since the 
first of the year (in contrast to the early weeks of 1953 when pro- 
duction moved steadily upward.) Still, for the record, at least, 
manufacturers say they’re not worried about radio and think that 
business will pick up enough so that year-end totals won’t be too 
far below 1953 levels. 

In addition, a good share of the pain of any such decline in radio 
business will be offset by an increase in the sale of popularly priced 
high-fidelity sets. This magazine’s marketing and research depart- 
ment has been contacting a number of firms in the field, finds that 
most of them think production will be up considerably over 














last year. Their guesses vary somewhat but averaged out they indi- 
cate that 129,000 hi-fi units were sold last year and that about 
200,000 will be sold in the coming year (a 55 percent rise). 


You can blame the increase in social security taxes for fewer 





low-income customers in the first three quarters of this year. A lot 
of people make the mistake of assuming that the ten percent cut 
in personal income taxes balances out the social security increase. 
It doesn’t — at least not right away. 

The reason is this: The social security tax is deducted from the 
first $3600 of income earned during the year. Income taxes are 
deducted all through the year. For most people (over 60 percent 
of families earn more than $3600 a year) the social security taxes 
will be all paid about the end of September. From then until the 
end of the year they'll pay only income taxes, will have the differ 
ence to spend on appliances. For example, a man with an income 
of $5,000 and a wife and two children will pay combined social 
security and income taxes of around $42 a month through Septem- 
ber. After that the tax drops to a little less than $34 a month. 





Any further drop in income taxes — which at this writing seems 
very likely —may bring the low-income customer back into the 
market much sooner. The tax reduction, which will probably take 











the form of increased personal exemption, will be made retroactive 
for the whole year and, even though the actual mechanics of it won’t 
go into operation until mid-year, the psychological effect will be 
substantial. In other words, people will spend the money they have 
not yet saved but which they know they will save. 

If Congress boosts the exemption from $600 to $700, some 
40-million taxpayers will save about $2.3-billion this year. Much 








of that will be channeled into the pockets of low-income groups. 
A four-member family with an income of $3,000, for example, now 
pays about $60 in income tax. With a $100 increase in exemptions 
they'll pay nothing. The same family with an income of $5,000 
will save about $80. 


The optimism of the air conditioner industry (reported here in 
February) continues undiminished as the selling season draws 
closer. Shipment figures are slow in being compiled, are not gen- 
erally available even then but December and January totals were 
very good and movement of units to dealers in January was also 
good. Individual firms continue to report amazingly good pre-season 
sales. Remington says orders booked to March 1 total more than 
90 percent of the sales in the entire previous fiscal year (which 
ended October 31, 1943). Chrysler Airtemp reports the seasonal 
upturn in air conditioning is running 30 days ahead of previous 
(Continued on page 10) 
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DOUBLE-DUTY 
BEAUTY 


New Hoover De Luxe (Model 63) now 
available for immediate delivery 


Really two cleaners in one! For carpets and 
rugs—famous Hoover Triple-Action . . . it beats, 
as it sweeps, as it cleans, on a cushion of air. 
Gets the deep-down “‘murder grit” that cuts the 
pile. Suction alone can’t touch it. Just plug in 
and flick the switch. It’s always ready... 
nothing to put together first. 

Above the floor, too, the Hoover is easier to 
use. New Veriflex hose just can’t kink—ever. 
Use with the long, light aluminum wands for 
no stretch, no stoop cleaning. Attachments 
snap on and lock... no falling off in use. And 
just think... no dust bag to empty! 

Backed by a powerful merchandising pro- 
gram featuring the Garry Moore Show on 
CBS-TV. A prestige cleaner that’s easy to 
move, with a margin you'll like. 

Call your Hoover District Manager, or write 
The Hoover Company, North Canton, Ohio. 


... You'll be happier with HOOVER! 
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ADMIRAL {5 
TURNING THE | 

INDUSTRY 
UP-SIDEDOWK 


GET THE COMPLETE “UP-SIDE-DOWN” STORY NOW FROM YOUR ADMIRAL DISTRIBUTOR © 
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ITH ITS NEW 


UP-SIDEDOWN 
REFRIGERATOR | 


Yes—another Admiral first! 
Family-size home freezer 
and refrigerator—all in one! 






























At The Bottom—Giant sub-zero freezer! Over 120 lbs. 
capacity! 

Up Top—Full-size 9 cu. ft. “Humid Cold” Refrigerator! 
Never needs defrosting! 

Plus— Dual Temperature Controls * Door Shelves, Cheese 
Keeper, Butter Keeper—all removable + Crystal Storage 
Pan + Roll-Out Shelves - 2 Aluminum Crispers « Ultra- 
Violet Lamp *« Glacier Blue Porcelain Enamel Interior . 
Gold Anodized Lifetime Aluminum Trim, and many other 
new salesmaking features! 


Admiral 


ADMIRAL CORPORATION + 3800 W. CORTLAND ST., CHICAGO 47, ILLINOIS 
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Upright Home Chest-type Home Dual-Temp Automatic Defrosting Flex-O-Heat Room Air 
Freezers Freezers Refrigerators Refrigerators Electric Ranges Conditioners 
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In Chicago, it takes 2— 
to ring the bell! 


No single daily newspaper reaches 
even half your Chicago-area pros- 
pects. It takes Two. For greatest 
unduplicated coverage, one must 


be the... 


CHICAGO 


SUN-TIMES 


211 W. Wacker Dr., Chicago * 250 Park Ave., New York 





READERSHIP CONCENTRATED WHERE MOST OF THE BUYING IS DONE! 


REPRESENTED BY: SAWYER-FERGUSON-WALKER CO., 
LOS ANGELES, SAN FRANCISCO, PHILADELPHIA, DETROIT, ATLANTA 
HAL WINTER CO., MIAMI BEACH 













TRENDS continued 





experience, that February orders this year were 20 percent ahead 
of the same month in 1953. 


The importance of dealer credit is highlighted by Westinghouse’s 
recent establishment of its own credit corporation, a $10-million 
supplement to its present Equity Plan which guarantees lenders 
against losses on loans to appliance dealers. The reason for the 
new set-up, says Westinghouse, is to encourage dealers to display 
a greater variety and depth of merchandise — which bank loans 
aren’t big enough to permit. Dealers who can’t qualify for bank 
loans will also benefit. 

Looked at against the background of Westinghouse’s tremendous 
expansion in production facilities (new refrigerator plant at Colum- 
bus, new radio-TV plant in New Jersey) the announcement is 
another indication that in the struggle for industry leadership and 
consequent production expansion, manufacturers must find more 
exposure for their products —if not through more dealers, then 
through more appliances on the present dealer’s floor, even if they 
have to subsidize the retailers to do it. 


The rate at which new households are formed is of obvious 
interest to the appliance industry since the household is the unit 
of consumption for most of the products the industry markets. It’s 
unfortunate, therefore, to have to report that the rate has turned 
downward, and, according to Bureau of the Census projections, 
will continue at a lowered level for several years to come. 

From 1947 through 1950 households were being formed at the 
rate of a million and a half per year — compensating for a much 
lower rate during the early Forties. From 1950 through 1953 the 
rate slipped backward to 950,000 annually. Census Bureau projec- 
tions through 1960 run something like this: As of July 1955 the 
annual rate for the three preceding years will range from a low of 
357,000 to a high of 915,000 units — with a medium estimate of 
697,000. As of July 1960, the average annual rate since 1955 will 
have ranged from a low of 275,000 to a high of 800,000 with a 
medium estimate of 624,000. 

The reason for this lowered rate is obvious. New households 
depend on the size of the adult population and persons in the 











20-30 age group now were born in the early 30’s when birth rates 
were unusually low. Obviously, looking far into the future, the 
household rate will begin to go up when the big crop of children 





born in the 40’s begins to reach maturity. 





For up to the minute information on consumer buying inten- 
tions as reported last month by the Federal Reserve Board see 


page 202. 


MANUFACTURERS’_SALES 





Jan. 1954 Jan. 1953 % Change 





DISHWASHERS.......... 13,220 9,470 +39.6 
DRYERS, CLOTHES...... 82,195 62,260 +32.0 
FOOD WASTE UNITS... 27,063 n.a. n.a. 
PUI s cc ccccccvescs 49,017 85,239 — 42.5 
eae 9,792 24,395 —59.9 
*RADIOS, HOME..... aa 271,036 361 921 —25.1 
*RADIOS, PORTABLE... 46,571 93,962 —50.4 
*RADIOS, AUTOMOBILE.... 394,442 447,667 —11.9 
*RADIOS, CLOCK....... 159,932 189,592 —15.6 
ee 101,870 109,240 — 68 
REFRIGERATORS....... 344,101 347,047 - 8 
*TELEVISION......... ; 420,571 719,234 — 41.5 
VACUUM CLEANERS. . 221,233 255,886 —13.5 
WASHING MACHINES ... 249,956 277,309 —- 99 
WATER HEATERS............... 41,771 48,292 —13.5 


ers — Membership of American Home Laundry Mfrs. Assn.; Vacuum Cleaners — 





Washers, lroners, Dry 
Industry Estimate by Vacuum Cleaner Mfrs. Assn.; Radio and Television — Industry Estimates of Production 
by Radio-Electronics-Television Mfrs. Assn., All Others — NEMA Members Only, Not Industry. 


n.a,— not available. * Production. 
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+. on Norge’s deluxe 30 GAS Model... 


Norge Exclusive SpirO-lator Burners provide cleaner, 
thriftier, more concentrated heat. 

Minit-Master (combined with electric clock) buzzes when 
“‘time’s up.’ 

Click-simmer safety valves offer effective low heat. 

2 giant burners and 2 regular size on the divided cooking 
surface. 

Glide-out, drop-front broiler with adjustable positions. 


$219.95 


the deluxe 30 range with the 
wanted 24” oven—a compact kitchen 


wonder... gas and electric models 


Your customer wants to save floor space in her kitchen. She’d like to 
save time and economize on fuel, by having enough oven space for 
all-at-once cooking and baking. . . 

And now she can have all this in the Norge deluxe 30 with its 
widely-wanted, widely-requested, wide 24” oven. 

Here’s all the capacity and convenience of a full-sized range, yet 
it requires only 3% as much floor space. The bright Marbelite porce- 
lain oven interior is easy to clean, and so are the readily-removable 
drip trays and back panel. And notice these other wonderful con- 
venience-features: 





Pre \ eo 3 
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..- on Norge’s deluxe 30 ELECTRIC Model... 


@ Automatic Oven Timer starts, cooks dinner, turns off. 

@ 7 “tailored” cooking speeds are regulated by convenient 
“Tele-Switch”’ controls. 

@ Automatic appliance outlet to switch on your favorite radio 
program, or serve in a variety of other ways. 

@ Roomy, easy-glide porcelain storage drawer. 

@ 3 Fast-Heat surface units (1 giant size), plus 1 “‘Rocket” 
unit for speediest cooking. 


$239.95 





DIVISION OF BORG-WARNER - MERCHANDISE MART - CHICAGO 54 - IN CANADA: ADDISON INDUSTRIES, TORONTO 
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How fo corral currency from curious customers... 


LIKE DEALER DIRKS, GIVE THEM THE WORKS ON ARVIN LECTRIC COOKS AND PERKS 









\ 


Ly 


} 
, J) 
When customers admire the handsome looks of Arvin Cooks, He tells ’em how deliciously it toasts and grills and fries, 
1. For Dirks there lurks a selling chance he didn’t learn from books; a The heat control and signal light make bright the ladies’ eyes; 
He shows ’em and he throws ’em with its famous versatility, As automatic waffler he can prove it never fails, vw . 
And demonstrates the beauty of its multiple utility. And so, with Arvin Lectric Cook, Dirks works and rings up sales. 





Arvin 
Automatic 
Electric Heater 


$19.95 








And while he has ’em cornered, Dealer Dirks shows Arvin Perks, And then, because he’s going good, he says what could be sweeter 
° The beauty and convenience and the worry-saving quirks 4, Than carefree comfort with an Arvin Automatic Heater 
That guard from harm if Perk runs dry; it makes three cups or ten, That starts itself and stops itself and keeps a room just right 
And sure enough, before you know, Dirks rings up sales again! Without a bit of watching, be it morning, noon, or night! 





$10.95 
TO $34.95 








And though young Mr. Dirks denies that he could be a boaster, The moral of this story: Get a Merchantman Display 
5. He freely praises Arvin Irons and Automatic Toaster, 6. And with these Arvin Housewares do more business every day! 
And customers thus hypnotized into a buying rhythm For lack of business hardly ever pains, annoys, or irks 
Almost inevitably take an iron and toaster with ’em. The man who corners customers and works and works like Dirks. 


Electric Housewares Division, Arvin INDUSTRIES, Inc., Columbus, Indiana 
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The East 





By ROBERT W. ARMSTRONG 
AE A RR 


Credit rejections slow the sales 
pickup, but TV starts to move 
anyway and washers stay in the 
lead. . . Prices may determine 
consumer buying attitude 


BAN KERS aren’t very popular with 
eastern retailers these days. The 
reason: credit. Again and again east- 
erm merchants complain that they 
could write more business if bankers 
were not so stringent about granting 
time-payment loans. 

One dealer in the Boston area says 
that banks are turning down more 
credit applications than at any time 
in the last five years. A Pennsylvania 
bank which has a reputation for doing 
a tremendous business in time sales 
paper says that February transactions 
were off 50 percent from last year. 
One of the strongest complaints 
comes from a Queens, New York, 
dealer who has been getting many 
leads with classified ads offering to 
rent or sell washers for $1 a week but 
can get only half of his credit appli- 
cations accepted. He says, “I could 
practically double my business if the 
banks were more lenient.” 

It’s a tough situation for retailers, 
but the banks have some good reasons 
on their side. One is the present high 
level of short-term consumer debt— 
$29-billion. Another is the fact that 
the people who are normally the best 
prospects for time-payment sales are 
the ones who are most likely to lose 
overtime payments or be laid off in 
the current readjustment, who benefit 
least from a reduction in income taxes 
and suffer most from the increase in 
social security taxes. (See Economic 
Currents, page 42). 


Too Much Outgo. This business 
of taxes is one good reason why Wash- 
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ington, D.C., dealers, for example, 
report poor February sales. Washing- 
tonians are faced with income taxes, 
car tags, personal property tax, and, in 
April, the D.C. tax. Even the usual 
Washington Birthday sales didn’t save 
volume this year. As one store put it, 
“This year people were like cattle— 
they mobbed the stores and were in- 
terested only in what they could get 
for nothing. They made a dive for 
the giveaways and passed up the bona- 
fide bargains.” 

That was just another symptom of 
the fact that consumers in Washing- 
ton didn’t want to spend money in 
February and early March—and one 
reason why one store reported sales 
off 20 percent. 


Some Income. Not all parts of the 
East suffered like Washington. Gen- 
erally speaking, automatic washers 
were the strongest movers. Up in 
New York’s wealthy Westchester 
County, for example, dealers reported 
that automatics were up 20 percent 
over January, refrigerators up 10 per- 
cent, TV up anywhere from 10 to 25 
percent, small appliances off 25 per- 
cent. 

Three out of four dealers in the 
Buffalo, N. Y., area report an in- 
crease during the month with white 
goods—particularly washers and dryers 
—leading the way. One dealer who 
says, “We were ahead of last year, 
with white goods making a _ better 
showing than TV,” adds that he ex- 
pects TV to pick up in the spring and 
summer as the result of a demand for 
second sets for customers’ summer 
homes. 

Another Buffalo dealer found some 
extra volume in hi-fi outfits “selling 
for as much as $500.” And a third, 
whose business “is running way ahead 
of last year,” attributes the pickup to 
more ads with price appeal, special 
purchase and combination offers like 
a free dryer with an expensive refrig- 
erator. He’s concentrating on smaller 
TV sets ‘and doing a better job as a 
result.” 


TV Uptum. Most dealers who 
have had luck with TV found their 
sales in low-end models, even though 
several report that waiting-for-color is 
no longer much of a sales obstacle. For 
example, one New York department 
store displayed available color TV, 
sold none, but jumped _black-and- 
white sales 50 percent. Several report 
that sales of 24- and 27-inch models 
have been terrible, although 21-inches 
have been selling well—a condition for 
which a Philadelphia distributor offers 
an interesting explanation. There’s 
nothing wrong with 24-inch sets, he 
says, except the fact that manufac- 
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turers got panicky in the last three 
months of 1953 and put all their pro- 
motional money on small screen jobs. 
The dealers who stocked the big 
screen sets were disappointed when 
makers didn’t push them and now re- 
fuse to stock them. “There was,” he 
says, “great dealer enthusiasm at first, 
but it’s all gone now.” 

A dealer blames slow 24-inch sales 
on the fact that makers “scared peo- 
ple about big screens a few years back 
when we had 12-inch and couldn’t get 
17-inch sets. They were busy telling 
people you’d have to sit too far away 
and it would hurt their eyes.” More- 
over, he adds, big-screen sets are over- 
priced. 

The big screen jobs might be slow 
movers, but some dealers report en- 
thusiastically on 17- and 21-inch vol- 
ume. As a buyer for a New York 
chain puts it, “We could use 100 
low-end sets a week if the manufac- 
turers would produce and merchandise 
the units in sufficient quantity and 
without tie-ins.” Oddly enough, say 
some dealers, the low-end units sell 





for full list price even in the chaotic 
New York market. These sets are be- 
ing marketed with some success as 
second-sets for the home, although in 
a few instances dealers look at the 
second-set market with a jaundiced 
eye. Says one, “We canvassed our old 
customers and found that 80 percent 
of them have already replaced their 
old sets and not many are planning on 
second sets.” 


Thin Green Line. What's going to 
happen to prices? Some dealers are 
getting a little jittery, wondering if 
makers plan cuts. Some hope for cuts. 
Some fear them, knowing the public 
disposition to stay out of the market- 
place when prices are going down, 
come back in when prices start back 
up. One distributor holds out hope 
that the thin green line of prices 
won’t break. Says he: “Appliance 
prices seem to be firming. We're get- 
ting less pressure from dealers. If 
manufacturers keep holding the line, 
prices may remain firm. If not, they 
can hit rock bottom.” 





The Midwest 





By TOM F. BLACKBURN 
SEL AAT BETES ARNIS 


Appliances without a list price 
... “Churning” the market. . . 
Excise tax peeves . . . Electric 
shaver popularity . . . Sales 
round-up . . . New door opener 


HOSE distributors who have been 

beating the tom-tom for an end 
of list prices on appliances as a means 
of ending price cutting are steadily 
moving closer to their wish, if a 
glimpse of what has been going on 
recent conventions is a sample. 

More and more items are being 
presented without any list price. You 


see prices which include a defense 
bond for the retail salesman who 
moves it, an allowance for installing. 
Distributors say that the price quoted 
often is merely the basis for a start 
is bargaining. It all adds up to the fact 
that list price is meaning less and less. 
A Chicago store that recently opened 
a bargain outlet branch reports that 
not one squawk came in when it of- 
fered appliances at less than the 
recognized list. 


Churning the Market is a stock 
market phrase. It is a practice fol- 
lowed by professional trades who want 
to create a market for security. They 
buy and sell, and the intense activity 
attracts customers. 

It begins to appear to this student 
of human nature that appliances are 
priced above what they are expected 
to average. The free cookie mixes, the 
prizes for orders, the trips to Bermuda, 
all come out of the appliance price, 
and result in a lowered net to the 
manufacturer. Specials cut down his 
returns too, and one wonders if the 
list price isn’t simply a target to shoot 
at. With it so completely shot to 
pieces these days, it would seem that 
something new is about to come 
around the corner. 


Installment Selling Change. The 
abundance of good, second hand appli- 
ances on the market is bringing a 
change in installment selling opera- 
tion, a Sterling, Ill., credit bureau says. 

(Continued on page 14) 
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Quiet, High-Volume Window Fans 


Dayton Window Fans with belt-driven 22, 24 and 30” 
blades provide high displacement of hot, stuffy air 
in rooms and apartments. Cools and refreshes nature's 
way. Installs in 30° and larger windows. Portable. 
Operates quietly and at low cost. Lifetime nylon bear- 
ings. Rigid steel frame and husky finger-safe guard 
finished in gray hammerloid. Powered by standard. 
dependable 115 V. 60 Cy. motor. A big seller every- 
where—they do the job of high priced fans. Illustrated 
is 24” fan. model No. 5F80, list $74.00. 


New Mobile Comfort Maker 


Most versatile fan for the home—port- 
able on wheels for direct or indirect 
cooling comfort. Use at window to ex- 
haust room air. 18", 3-speed blade deli- 
vers 2400/1600/1200 CFM. 3-speed 
switch in motor canopy. Chrome guard 
mounts fan head and swivels 180°. 
48” steel stand on 21 x 17” base with 
two rubber wheels at recr of fan. Green 
hammerloid finish. 115 V. 60 Cy. motor. 
12 ft. cord. Model No. 2C283. list $76.75. 


Dasplore 


Dayton Fans are available from W.W.Grainger, Inc. Warehouses 
eT Mu et eT) 


ness people and others. 


your nearby Grainger Ware- 
house; or write for catalog. 


Room Cooler & Ventilator 


Best day -and night room comfort maker 
for most people —in the price range. 
Easily installed in 30 to 39" windows 
where it exhausts and replaces hot 
room air with cool, refreshing outside 
air. 20°, 2-speed blade 3000/1540 CFM. 
22 x 30” steel panel extends to 39” 
Chromed blade guard. Baked ivory fin- 
ish. 115 V. 60 Cy. motor. 12 ft. cord and 
switch, Und. Lab. App’d. Handsome and 
sturdy. Model No. 4F245, list $52.00. 


See complete Dayton 

Fan Line—write for 
new descriptive 
catalog and gener- 
ous dealer discounts 


1954 will be your biggest year for window fan sales and profits. 
Past two hot, sizzling summers have sold window fan ventilation 
and cooling to millions of apartment dwellers, home owners, busi- 








Dayton gives you the 20” to 30” window fans featured here- 
plus 10”, 12” and 16” sizes. Line also includes new Mobile Fan and 
wide selection of attic fans, air circulators, exhaust fans, blowers. 

Dayton gives you quality features and modern design at lowest 
possible prices always. You can order or inspect Dayton Fans at 





Comfort for Entire House 


Powerful attic fan built for efficient home 
and commercial cooling service. Priced 
under the market. Will outlast the build- 
ing it cools. Standard vertical and hori- 
zontal (ranch-house) types with 24 to 
48” quiet, high-volume blades. 115 V, 
60 Cy. motors. Easily adapted to any 
type of installation. Model No. 5F51, 24” 
blade fan, list $81.00. 
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If a customer is oversold, and can’t 
carry the burden, he lets the appliance 
revert and picks up a second hand 
article that does the job. In the past 
he felt he had to have the services of 
the new item, and carried on. Over- 
selling or overloading is risky now. 


Excise Tax Peeves. In Minneapolis a 
public opinion poll made by the 
Journal has revealed how peevish the 
public is over excise taxes. Some 6] 
percent of those interviewed wanted 
an end to special taxes on refrigerators 
and freezers. Only 11 percent beefed 
about taxes on television and radio, 
only 3 percent on furs. 


Electric Shaver Popularity. Comes 
now the Minneapolis Star and Tribune 
with the revelation that 33 percent of 
Minnesota men now use electric 
shavers. In cities the percentage is 32, 
in towns, 39, and on the farm, 31. 
Old fashioned “broad ax” razors are 
still used by 8 percent of the farmers. 


Credit Shows TV Saturation. A 
Wichita, Kan., distributor who ought 
to know says that it will take two 
years to saturate that part of Kansas 
with television. Reason, he says, is 
that 90 percent of the small dealers 
out there have a credit rating good for 
from $200 and $1,000, which means 
they can take on television slowly, 
simply because they cannot afford to 
merchandise. Another reason has been 
the decline of farmer prosperity. In 
that part of Kansas, the man says, a 
man owing 15¢ won’t buy again until 
he is paid up. In Oklahoma a man will 
keep on buying and laugh at you 
when you try to collect that 15¢. 


Facing Refrigerator Facts. ‘lime 
was, when a trade-in refrigerator was 
kept out of sight. Dayton’s depart- 
ment store, Minneapolis, is one in- 
stitution that is facing the facts of 
life. It advertises reconditioned re- 
frigerators, $39 to $69, offers three 
ways to pay, and does it right along 
with its regular publicity. 


Sales Round-Up. In the Duluth, 
Minn., territory water heaters, freez- 
ers, bed coverings, automatic washers, 
clothes dryers, vacuum cleaners are 
ahead, ranges, refrigerators, conven- 
tional washers, and ironers behind. 
Chicago sold 6,788 dishwashers in 
1953 against 4,964 in 1952; 9,888 
food waste disposers in 1953 against 
7.227 in 1952. The Wichita, Kan., 
territory was ahead in 1953 on every- 
thing except bed coverings, dehumidi- 
fiers, window fans, ironers, refrigera- 
tors, roasters, conventional washers 
and water heaters. 


Door Opener. Sol Polk in Chicago 
has a new way to open doors for repeat 
calls by his salesmen. Ends of carpet- 
ing, once considered waste are bound 
into small throw rugs and given away. 
Anyone is glad to see a salesman who 
brings a present—even if it costs Sol 
practically nothing. 

(Continued on page 16) 
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CALCINATOR 


AUTOMATIC HOME DISPOSAL UNIT 




















oily te Blu Soe Glen, apna sitnidanastaatieeas ieee CALCINATOR GIVES 
on’t be fooled by low price, hollow claims and advertising “gimmicks!” There 

is no substitute for Calcinator quality in the automatic home disposal field. YOU ALL THESE FEATURES! 
Calcinator’s dependability and features help you sell your customers—help you 

keep them sold. Calcinator’s dealer franchise is packed 

with advantages for you. Get the facts straight—and FULLY APPROVED 


ef en elie Coicinenail Only Calcinator is approved for safe 
GM Set ee Pee si = = home operation by Good Housekeeping, 
AGA and Canadian Standards Aésocia- 
tion. 


— ~~~ 
FIBERGLAS INSULATION — 


Full foil-faced fiberglas insulation keeps 
the outer-jacket always cool. 










BAKED ENAMEL FINISH— 


Resistant to heat, impact, abrasion, dis- 
coloration and chipping. 


=f WNAX STEEL INNER JACKET— 


Fine quality, high-tensile steel means 
greater resistance to corrosion, rust. 


ZA PATENTED, REMOVABLE BURNER — 


: Removable from outside of unit. Gives 
> maximum combustion efficiency. 


5 DUMPING GRATE— 


: Patented single-casting construction 
pil assures greater strength, longer service. 





WRAP IT 
DROP IT 
FORGET IT 


on a 


5-YEAR WARRANTY — 


on all major parts, one-year warranty 
on burner assembly and controls. 





Distributed in Canada by SPARTON OF CANADA—London, Ontario, Canada 




















 CALCINATOR CORPORATION ' 

¥ 28th & Water Sts., Bay City, Michigan & 

Please send me full details about Calcinator Automatic Home Disposal Units and = 

ON LY CALC I NATOR H your distributor or dealer franchises. a 
offers you exclusive features that sell, plus J NAME - z 
quality to keep it sold ... and keep your § () DEALER : 
service problems nil! Only Calcinator gives § FIRM NAME CerUTOR «=e 
you models for all fuel needs—gas, electric J ADDRESS. g 
and LP gas. 4 CITY & ZONE STATE EM-454 H 
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TEST NO. 17: DEFLECTION. 












The bellows or diaphragm furnishes the all-important motive 
power which turns off and on the heat for both gas and electric 
thermostats—and these bellows do their work properly by moving 

only a few thousandths of an inch. Here the bellows are tested over 

their entire temperature range (the buibs submerged in ice for cold, 
then placed in ovens for heat). Peter Kelley reads the dials which 
show that the deflection falls within the minute tolerances 

prescribed for each bellows which is to form a part 
of a thermostat bearing the 

Wilcolator name. 





Whenever you sell a range, you are promising your customer 
accurate performance. We want you to know how careful we 
are to support you in delivering that accurate performance. 


Ever since, years ago, Wilcolator engineers first developed 
the liquid-expansion type oven thermostat now universally used, 
we have jealously guarded the reputation of our instruments 
by the most thorough succession of precision tests to be found 
in the industry — tests far exceeding the most severe service 
they will ever get in your customer’s kitchen. 

You'll have mighty few calls for service on Wilcolator-con- 
trolled ranges. We make sure of that before the thermostats 
leave the factory. 


veWileolato 


1001 NEWARK AVENUE, ELIZABETH, NEW JERSEY 





{5,000,000 units ago Wilcolator first helped the cook out of the kitchen 
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By AMASA B. WINDHAM 





Television boom building up 
backlogs . . 
by utilities help white goods, 


. Fine campaigns 


but refrigerators slump again 


LEARANCE and “pre-inventory” 

sales kept appliance sales volume 
down South at a fairly high level 
right on into March. Scanning re- 
ports from such key centers as Atlanta, 
Birmingham, Memphis and New Or- 
leans, the observer could conclude that 
there was a slump in the sale of white 
goods for the first two months of the 
quarter but that the sales graph had 
begun to definitely swing upward by 
the first of March. 

What was lacking in the sale of 
white goods, however, was more than 
made up in television. With new 
stations popping up or authorized all 
over the South, TV sales were boom- 
ing again and on the way to record 
figures. 

R. P. McDavid & Co., which cele- 
brated 25 years of distributorship in 
Birmingham this month, reported that 
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they had a backlog of 500 orders for 
television sets and were taking ads in 
the newspapers to explain to customers 
the delay in delivery. 

Atlanta Market Bright. ‘Two dealers 
in Atlanta also reported that they were 
behind in delivery and that the market 
there was on the march again. In 
Memphis and New Orleans the move- 
ment of TV sets across the counter 
was from “steady” to “very good”. 
In Miami, sales had reached an esti- 
mated 4,000 sets a month, and only in 
the Carolinas were sales below the 
1953 mark. It begins to look as if 
this will be television’s biggest year. 

Fine promotional work on the part 
of the utilities helped the upswing in 
white goods. Jumping into the breach 
after the post-holiday season slump, 
southern utilities, both public and 
private, staged excellent promotions in 
appliances which needed them most 
and the good results were beginning 
to be evident. 

Down in Tampa, the Tampa Elec- 
tric Co., put on its eighth annual Elec- 
trical Exposition which featured new 
products and models in almost every 
line and sent thousands of buyers 
scurrying to the retail shops. In Chat- 
tanooga, the Electric Power Board 
offered free installation on electric 
clothes dryers and helped dealers sell 
more than 1,000 units in a 30-day 
period. Gulf Power & Light Co., went 
to work on a program of helping 
dealers from Beaumont to Baton 
Rouge sell 5,300 electric rangeS and 
1,300 water heaters during 1954. Both 
items had begun to perk up consider- 
ably on the sales charts as March be- 


gan. 


Air-Conditioning To Soar. Indica- 
tions are that air-conditioning will get 
more attention and sell better this 
year than in any previous year. 
Dealers in Nashville, a typical south- 
ern city, were out to beat last year’s 

(Continued on page 21) 
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record of 7,000 units sold. Bill Hall 
at Nashville Electric Service already 
has his promotional plans in high gear 
and would not be surprised if 10,000 
units go into the hands of customers 
this year. New Orleans and Miami 
retailers were already reaping the air- 
conditioning harvest. 

Washing machine sales were up 
about five percent in Birmingham over 
January and February, according to 
conservative estimates, but were slightly 
off in Atlanta, Memphis and New 
Orleans. One Atlanta dealer summed 
up the situation there, declaring that 
“washing machines go up and down. 
March, April and May are always good 
months and we expect better business 
from now on.” Dealers in Miami and 
Jacksonville reported washing ma- 
chine sales at about on a par with 1953 
figures 


Refrigerators In Dumps. The one 
item which was considerably under 
normal sales was refrigerators. While 
fairly steady in Miami and not too far 
behind in Memphis, _ refrigerators 
lagged in almost all of the other big 
Southern cities. Newspaper ads were 
again screaming of big discounts, fabu- 
lous trade-in offers and all kinds of ex- 
tra gifts. Looks like the utilities will 
again have to step in and lead the way 
to better sales. 

Dishwashers and home freezers did 
fairly well in the opening months of 
1954, although not quite up to the 
previous year's mark. In New Orleans, 
freezers had definitely begun to climb 
again by March 1 and indications were 
that sales were on the way to loftier 
heights. Birmingham and New Or- 
leans distributors who supply the Gulf 
Coast, say that the freezer market is 
seasonal and they aren’t worried about 
sales in the immediate future. Dish- 
washers, however, may find the going 
a bit harder. It seems the average 
family still has not had the overpower- 
ing desire instilled into them to own a 
dishwasher. Obviously, a good selling 
job is the answer. 


Electric Housewares At Par. Radio 
and electric housewares were about on 
a par with last year’s sales for a com- 
parable period. Miami, always a leader 
in housewares, reported very good sales 
of deep fat fryers and roasters. In 
Atlanta, dealers had a pleasant spree of 
selling steam irons, and a Memphis 
contact declared almost all housewares 
were moving steadily in that city. 

Now about that recession which has 
bothered so many dealers. It hasn’t 
happened yet and this reporter hasn’t 
been able to find a qualified observer 
who will come out flatly and say it’s 
going to happen. The trend of busi- 
ness just doesn’t show it. Rents have 
not come down a penny. Unemploy- 
ment is not a problem down here and 
eight out of ten buyers still have 
money in the bank and are still buying 
or at least, can be sold. 

Our studied opinion is that business 
is going to be all right in 1954. 
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By FRANK A. MUTH 


Refrigerators are tops, but TV 
is no sleeper . . . Dealers doubt- 
ful of sales power of gimmick 


features Lower taxes 


haven’t helped sales 


USINESS for 1954 seems to be 

better than it was this time last 
year. 
' Not only are dealers eager about 
their prospects but their tongues are 
sharper about how they aren’t getting 
enough merchandise. It’s 1946 and 
1947 all over again. 

One Frigidaire dealer on Cleveland’s 
east side says that he could have 
boosted his January sales, and most 
of February’s sales if he had received 
all the merchandise he could sell. 


Want Larger Boxes. Particularly 
short for this dealer is the large size 
refrigerator. He can get all the 8 ft. 
sizes he wants, but he had prospects 
for the larger ones. 

What are they selling beside re- 
frigerators? In places like Louisville, 
Ky., it is laundry equipment. A couple 
of Pittsburgh distributors report a 
difference of opinion, one says refrig- 
erators, while the other puts T'V first, 
followed closely by automatic washers, 
then dryers. In Columbus, Ohio, a 
large appliance dealer places automatic 
washers first, then dryers, which are 
followed by steam irons. While a 
Columbus distributor puts TV at the 
top, and then ranges, a specialty shop 
puts washers first, then clock radios. 
['wo dealers near Columbus report 
good business; in Springfield it’s wash 
ers and ranges, and refrigerators and 
steam irons at Newark, Ohio. But 
whether it be in Detroit, Toledo, or 
Cleveland (Shaker Heights), Ohio, 
ranges and refrigerators are moving 


briskly. 


How Is TV Doing? So far, most 
dealers have been a little surprised 
at the marked increase in TV sales 
for this time of the year. One 
dealer reported that he figured that 

(Continued on page 22) 


























































































“...I bought one of the new 
Thermador Console Electric Ranges. 
I’m the envy of my friends... it’s beauti- 
ful! They’ve noticed how easily the Vari- 
Speed switches give me just the amount of 
heat I need. I’m sure the double oven six- 
surface-unit Thermador is America’s fin- 
est range. Thermador is so dependable. 
It’s really built to last!” 


This, Mr. Dealer, means other customers 
...and fewer service calls. You can offer 
Thermador in five popular models: apart- 
ment house models; 30” range with 28” 
over-size oven; 40” range, with choice of 
single or double ovens, 4 or 6 cooking 
surfaces. 


NEW THERMADOR 


console ranges — 
m water hegters 





“... We bought one of the new 
Thermador Electric Water Heaters. 
It’s safer, cleaner, and trouble-free. It 
gives more direct heat, and better yet, 
more hot water. Fits our budget, too. 
I’ve known Thermador as a pioneer in 
electrical appliances for over 30 years! 
They’re tops in quality and reputation.” 





This means you'll sell other appliances 
to this man and his friends, Mr. Dealer. 
Thermador storage-type water heaters 
come in two well-liked styles: round or 
cabinet models—in sizes to meet your 
customers’ needs. No flames, no fumes, 
no waste. 








THERMADOR 


Thermador Electrical M g Company 
5119 District Boulevard, Los Angeles 22. Cal. 
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A WISCONSIN DEALER 
TELLS WHY HE SELLS 
CALORIC GAS RANGES 





Ray Kornely 

J. Kornely Hardware Co. 
2308 N. Third St. 
Milwaukee 12, Wis. 


“You can bet your life women like the 
automatic features on Caloric gas ranges.” 


“With Caloric I’ve got plenty of the automatic features 
that women like . . . and that’s bound to give me a greater 
opportunity for extra sales’’. 


Housewives certainly go for Caloric’s automatic range 
features . . . features like the control that turns on the 
oven, cooks the dinner, then automatically shuts off. 
Here are some other reasons why Caloric ranges are easier 
to sell. 


They're America’s easiest ranges to keep clean . . . Burners, 
grates, splash pan... even the oven bottom. ... all are 
easily removed for extra ease in cleaning. This is a “‘clean- 
ability”’ feature women like and one that’s demonstrated 
with ease. 

The door spring, along with the TriSet burners, are 
guaranteed for life. 

The height of the broiling pan may be quickly, easily 
adjusted by simply reversing the position of the rack. 
Door handles . . . available in 12 colors to match every 
kitchen decor—remove easily. 


Caloric builds value into ranges . . . such quality features as 
the two inches of Fiberglas insulation that encloses the 
oven, the non-tilting oven racks, the air-cooled range 
sides, and porcelain enamel inside and out. 


MAKE SURE YOU SELL CALORIC GAS APPLIANCES 
FOR COMPLETE INFORMATION, CHECK YOUR CALORIC REPRESENTATIVE 


R 


CALORIC STOVE CORPORATION, TOPTON, PA. 
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manufacturers were making a smart 
move when they cut down on T'V 
production. But now he isn’t so sure. 
l'ake for example his sales in January. 
They were up higher than they had 
been even before Christmas. In Feb 
ruary they were still puffing on the 
heels of a sales increase. But now, 
at the first of March (at this writing), 
they are still up compared to 1953. 
\ dealer at Newark says his T’V sales 
are off 20 percent, while a Columbus, 
Ohio store reports a 30 percent de 
cline. Of universal agreement among 
dealers is the lack of color trouble. 
One dealer puts it this way: “Color 
is not entering into our sales conversa 


tion as yet.” Another sizes it up like 
this: ““Customers seem to be disgusted 
with color, due to publicity.” ‘The 


dissent in color TV is a problem to a 
Cleveland distributor who - savs, 
“Color bugaboo still is a big factor, 
but I do believe that we are switching 
many who come in for color to black 
ind white.” And a Cleveland dealer 
who represents this distributor says: 
“Yes, it is easy to switch them to 
black and white, much easier than I 
thought it would be!” 

In Pittsburgh, the advertising man 
ager for a large distributorship said, 
‘It has been possible to switch them 
to black and white, but the trend is 
to low-priced TV. But a dealer in 
Columbus, Ohio, wants the chance to 
switch them. He said, ‘““We could con 
vince prospects about color, I believe, 
if we had the sets. Prospects are con- 
spicuous by their absence right now.” 

Is It Too Early? “Maybe it is 
too early to tell,” one dealer reported, 
“but the gimmicks that manufacturers 
put on their lines this year haven't 
been too successful.”” A Columbus 
dealer believes that they haven’t been 
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exploited as yet. But a Pittsburgh 
distributor reports the gimmick they 
have played up has worked fine. “It 
has kept our 'T'V sales at a good clip.” 
But the consensus of opinion seems 
to be that it has a very slight effect 
on the prospect. “They want to be 
sold,” a utility salesman told this re- 
porter. He pointed out how the deal- 
ers in Dayton seem to be promoting 
like heck, (they have done more ad- 
vertising than they have in a long 
time) and they are getting some traffic, 
but they don’t sell them when they 
get there. ‘““They could have all kinds 
of gimmicks to pull the people in, 
but it wouldn’t do any good. Thus, 
gimmicks on the refrigerators, ranges, 
etc., aren’t worth a hoot. Not until 
the fellows use some salesmanship.” 

I'wo metropolitan buyers report ap 
proval for the gimmicks. In Buffalo, 
the buyer for a very large dealer says 
they have had very good success with 
them. A Cleveland furniture store 
says, “I think gimmicks help some- 
what.” But even if they draw traffic 
or get interest, it won’t produce sales. 
A dealer in southern Michigan said 
that he’d got lots of comment and 
excitement over the left-right door 
of the Philco refrigerator but it hasn’t 
resulted in sales so far. 

It Isn’t Taxes. The reason for 
the business increase is not due to 
lowering of taxes. At least, that is 
what most of the dealers think. Some 
ire not so sure what the reason is. A 
dealer in Adrian, Michigan, sized it 
up this way, “Business has been better 
than 1953, perhaps due to tax cuts, we 
have no way of knowing.” A Cleveland 
dealer doesn’t think that cuts have 
helped much, nor will. He said: “It 
will take more than this to stimulate 
business.” 
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The Far West 








by HOWARD J. EMERSON 


Dealers are buying again—but 
only to replenish stocks .. . 
Spring is busting out in pro- 
motions .. . TV sales pick up 
.. . Amateurs do half the TV 
service 


UYING by appliance-TV dealers 

in the Far West has picked up 
to a degree that has pulled distribu- 
tor salesmen out of the dumps for the 
first time this year. It is no rush 
to stockpile, though. Merely the re- 
sult of dealers carrying during Janu- 
ary and February just about the 
smallest inventories since the days of 
shortages. Seriously interested in 
making ’54 a year of profit, most deal- 
ers have been buying very cautiously. 
Coupled with the need to keep inven- 
tories very low prior to the state 
inventory taxes, this early-year buying 
took most dealers’ stocks to a min- 
imum working level. Current buying 
is more a reflection of that condition 
than it is any anticipation of greatly 
increased business in the coming 
spring months. 

Barometer of spring and summer 
sales in the Far West is considered 
to be the dealer buying attitude at 
the annual Winter Market Week in 
San Francisco during the second week 
in February. Reporting Market Week 
for ELECTRICAL MERCHANDISING, San 
Francisco editor Clotilde Grunsky 
Taylor indicated that: 

“A conservative optimism was the 
keynote of the Winter Market Week 
... Although most of the dealers were 
willing to concede that there might 
be something in the national rumors 
of a slight recession ahead, few had 
any personal experience to warrant 
that assumption. 

“The manufacturers had done a 
good job of providing new items and 
had ironed out the kinks which had 
troubled some of the previous offer- 
ings. Color on a restrained note was 
much in evidence. 

“There was little major lowering of 
prices, but the trend obviously was 
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downward, and much had been done 
by increasing the extras offered in 
lower priced units which served as a 
more palatable way of reaching the 
same end. Dealers were offered, too, 
quite a choice of premiums to dangle 
in front of hesitant prospects.” 


The West Is Busy, Busy, Busy. 
With southern California tempera- 
tures going over 90-deg. in late January 
and the rest of the West experiencing 
summer weather in February, appli- 
ance-T'V selling had to compete with 
the lure of the golf course, the gar- 
den, boating and the beach. But if 
dealers and salesmen exercise will 
power, there are weeks of sales build- 
ing promotions and campaigns under- 
Way. 

Biggest activity is the spring pro- 
gram of the Pacific Coast Elec. 
Assoc.’s Business Development Sec- 
tion. Continuing the relatively new 
idea of taking the convention to the 
members, the PCEA is holding 10 
separate business development _ re- 
gional meetings—Sonoma, San _ Jose, 
Marysville, Visalia, Long Beach, San 
Bernadino, Santa Barbara, Reno, San 
Diego and Phoenix. A _ basic pro- 
gram developed by the PCEA is avail- 
able to the chairman of each of these 
meetings. The chairman selects that 
portion of the master program which 
best relates to local conditions and 
supplements with more material of 
local interest. 

The industry in Phoenix is under- 
way with spring sales building pro- 
motions—a “‘comfort cooler month” 
in March was designed to pave the 
way for air conditioner sales in April- 
June—another air conditioning and ap- 
pliance show is scheduled for Phoenix 
in mid-April, following up on similar 
shows of the past two years. 


Drive Those Dishwashers. In the 
territory of the Washington Water 
Power Co.—Inland Empire Electric 
League a high-powered campaign con- 
tinues with emphasis on dishwashers 
and disposal units during April and 
May. The campaign is a utility-spon- 
sored program using the WWP em- 
ployees to develop prospects and to 
handle them to the point of buying 
and then turn them to a dealer for 
the sale. The program is backed 
by a heavy advertising schedule, much 
of it under the name of the IEEL. 
Effect of such a cooperative program 
is seen in the results of the range 
effort. Already having more electric 
ranges on its lines per capita than any 
other utility in the nation, the WWP 
was able to help local dealers sell 
1062 electric ranges to non-users dur- 
ing a three month period. 

In and around E] Paso they’re deep 
in the heart of an electric range and 
water heater promotion. During 
March, April and May, the El Paso 
Electric Co. (utility) is offering prizes 
to appliance dealers and salesmen and 
an incentive to the home owners buy- 
ing electric ranges and water heaters. 

(Continued on page 28) 
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A UTAH DEALER 


TELLS WHY HE SELLS 
CALORIC GAS DRYERS 


ge” Nick M. Vrontikis 
Vrontikis Bros. Center 
2010 South State St. 
Salt Lake City, Utah 





“My customers get top value with Caloric 
gas dryers and | have less service 


problem worries.” 


That’s right! Caloric gas dryers are constructed for truly 
outstanding performance and easier servicing. All working 
parts, for example, are easily accessible and controls are 
quickly reached by removing top housing or front panel. 
-_Remember this too... Caloric value is only one reason 
why you should get the full story. Here are some others. 


Direct Factory Buying... gives a dealer full mark-up, bigger 


profit. 


Unmatched Advertising ... for 8 straight years, the heaviest 
concentration of sustained advertising in the entire gas 


range industry. 


Dynamic Merchandising Program... promotional helps and a 
point of sale program make the most of Caloric features. 


One Pricing Policy... always the same for every dealer— 


our best deal for you every time you buy. 


52 Warehouses ... located throughout the country, these 


warehouses assure faster delivery, speedier service, mini- 
mum inventory for maximum sales. You stock only a 
representative line—sell directly out of Caloric warehouses. 


Dione Lucas... gas cooking TV show... half-hour shows 
in more than 40 markets—a national TV star selling 


Caloric for you. 


MAAKE SURE YOU SELL CALORIC GAS APPLIANCES 
FOR COMPLETE INFORMATION, CONTACT YOUR CALORIC REPRESENTATIVE 


® 
CALORIC STOVE CORPORATION, TOPTON, PA. 
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$1,000 


14 apie 
awards totalling 


d States Savings Bonds to appliance 
e 


ne $500 Bond 
ea $250 Bond 
$50 Bonds 


7 Unit 
a. 


Five 


May Days are 


a al 


GRAND PRIZE! 
2,000 


$3 


in United States Savings Bond Prizes 


D STATES SAVINGS BOND 


(ALL CONTESTANTS ELIGIBLE) 
IN UNITED STATES 
SAVINGS BONDS 


onds to Department 


, United Stotes Savings B > Companies 


Stores and Electric Light and Powe 


One $500 Bond 
One $250 Bond 
$50 Bonds ~ 


Five 


Fan Days != 


READ THE SIMPLE RULES! 
Display need not be elaborate! Entries will be judged for ingenuity and originality, not size. 


1. The Electric Fan Window Display Con- 
test is open to all who display or sell 
Electric Fans. 


2. The window must feature Electric Fans 
exclusively, and the display must remain 
for at least a period of one week. 


3. The contest will begin May Ist and end 
June Ist, 1954. Any Electric Fan display 
installed during this period is eligible. A/l 
entries must be postmarked not later than 
midnight, June 15, 1954. 


4. Photograph or snapshot of your win- 
dow must be sent to: 

FAN WINDOW DISPLAY CONTEST 
ELECTRIC FAN SECTION 

National Electrical Manufacturers Assn. 
155 East 44th Street, New York 17, N.Y. 
Send in as many entries as you wish. All 
prize winners will be announced as soon 
as possible after the close of the contest. 


| Electrical Wholesaling 


5. On the back of each photograph or | 


snapshot, 
formation: 


please print the following in- 


a. Name of person installing the display 

b. Name and address of the store 

¢. Date and length of time the display 
was in window 

d. Type of store—department store, elec- 


tric light and power company, general, 
hardware, jewelry, appliance, etc. 
e. Name of distributor and distributor's 
salesman serving you 
6. Awards will be based on originality and 
interest—not size of store or window. All 
contestants have equal opportunity to win. 


7. All window displays must include the 
streamer provided by the Electric Fan 
Section to qualify for award. 

8. The individual who submits each win- 
ning entry will receive the prize. If prize 
money is to be divided among two or more 
people in any store, the store’s management 
will determine division of prizes. 

9. Judges will include: 
Glendon Hackney, Editor 
Hardware Retailer 


Willard Johannsen, Editor 
Electrical Dealer 

Arthur Hooper, Editor Laurence Wray, Editor 
Electrical Merchandising 
Charles G.’Pyle, Executive Director 

National Association of Electrical Distributors 
George F. Taubeneck, Editor and Publisher 

Air Conditioning and Refrigeration News 


10. The decision of the judges will be 
final. Photographs submitted cannot be 
returned. In case of ties, duplicate awards 
will be made. 








AIRMASTER CORP. ° 
THE EMERSON ELECTRIC MFG. CO. ° 
HUNTER FAN & VENTILATING CO. « KNAPP-MONARCH CO. + REYNOLDS ELECTRIC CO. » ROBBINS & MYERS, INC. 

° .W. W. WELCH CO. 





ELECTRIC FAN SECTION 
National Electrical Manufacturers Association 
155 East 44th Street, New York 17, N. Y. 


SIGNAL ELECTRIC MFG. CO. 


CHICAGO ELECTRIC DIV., THE SILEX CO. . 
FASCO INDUSTRIES, INC. . 
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e WESTINGHOUSE ELECTRIC CORP. 


DIEHL MANUFACTURING CO. 
GENERAL ELECTRIC CO. 









Window above won the 
$1,000 United States 
Savings Bond Ist Prize in 
1953 for Mr. Guerrino 
DeCresie, Display Man- 
ager, Maas Bros., Inc., 
St. Petersburg, Fla. 










































Window at left won the 
$500 United States Sav- 
ings Bond 2nd Prize in 
1953 for the Philadelphia 
Electric Co., Philadel- 
phia, Pa., Mr. W. G. 
Brown, Supervisor, 
Bureau of Exhibits and 
Displays. 


Both increased fan sales. 


1953 Contest was Huge Success 


Now 1954 offers even more prizes! 

Last year enterprising dealers started selling fans in the Spring. Salesmen 
were trained early. 

Pre-season campaigns induced customers to plan for their fan needs in 
advance of hot weather. 


And—these smart dealers put in Fan Window Displays, entered photo- 
graphs of same in the ELECTRIC FAN WINDOW DISPLAY contest. 
Successful windows won substantial United States Savings Bond prizes. 


Why don’t you START PLANNING RIGHT NOW! 





Contest Open to All Who Display or Sell Electric Fans! 











Additional prizes this year give everyone a better opportunity to win. 
Get manufacturers’ display materials from your distributor. 








FREE STREAMER and BOOKLET! 


Free for the asking is this industry window streamer, which 
must be included in your display. We'll also include special 
display suggestions, contest rules, and a copy of FACTS 
ABOUT FANS—the new retail sales training booklet. Use 
coupon! 






CLIP AND MAIL TODAY! 


| 
: ELECTRIC FAN SECTION 

| National Electrical Manufacturers Association 

155 East 44th Street, Dept. EM-4-54, New York 17, N. Y. 

Please send me, absolutely FREE, the Electric Fan Window Display 
Contest Streamer, also special display suggestions, contest rules, and 
“Facts About Fans” booklet. 

| 

| 

| 

I 

| 
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G-E FAN displays 


Here’s the greatest display package in fan history—and it doesn’t 
cost you a cent! 


Only G.E. makes available these exciting new ways to get atten- 
tion—and sales. And with America’s fastest-selling line of fans, 
too! 
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These 6 colorful “fact tags” are already attached to your 1954 G-E 
° FREE TRAFFIC STOPPERS Fans when you get them. Just open the cartons and pop the fans in 


come with every G-E Fan! 






— TL 


FANS || 


3. IT ALL ADDS 
UP TO... 


A free window display like this! 6 flut- 
tering “‘fact tags’”’ attached to 6 brand- 
new G-E Fans—plus a cool blue and 
white, 7-piece Eskimo background. 

We'll probably be committed for ob- 
servation, but we’re actually giving 
away the whole works without charging 
you one extra dime. 
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our window. See how quickly their fluttering action stops passers-by 
—brings folks into your store. 


- = FREE BACKGROUND DISPLAY 


comes packed with every G-E Floor Circulator! 


Inside every F-2 carton you'll find a colorful 7-piece Eskimo 
background display designed to “‘cool off’’ your window. It’s a 
cinch to set up—and a cinch to stop customers “‘cold.”’ 
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mean more sales-less effort! 
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AUTOMATIC THERMOMETER WHIRLING DISKS ANIMATED AIR STREAM 
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The result—a display that practically reaches 
out and yanks customers in! 

And remember—a window like this makes 
you a real contender in the NEMA $3000 
“Fan Window Display Contest.’’ (See page 
25.) General Electric Co., Small Appliance 
Division, Bridgeport 2, Conn. 


* These motion displays carry a slight charge—see your distributor. 


cutarsacate’ GENERAL @@ ELECTRIC 
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PROVED SELLING FEATURES ? 


All-over heat pamere 


€\; 


3 


Sturdy coil stays fet, f 


Sell “Simplified Cooking” with TK MONOTUBES® 


It is no accident that more and more electric 
ranges are being equipped with TK Monotube 
Surface Burners. Nor that for three straight 
years, ranges with single-coil cooking elements 
have outsold all other types combined. 
There’s a reason for this. Namely, that home- 
makers like the added features they get with 
Monotube Units. And alert dealers have been 
quick to capitalize on this competitive advan- 
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tage. If you haven’t yet done so, just try it! 
See for yourself what a difference it can make 
in your business. 

Dealers also tell us that Monotubes, when 
promoted for replacement purposes, not only 
boost sales in this end of their business, but 
lead to many new-range sales. There may be a 
thought here for you. If you’d like to learn 
more about it, just drop us a line! 


TUTTLE and KIFT, INC. 


APRIL, 


APPLIANCE-RADIO-TV 
PICTURE 
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Utilizing the full-color catalog of a 
national premium house, the utility 
is showing salesmen the variety of 
prizes up to $75 in value which can 
be had by selling the prescribed num- 
ber of ranges and water heaters. Deal- 
ers are offered $20 for each old elec- 
tric range or water heater which is 
accepted in trade for a new one (the 
trade in is turned over to the utility 
for junking). The customers will get 
the regular range and plumbing al- 
lowance which is a regular practice of 
the El] Paso Electric Co. 

Range things are happening every- 
where in the West. In Sacramento, 
the Municipal Utility District opened 
in March its annual “I want an elec- 
tric range contest”. Last year this 
contest-promotion drew response from 
more than 3,000 home owners. With 
15 electric ranges as prizes, the pro- 
motion is backed up by newspaper, 
radio, billboard and car card adver- 
tising. Dealers receive window ban- 
ners, counter cards, contest blanks 
with their names imprinted. 

At long last, load building activity 
in the Northwest is coming back to 
help dealers build appliance volume. 
Dormant, even in post-war years be- 
cause of power shortage, such utilities 
as Puget Sound Power & Light are 
announcing programs. President 
Frank McLaughlin announced te- 
cently that “. . . now we again have 
power available . . . we are going to 
become a ball of fire in every phase of 
load building. . .” 


Picture Lines. Much to the sur- 
prise of many and the pleasure of 
all, the TV set business in the Far 
West has continued to hold up well 
in sales in relation to volume at this 
time in previous years. Color, as a 
deterrent to the sale of b&w sets, 
seems to be weakening. The public’s 
unwillingness to miss current black 
and white programming is one factor. 
Intensive publicity by associations and 
other groups explaining the length of 
time the public will have to wait for 
reasonably priced color sets, has had 
effect. Two thousand copies of a full- 
page newspaper advertisement which 
urged the public to buy b&w now, 
were distributed to retailers by the 
No. California Elec. Bureau. 

A survey by the Bureau of Home 
Appliances in San Diego revealed that 
more than 50 percent of the service 
calls on TV sets were being handled 
by “non-professionals”. In one divi- 
sion of one aircraft factory there, it 
was found that 40 employees were 
engaged in part-time T’'V set servicing. 
Altogether, the San Diegans working 
out of their homes as TV repairmen 
make nearly 300,000 calls a year. 

As a result of the survey the Bureau 
and the Better Business Bureau co- 
operated in the preparation of a book- 
let on “Television Service in the Pub- 
lic Interest” and worked out a well- 
defined “Television and Appliance 
Service Code”. Within two months, 
more than 25,000 copies of the book- 
let have been distributed. End 
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21-inch picture with tilted, glare-free 
safety glass 


Exceptional performance on UHF and 
VHF — proved in the field 


Exclusive “OUT FRONT” speaker system 
for superior audio quality 


Smartly styled cabinet of mahogany hue 
Plextone (Also in mahogany veneers at 
slightly higher price) 
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STROMBERG - CARLSON 














Here is the greatest value in Stromberg-Carlson’s history. 


Here is a price tag that brings Stromberg-Carlson quality and 
performance within reach of any prospect! 

Check the Courier against the field—for performance, for 
styling, for over-all quality at the price. You'll see it’s a winner! 
Call your distributor or write for complete details. 


*Zone 1. Equipped with strip type tuner. Continuous tuner optional at extra cost. 


iat dal-Ya-Wnl— emake dallale Maalal-tem iat-tale! 


STROMBERG - CARLSON.” 


STROMBERG-CARLSON CC ee 
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OSCILLATORS 

10”, 12” and 16” Parker blades, also 
Same sizes with ultra-quiet overlapping 
blades; 90° fingertip oscillation 
control, 5-Year Guarantee. 





EMERSON 
LOW TABLE FAN JUNIOR FANS 
12” blades, 3-speed motor, 10” and 12” blades, 
finished in metalescent with new streamlined 
mahogany. 5-Year design in either 
Guarantee. metalescent bronze 





in 16", 20’, 


Guarantee. 














Send for this FREE 
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WINDOW FANS Guarantee. 
Two-speed, reversible, and 

also non-reversible models, 18” ROLL-ABOUT 
24” and 30” 
blade sizes. Silver grey 
enamel finish. 5-Year 


or niagara green 
finish. One-Year 





Distinctive sales features, 
the leading value in portable 
fans. 5-Year Guarantee. 


ug lontc 


Dealers who stock the Emerson-Electric fan line in 1954 can look forward 
to the biggest profits ever... because this most complete fan line in 
America will be backed by the biggest promotional campaign ever! 

The famous fans you see here are going to get a real “spring tonic for 
summer selling” in Jeading magazines...all timed to reach prospects 
when hot weather strikes. 

If you’d like to know more about Emerson-Electric’s “Spring Tonic” and 
the many other fans in the line, write for Catalog No. 312. 


There'll be hard-hitting sales helps like these, too! 


@ Consumer folders... four attractive se/ling folders featuring Home Cooler fans, 
the general fan line, Kitchen fans and Exhaust fans. 

@ Window and floor displays — all-important point-of-sale pieces that help clinch 
the sale! 


@ Newspaper mats, radio and TV scripts — give local impact to the national ads; 
They tell prospects that you've got famous Emerson-Electric fans. 


> THE EMERSON ELECTRIC MFG. CO. 
St. Lovis 21, Missouri 


TH) Beene 


FANS ~ MOTORS —~ oa APPLIANCES 





APRIL, 1954—ELECTRICAL MERCHANDISING 


ELECTRICAL MERCHANDISING—APRIL, 



























































Here’s a closeup of the new Emerson-Electric DeLuxe Room Air Condi- 
tioner...the unit you can sell with confidence, without reservations. 

The well-known dependability and long-lived quality of Emerson-Electric 
fans have been translated into this superbly designed and engineered 
room conditioner... presenting a great new selling opportunity for you! 
For complete information on the complete line of Emerson-Electric DeLuxe 
Room Air Conditioners, write for Brochure No. RC49. 


Biggest national advertising campaign in Emerson-Electric history 
will back these units, plus sales helps like these: 


® Consumer folders — colorful, packed with selling information, for use as mailing 
pieces, bill inserts, etc. 


® Attractive floor display — to sell them on the spot! 


® Newspaper mats, radio and TV scripts — to do the big /ocal selling job, the one 
that means profits for you! 


THE EMERSON ELECTRIC MFG. CO. 


St. Lovis 21, Missouri 


ect 
Toes 


ROOM AIR CONDITIONER 
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Send for Free Brochure describing 
these and many other features 


@ 1/,., ¥4- and 1-ton sizes with BTU ratings 
of 6,000, 8,600 and 11,500 per hour, 


e@ Twin-cylinder compressor (except ¥/2-ton 
unit which has single cylinder), Ulera- 
quiet, efficient, two-speed blower motor, 


e@ Comfort-Control Dial gives easily under- 
stood directions for any of 8 services. 
Thermostat equipped. 


@ Perfected uniform air distribution lou- 
ver, distinctly new, with 13 possible 
combinations of directional flow, finger- 
tip control, 

@ Beautifully designed all-steel cabinet fin- 
ished in Antique Ivory and Fawn Enamel 
which blends with all furnishings. 
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Washability 


builds good will 

































The Speed Queen Automatic Washer is prov- 
ing itself America’s best-engineered, best-built 
automatic washer — both as to mechanical 





e dependability and as to washability. 

. Typical of many letters from Speed Queen 
e dealers is the following from Leonard’s of 
* Fort Worth, Texas: 

oe “We have sold over 400 Speed Queen 
Automatics. They require practically no 
service. They're as trouble-free a product 
4 as you can find.” 


Also . . . looking at your home laundry appliance 
set-up from the standpoint of PROFITS . . . keep 
in mind that nearly 50% of the washer market is 
a wringer market — and that the Speed Queen 
wringer line is today’s No. 1 money-maker to HIT 
that market. 


All lines claim to be “the profit line” . . . but Speed 
Queen, by performance, IS the profit line. Our dis- 
trict manager will be glad to discuss this Speed 
Queen profit picture with you. 


SPEED QUEEN COR PORATION 


Ripon, Wisconsin 





The Speed Queen 
lroner Line... 
consists of 4 cabinet models 
—two with 26” rolls and 
two with 22” rolls — all 
built by Speed Queen with 
an ironing machine manu- 
facturing background that 
dates back to 1905! 


The complete Speed Queen line is built by Speed Queen... 
and quality-controlled by Speed Queen . . . in Speed Queen's 
own four plants. 
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WASHERS - IRONERS - DRYERS 












The LOUDSPEAKER 





The $50 Prize for the Best Letter 
on “Swan Song” Goes To... 


After bitter argument that split the staff into no fewer 
than six pencil-chewing camps, the editors of ELECTRICAL 
MERCHANDISING are reunited to announce that the $50 
prize for the best letter discussing “One Dealer's Swan 
Song,” the provocative article by C. M. Davidson (EM, 
Dec., 1953, p59), has been awarded to R. C. Grotemat, 
Grotemat’s Wife Saving Station, 420 South James St., 


Ludington, Mich. 


We thank Mr. Grotemat for his incisive and entertaining 
letter (it appeared on page 49, February issue), but we also 
are grateful to the five other dealers whose letters were 
published in this and the two preceding issues. Each of 
them has been sent $10 as a token of our appreciation. 

The reason for all this contest fuss, of course, is to point 
out to you that The Loudspeaker is your—the reader’ s—de- 
partment. We want your letters in it. There’s probably no 
other place in the world where you can unveil your gripes, 
ideas, philosophy, or suggestions to so large an industry 


audience. 





“Swan Song” and the 
Well-Plucked Dealer 


To the Editor: 

The article by C. M. Davidson, en- 
titled “Dealer's Swan Song” (Decem- 
ber, 1953) is very interesting and very 
true in many respects. Mr. Davidson 
had the courage to tell the manufac- 
turers that they have created their 
own Frankenstein, which will destroy 
them if they continue to ignore it. 

For if more dealers like Mr. David- 
son retired from this business, it will 
fall completely into the hands of the 
discount houses and the chain stores, 
and when they have cut the prices 
as low as they can, they will cause 
price cutting between the manufac- 
turers. The buying public will lose 
faith in name brands because each 
week they will realize that they could 
have bought their appliances for less 
if they had waited, or if they had pur- 
chased a brand that encouraged more 
price cutting. 

However, I cannot agree with Mr. 
Davidson’s suggestion to appoint sev- 
eral key dealers in each area, to handle 
mixed carloads at great savings, so 
they can cut prices deeper than the 
chain stores and do a larger volume of 
business. Large chain stores do not 
buy at mere carload prices, because 
they usually take the manufacturers 
overproduction off his hands. So if the 
key dealers meet the competition of 
the chain stores, the big operators will 
find a way to undersell them, often 
with the cooperation of the very fac- 
tory that made them key dealers or 
another factory eager for the business. 

The only possible cure would be 
to give the line to the key dealer or 
the chain store but not to both. And 
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the manufacturer would have to take 
the bull by the horns and give full 
protection to the dealer in his own 
area, but forbid him to sell out of his 
area. He would have to stop trans- 
shipping, cross-shipping and every 
other racket that has made his business 
the cancer that it is. Then a key 
dealer would have to concentrate on 
selling his own line in his own terri- 
tory, and could have no excuse for not 
producing his volume. 

Mr. Davidson’s suggestion of divore- 
ing sales from service is an excellent 
idea, but could not be efficiently han- 
dled by a jobber with a territory of 
100 or more square miles. It would 
be more logical and economical to 
train service agencies in each county 
to service all makes and all types of 
electrical equipment, so that duplica- 
tion of men, cars, equipment, travel- 
ling time and other wastes could 
be eliminated. This alone could do 
much to keep customers satisfied and 
keep prices down. In my county, 
there are 15 or 20 service men doing 
a half-hearted job which could be done 
very competently by 3 men. The 
usual 5 or 6 dollar allowance for serv- 
ice on 3000 units would be a good in- 
come for a service agency, plus the 
paid service for units out of warranty. 

The persons qualifying for a service 
agency are the present dealers who 
cannot handle carload quantities, so 
we can even appease the dealers los- 
ing their franchises. I would not be 
adverse to being appointed as either 
a key or a service dealer. 

Returning to the further encourage- 
ment of price cutting, Mr. Davidson 
should use simple mathematics to 
realize that lower prices will not solve 
our problems. We are all resigned 
to the fact that the buyer will never 
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again pay list price. But another 
method must be found to leave the 
buyer with the satisfaction of a bar- 
gain and still leave the key dealer with 
a profit. 

To sell appliances in volume, we 
must have attractive showrooms, well 
paid salesmen, modern warehouses, 
good trucks, well paid delivery men, 
top notch service men and equipment. 
This cannot be done with an overhead 
of less than 20% with service or 15% 
without service. Since the average dis- 
count is 30%, you just barely reach 
the break even point when you cut 
prices 15%, still not rendering any 
service. 

If your volume is $100,000 at list, 
the goods will cost you approximately 
$70,000 and with an operating ex- 
pense of $15,000 you may wind up 
with a net profit of $15,000 before 


taxes. 


When you cut the price by only 
10%, you must sell $150,000 to earn 
the same profit. 











Sales at list....... 150,000 
10% discount .... 15,000 
ae 135,000 
cost of goods..... 105,000 
gross profit ...... 30,000 
15% overhead .... 15,000 
profit before taxes.. 15,000 


If you cut 15%, you can never make 
any money unless you starve your em- 
ployees, cut your promotions to the 
bone, or pull in your own belt. Why 
handle the headaches of operating a 
business when you could earn more by 
just selling for your competitor? 

No, Mr. Davidson, you cannot take 
it out of the dealer’s hide. You have 
already lost so much of your epidermis 
that you are quitting after 27 years, yet 
you prescribe more of the same medi- 
cine. I have analyzed these problems 
from the viewpoint of the small town 
dealers, whose total volume are a great 
part of the grand total. 


Here are my humble suggestions: 

1. Eliminate the jobber and reduce 
the factory branches. 

2. Only one line per year, and only 
half the number of models. 

3. Cut out all advertising allow- 
ances, bonus, trips, vacations and other 
forms of bribery. 

4. Appoint only one key dealer in a 
fixed trading area, who can handle 
carloads. 

5. Prevent any sales out of that 
area, and deduct from quantity dis- 
counts, the full profit from any sales 
made out of that area. 

6. Appoint either a chain or a key 
dealer for your line, but not both. 

7. By reducing all unnecessary ex- 
penses and eliminating the jobbers 
profit, a $300.00 appliance should 
cost the dealer $150.00. He can 





allow $75.00 and get $225.00 net. 
The customer automatically gets a 
25% allowance or chisel. 

8. Out of his $75.00 gross profit, 
the dealer is to pay his own advertis- 
ing and all other expenses. The dealer 
who did a volume of $100,000 sold 
300 units and did $10,000 in small 
items. The same dealer would do a 
volume of $67,500 on major units and 
$10,000 on small items or $77,500 
with a cost of $45,000 on major units 


and $7,000 on small items or 52,000 
Gross profit 25,500 
15% overhead 12,625 
Net profit before taxes of 12,875 

And not being burdened with 


service, he could really concentrate on 
outside selling for he would not be 
worried about building sales for the 
chiseller who is satisfied with a ten 
dollar profit. 

9. Appoint service agencies for 
each county who would be trained to 
handle all makes and types of electrical 
equipment sold in that county. Then 
turn over all tradeins to these service 
dealers, to strip usable parts and to 
completely junk the cabinets so that 
they could never be resold. You can 
imagine the increase in volume of 
new products when used appliances 
are destroyed. 

10. This last suggestion is probably 
the most controversial. I have always 
been in favor of a one line dealer. But 
with service off our hands, we shall 
have time to do more selling. With 
a key dealer in each area for each of 
approximately 15 major lines, there 
will be too many dealers for any one to 
make a decent living. But if a key 
dealer is permitted to handle one of 
the top and one of the lines of lesser 
importance, he would have twice the 
opportunity of producing a good vol- 
ume. And it would assure the lesser 
lines of proper representation, instead 
of offering their lines in super markets, 
drug stores or irresponsible appliance 
outlets. 

This would make the appliance 
dealer a responsible member of his 
community, someone who would not 
be in danger of going out of business, 
when the payments on his sales did 
not arrive on time. 

I am offering these suggestions in 
the hope that the manufacturers will 
realize that they are the only ones 
who can cure these problems. They 
had better start solving them real 
soon, before our business falls any 
further into its present state, and be- 
fore any more 27 year old dealers sing 
their “Swan Song”. 


Respectfully yours, 
Ralph G. Ceriello 


Catskill — & Hardware 
437 Main Street, 


Catskill, New York. 
(Continued on page 36) 
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Raytheon is girding for battle! 


It will be war for a position of major importance in the field of 
television, which Raytheon confidently intends to occupy. 


That position is rightfully Raytheon’s— 


—because of its twenty-five years of supremacy in 
electronic development. 


—because of its being one of the very few organiza- 
tions capable of producing the components of its 
end products. 


—because of its enormous resources and capacities, 
including engineering talent and manufacturing facil- 
Cc Cc c Co 
ities unsurpassed in the world. 


Raytheon now complements its engineering and production mas- 
tery with a sales organization to match—which presages worth- 
while happenings in the merchandising of a fine product. 


That news will be significant to every television Distributor and 
Dealer who values his own future. 


Raytheon intends that its Distributors and Dealers shall be its 
“partners” in the field—and that relations with those “partners” 
shall be distinguished by a genuine spirit of cooperation and by 
a disposition to help them make money. 


Those who like the feeling of being allied with a winner, will 
want to know more about what’s “going on” at Raytheon—and 


Raytheon will be happy to tell them. 


Today there are openings in the Raytheon organization which 
won't exist omorrow. 


Hence we suggest action—before your neighbor claims the op- 
portunity which could NOW be YOURS! 
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Henry +. Argento 

Vice President “and General Manager 
For 22 years with the parent Raytheon electronics staff, 
Henry Argento now directs the policies of the Television 
and Radio Division. He is a graduate physicist with a 
remarkably extensive electronic experience and with an 
outstanding record as a top-ranking management and 
merchandising executive. 


Dick O. Klein 


Director of Marketing 

Aggressive new director of all Sales, Service and Advertis- 
ing activities for the Raytheon Television and Radio Divi- 
sion. For several years he was Sales Manager for a 
nationally known appliance manufacturer—and more re- 
cently compiled a phenomenally successful record as Sales 
Manager of a prominent distributing organization and as 
General Manager of Raytheon branch operations. 


General Sales Manager 


Backed by successful executive sales experience with such 
concerns as “Bendix” and “Eureka”, John H. Kelly, as Sales 
Manager of Raytheon’s largest wholesale branch, made 
selling history. He now directs the entire sales activities of 
the Raytheon Television and Radio Division 


Rudy hhruska 


Sales Training Manager 





Two leading National organizations have recorded the 
previous successes of Raytheon’s new Sales Training Mana- 
ger for the Television and Radio Division. 


, Poviest Bigelour 


Chief Television Engineer 
Color TV innovations have already been perfected by the 
new head of Raytheon TV Engineering. He brings engi- 





: neering talent of the highest order to the development of 
~™ “better things’ for Raytheon TV—both Black-and-White 
= and Color. 


Arancia-D. Eales. 


Assistant to the Vice President 
From the parent Raytheon organization comes a new 
coordinator in the Television and Radio Division, with a 
recognized talent for “Dove-tailing’ the programs of 
Management, Production, Engineering and Sales. 


G 4 Advertising Manager 


With nationally-known experience in the development of 
successful advertising for such products as Chrysler, Bendix, 
Eureka, and American Kitchens, Knoble is already prepar- 
ing the programs that promise “action” for Raytheon 
Distributors and Dealers. 





RAYTHEON MANUFACTURING COMPANY, TELEVISION AND RADIO DIVISION-5921 WEST DICKENS AVENUE, CHICAGO, 39, ILLINOIS 
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| DISTINCTIVELY DIFFERENT 
i Fan Line 


It’s [UPS for year-round profits! 


New sales-stimulating fans, with new outstanding 
features — plus Diehl’s established and diversified 
line of fans for residential, commercial, institu- 
tional and industrial uses—assure quick, profitable 
turnover the year round. 


Get an Early Start 
helps you sell... 


New colorful selling kit packs a power punch. 

New demonstrator displays let customers convince 
themselves. 

New four-color catalogs — envelope enclosures — 
window streamers — counter cards. 

Also manuals, newspaper mats, window decals. 
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WHEN YOU SELL FANS YOU SELL Ju 





© /Vew\6-IncH SS ATTIC VENTILATORS 
popular-size addition to the , 24 to 48-Inch 
Diehl Exhaust Fan Line (sizes Standard and Package 
> 16 to 36-inch diameter). Unit Models. 







VERTIBLE 2 SPE 
VERSIBLE VENTHOAR 
with detachable 
sembly for usa4 
or floor siti 








AIR CIRCULATORS 
24-Inch Oscillating 
24 and 30-Inch Non- 
TABLE Oscillating —Floor, 
AIR CIRCULATOR al ‘ Counter, Wall and 
It's a fan—It’s a table. Year- DESK AND BRACKET FANS Ceiling sp 
round dual utility. 10, 12, and 16-inch one 


Arie Bp tees 16-INCH OSCILLAT- 
Popular and Quiet Oscillating Models. ING PEDESTAL FAN 











e 


24-INCH 2 SPEED 
REVERSIBLE WINDOW-TYPE 


VENTILATOR DIEHL MANUFACTURING COMPANY 


pen re to the popular 20- Electrical Division of THE SINGER MANUFACTURING CO. 
cnc meres, Finderne Plant, SOMERVILLE, N. J. 


Well balanced District Offices: Atlanta Baltimore Boston Chicago Detroit New York Philadelphia Worcester 
warehouse stocks ’ ‘ : : : 
@ 2207 ented tn Atlanta * Boston * Chicago * Detroit * New York * Philadelphia 
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THE PORTABLE OVEN THAT IS 
AA es America’s 






Baking Habits! 


electric 


COMPLETE BAKING SET 
ELECTRIC BASE + BAKING COVER + JUICE- 
SAVER PIE PAN +7 MUFFIN CUPS + LAYER 
CAKE PAN + ROASTING PAN + BAKING 
PLATE + APPLIANCE CORD 


150 


1 
. Mr 
gs 


TEMPERATURE CONTROL 
Temperature is set on the con- 
venient dial 
Red pilot light glows until 
Ovenette is pre-heated to se- 
lected temperature. Thermostat. 
automatically controls temper- 
ature during baking. 


to 450°). 


takes the swelter out of summertime baking 


This is it 


the portable space-saving oven that lets Mrs. Homemaker 
bake or roast even in the hottest weather and keep her kitchen cool at 
the same time. Bakes and roasts most every kind of food (pastries, 


casserole dishes, roasts) that can be prepared in a big range oven. 


Warms and serves foods piping hot, wherever there’s an AC outlet. 


Provides the convenience of an extra oven at budget price. Saves on electricity. 
Tucks away easily, takes little space when not in use — ideal for 


families of 2 to 5. 


WRITE DEPT. 184 


WEST 
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Complete with baking set and full-color recipe booklet. 


COMPLETE WITH shcussenmse S ? 295° 


NATIONA Y DVE 

Full-page 4-color ad pre tua 
the West Bend Electric Oven 
ette appears in the May issue of 
Living for Young Homemakers 
—on the stands April 20. 


LL-COLC DISPLAY 
A new compact full-color dis- 
play for the West Bend Electric 
Ovenette to create impulse 
buying at point of purchase is 
available on request. 


WEST BEND, WISCONSIN 


BEND ALUMINUM CO. 


RETAIL 


*includes cord and excise tax 
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Fair Trade and “Swan Song” 


To the Editor: 

An answer to “One Dealer’s Swan 
Song.” 

In Main St. from 1911 until 1953 
in an exclusive electrical appliance 
business, I have found these changes: 

When I started in business, if one 
wanted to purchase jewelry we went to 
a jewelry store; if we wanted shoes, we 
went to a shoe store, and for drugs we 
went to a drug store. 

Today, we all know that the great- 
est retail problem is for the electrical 
appliance dealer to try to compete 
with the chain drug stores, jewelry 
stores and hardware stores. 

The one who is to blame for this is 
the manufacturer. Also the distribu- 
tors, jobbers and the Fair Trade Act 
are at fault. 

The manufacturer's only thought 
seems to be is to have the jobbers or 
distributor to overstock his line on the 
small appliance dealer. 

In the past twenty years, I have had 
four contracts with one of the largest 
manufacturers of washing machines. 
Each time after handling their line for 
about six months, they would demand 
that I carry their complete line of 
stoves, freezers and other major appli- 
ances which they manufacture. We 
would quit handling their washing ma- 
chines. After a short period of time 
they would come back and we would 
make out a new contract, but the same 
thing would happen. They wanted me 
to handle their appliances, because I 
had the most complete stock of parts 
and service department, in my shop 
in this community. The manufacturer 
would recommend that we furnish a 
year’s supply of soap or a set of rinse 
tubs to the purchaser of a washing 
machine at our own expense. 

The jobbers and distributors are at 
fault and have caused many an elec- 
trical appliance dealer to go broke. 
When the jobbers and distributors do 
not stand back of the small appliance 
dealer, to see that the customers get 
service Or repair on the appliance they 
sell. 

Now the Fair Trade Act is the most 
unfair act that was ever put on the 
electrical appliance dealer. As an ex- 
ample of my own experience: at one 
time I had an overstock of electric 
irons. I ran an ad in the local evening 
paper that I would give two dollars 
allowance for their old iron on the 
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purchase of a new one. To my great 
surprise, the following noon the manu- 
facturer called me on the telephone 
from his main office, telling me I was 
to be jailed and fined if I did not run 
an ad recalling my offer of two dollars 
on the old iron. My second surprise 
was on the following Sunday after- 
noon the representative of the manu- 
facturer called on me. He threatened 
and abused me for an hour. So I told 
him to back his car up to the door 
and load up all the merchandise I had 
in stock which was manufactured by 
his firm. 

Today this same manufacturer has a 
two dollar allowance on his irons. Also, 
all jewelry stores, hardware stores, 
drug stores, filling stations and some 
grocery stores handle his line. Not 
one of the above dealers have a screw- 
driver or a pair of pliers to repair the 
appliance they sell. In one week we 
had at least sixteen people come in 
our store for service on appliances they 
had purchased at those places of busi- 
ness. 

More Fair Trade Criticism. The 
way the manufacturer can take an arti- 
cle off the Fair Trade list overnight. 
Then too, he will sell or give away to 
some drug store or chain organization 
and let the electrical appliance dealer 
hold the bag on what stock he has. To 
prove my point, each time I see an ad 
of small electrical appliances sold at a 
discount, I write to the jobber or man- 
ufacturer to see if I too could buy this 
same article at a price which I, too, 
could sell at a discount. Each time 
they tell me that the article has been 
removed from the Fair Trade price and 
the entire stock has been sold to some 
chain organization. 

After forty years in business on main 
street I have seen many changes. 
Mapy electrical appliance shops have 
started in business and have failed. As 
for myself, I have discontinued all 
washing machines or parts, and all ma- 
jor appliances. I now handle a large 
stock.of residential lighting fixtures, 
iron parts and vacuum cleaner parts. 
When the drug stores and grocery 
stores start to selling articles, then I, 
too, will retire as Mr. C. M. Davidson 
of Miami, Fla., has. 

Lloyd Higgins 
Higgins Electric Shop 
1065 East Main St. 
Galesburg, Ill. 





Get Aboard the Outboard 


Most appliance dealers who have searched the market vainly 
looking for profit making sidelines have never given the $72-mil- 
lion yearly outboard motor business more than a passing glance. 
Some, like Kerkhof’s of Indianapolis, have found that both rentals 
and sales of outboard motors can be a year round money maker. 


You'll read about it in an article by Tom F. Blackburn, 
Outboard Motors”, in an early issue of 
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PARAMOUNT—631L, $49.95 


Now—the radio line that's First in Sales (because most people 
demand Motorola)—gives you the pre-tested colors most people 
want! Get set now, to increase your sale of portables with 
Motorola's double support: the colorful consumer-researched line 
you need to clinch sales... backed by a great, nationwide pro- 
motion, “TRAVEL and PLAY with Motorola PORTABLES”! See your 
Motorola Distributor now. He'll show you how to make this your 
greatest “portable” year with the most colorful line of them all! 


& arm yc x 


"Color Guard” of the Motorola line! 


PAWNVABOUT 


with 10 exclusive features! 









































1. 43% Bigger Extended Tone Speaker 6. Shockproof Interlock Safety-Switch 
2. Trouble-Free Wireless PLAcir Chassis 7. Handy, Fuss-Free Cord Cradle 
RUNABOUT 3. Supersensitive Station-Finder Antenna 8. 3-Way Instant Warm-Up 
9 
0 






54L, $37.95 4. Civilian Defense Approved Calibration . Tested, Consumer-Choice Colors 
BETTER SEE 5. Switch-Free 3-Way-Play Operation 10. Famous Golden Voice Tone 
THE MOTOROLA TV HOUR 


TUES. EVE.—MOST CITIES 





Motorola portables feature the following popularity-proved colors: Dove Gray, Leaf Green, Cherry 
Red, Mocha, Clover Pink, Azure Blue, Black, Grass Green, Middy Blue, Flame, Hot Chocolate, Maroon. 


» Motorola’: Radio 


WORLD'S LARGEST EXCLUSIVE ELECTRONICS MANUFACTURER 























. holds cattle as feed is forked down 


Self feeding trench 


from bank. Restraining fence is moved forward every three 
weeks. Used by McWilliam Brothers, Morrow County, Ohio. 





~ 


converted a barn gutter cleaner 








Mechanical feed bunk. . 
into a conveyor with a 1.5 hp motor, to carry grain and silage to 


feed bunks. Built by J]. G. Scott, DuPage County, Lllinois 





























r] } ] 
: * * : 
. 4 -] , 
5 rq . ie = 
. . | ‘ 
‘ 
\ . 
La 
| 
- ? 
- wee a * x 
= 2 r= a Pet 2 ~-e _ 
Experimental feed bunk... on the A. O. Smith Research 


farm, Beloit, Wisconsin. One revolution of feed bunk fills it 


from center silo. Feeds 35-40 cattle without additional work. 





Ideas and machines 
make better business... 


Converting field crops into meat, milk, eggs, 
offers the best profit possibilities for most farmers. 

But a good milk cow needs about seven tons 
of feed per year; a laying hen a hundred pounds; 
and a hog or steer three times its market weight. 
Moving grain, hay, and wet silage by hand is 


back-breaking work, and limits production. 


In recent years, ingenuity, improvisation and 
machinery are steadily replacing manual labor. 
In a recent issue of SucCEssFUL FARMING, six 
new feeding methods were shown, ranging from 
a simple trench to the elaborate A. O. Smith 
feed bunk. All were actual instances, illustrated 
by photographs, practicable and profitable for 
hundreds of thousands of SF subscribers. 

Does any business publication offer so much 
real help to your business? 

For fifty years SuccEessFuL FARMING has been 
helping Heart States farmers, the country’s best, 
save time and effort, increase production and 
profits, raise their living standards, improve their 
homes. And earned a measure of influence that 
no other medium has with its audience. 

Currently SuccessFuL FARMING’s 1,300,000 
circulation represents one of the world’s best 
markets! SF farm subscribers have an average 
annual cash income of about $10,000... and 

bracket 
which gets 88°,, of the national farm income. 


three out of four are in the top 39°, 


To reach this important segment of buying 
power, to give balance to a national ele tric goods 
advertising schedule... there is no subtitute for 


SuccessFuL FARMING. Ask any SF office for proof, 


MEREDITH PUBLISHING ComPANny, Des Moines 
... New York, Chicago, Detroit, Philadelphia, 
Cleveland, Atlanta, San Francisco, Los Angeles. 
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what makes the newe > home cooling fans 
_ BETTER BY DESIGN... DESIGNED TO SELL BETTER ! 


NEW STYLING 


Completely restyled to compliment the decor 
of any room. Finished in striking “Eye-rest 





NEW QUIET OPERATION 


Flip the switch on...and from the sound, 
you hardly know it’s running! No annoying 




















Green” and chrome. Your best seller for 
good looks! 


whine, screech or roar... just smooth, even, 
super-quiet operation. 


NEW LOW PRICE 


Designed and built to deliver the finest ven- 
tilating performance... at the lowest pos- 
sible cost. They’re priced right to sell better! 


NEw POWER 


Moves more air... faster! Full rated air 
moving capacity . . . certified under standard 
industry testing codes. Tops in performance! 











New ILGROLLAIRE, RA-204 


Utmost in portability ... two rubber casters 
make it convenient to move from room to room. 
Height can be adjusted from 42” to 60”. Has 
1i¥)| clo Ohm o)\ Vc) Om Malc-1--Jol-1-le Mole] ahdce) MoM AGmoel ae, 


New ILGWINDOWAIRE, WA-204 


For use as an exhaust fan or as intake 
fan .. . change from one to the other in 
ek ja-e-\-1eelalel-tmlel-1-1B-t--Milelelmeliceiblt-halalc4 
if Tama Lalei tle (-s-mm-el[0l-3¢-le)(- Maui ialele)o mm ey-lal-1| 
that fits any window from 20” to 36” 

ite l- am Mal g-1-¥t-0]-1-lo Molelal ace] MoM AG@mole) cep 

















A 
New ILGDUALAIRE, DA-204 


Paulie Ecelelalem-deleloMi-lam Jtgm-leMasl-lab ar lit 
Fa aele late Mm et-1-s- eum Or-laMol-MUl-t-lem (omellel. m-llaitle) 
or down... in vertical position as a floor 
circulating fan with 360° pivot... or as 
rele) at-)e)(-Mam-> dar-10)-) @mmolere) [1a] aan 1A ag -1) 
FJ ol -1-10 meve]ah ge) M1) @B (ele) devel ae] 


ILG ELECTRIC VENTILATING CO. 


2850 N. Pulaski Road, Chicago 41, Illinois 






FEATURE FANG 


The name your customers 


KNOW and TRUST 
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WHIRLPOOL 
CORPORATION 


St. Joseph, Michigan, U.S.A. 
Clyde, Ohio @ LaPorte, Indiana 


IN CANADA: John Inglis Co., Limited, Toronto, Ontario 


WORLD’S LARGEST MANUFACTURER OF 
WASHERS, DRYERS and IRONERS 


America’s Most Complete Selection 
of Home Laundry Appliances 





Imperial Automatic Supreme Automatic 
Washer and Dryer. Washer and Dryer. 


JOIN UP! ITS MORE PROFITABLE TO 
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PLUS... 


Giant 10-lb. capacity for bigger wash loads. 


New, one-piece Rotunda cabinet from top to 
bottom creates lasting beauty. 


Insulated, heat-retaining tub. 


Retractable power cord provides extra con- 
venience women want. 


Swivel-type drain hose nozzle. 


One-piece assembly for pump, motor and 
clutch provides superior performance. 


Smooth-rolling Bakelite casters. 


Lifecoat finish assures lasting beauty. 





caus 0 Ty 


Automatic Washer. Pn Came 
atic roner, 45 apveaTistd 


SELL WHIRLPOOL THAN SELL 
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turn into 
dollars! 


Quieter: 


er 

















Imperial H74J 


illustrated, 


ns 
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refrigerators—awarded the 
FASHION ACADEMY GOLD MEDAL 


for superior styling and design 


e all wanted features 
e short, active line 
e most popular sizes 
e record-breaking promotion 
eat Me ol mieoliiloli-i-Miilielsulchiicume i Mm@l aie yaaclilioM-\zelae| 


refrigerators, 7.4 to 9.6 cu. ft., and six Quicfréz 
More-for-Your-Dollar freezers, 4.2 to-20 cu. ft. 


fellitaia-) am ile 


manufacturers of fine refrigeration equipment for almost 50 years 


Fond du Lac, Wisconsin 
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ECONOMIC CURRENTS 





Where's the Money 


Coming From? 


By the McGraw-Hill Dept. of Economics 


VV HERE’s the money coming 
from?” ‘This was a question 
Congress came to expect of a former 
Pennsylvania representative whenever 
an appropriation bill was up for de 
bate. With a prospective decline in 
consumer income this year, sellers of 
home appliances may well ask the 
same question. 

(he principal hope lies in two 
sources of consumer spending power— 
savings and credit. Consumers can 
maintain their rate of spending despite 
a drop in income if they cut down 
on the percentage of income saved, 
draw on past savings or increase their 
borrowing. The smaller the drop in 
consumer income, of course, the less 
dependence we must have on changes 
in saving and borrowing habits. 


INCOME IS DOWN 


Disposable income of consumers is 
expected to be one or two percent 
lower in 1954 than the record $248 
billion of 1953. This means a drop 
of $3 to $8 billion. Consumers, as a 
group, can easily cover any such de- 
cline in income by reducing their 
rate of current saving or by drawing 
on assets stored up in the past in bank 
deposits, United States savings bonds 
ind other more-or-less liquid forms. 
Personal net saving in 1953 accounted 
for 7.3 percent of disposable income, 
or $18 billion. And total personal sav 
ings at the end of the year amounted 
to more than $200 billion. 

The uneven distribution of personal 
among different income 
groups, however, makes them a some 
what less-promising offset to declines 
in income than the overall figures 
might imply. The Federal Reserve 
Board reported last year that almost 
two-thirds of all liquid personal assets 
were held by only ten percent of the 
nation’s spending units. One-fourth 


savings 




















of the spending units had 55 percent 
of the savings. And almost three in 
ten had no liquid savings at all. 

In general, the higher a person’s in- 
come, the more likely he is to save 
out of his income and the more likely 
he is to have savings. Consequently, 
those who have the most need for. sav- 
ings to maintain their regular spend- 
ing habits over slow periods are the 
people who are least likely to have 
much in the bank. On the other 
hand, those who are likely to suffer 
least from a decline in income fre- 
quently have very substantial liquid 
assets. 


THE RICH ARE RICHER 


For appliance sales in_ particular, 
however, the large volume of available 
savings is still an encouraging sign. 
Savings are concentrated pretty much 
in the middle and upper income 
groups. But so is the normal market 
for appliances. According to a Federal 
Reserve study, only 28 percent of the 
purchasers of major appliances and 
furniture in 1952 had money incomes 
of less than $3000. Holdings of liquid 
savings higher than $500—enough to 
finance almost any appliance—were re 
ported last year by two-fifths of the 
spending units with incomes of $3000- 
4999, three-fifths of those with $5000 
7499 and four-fifths of those over 
$7500. 

So adequate savings clearly are held 
by income groups which account for 
the bulk of normal appliance put 
chases. ‘The remaining question, which 
only experience can answer, 1s 
whether these people will be willing 
to draw on savings to finance their 
buying if their incomes should decline, 


MORE PEOPLE OWE MONEY 


Consumer credit has been a major 
(Continued on page 46) 





“IT’S JUST A WILD GUESS, BUT DO WE HAVE TWO 
SLICES OF BREAD ANYWHERE?” 
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@. comBINATION PORTABLE-WINDOW FANS 

































































































































































































































































































New! 
Improved! 
Smarter! 
Better! 
Model 1252 Model 1652 Model 2052 Model 2052 
with “TILTA-BREEZ’’ Accessory with “TILTA-BREEZ” Accessory with “TILTA-BREEZ’’ Accessory 
ai More 
Quality 
Features! 
‘a, an 
Su il Fast Sales! 
Model 2254 Model 2452 Model 3052 
| Advertising 
Guaranteed 5 Years... Lau Fan ratings are Certi- om Helps! 
pied fied by the PFMA and carry UL approval. Fans 
are guaranteed for 5 years and motors carry a “Porta-Breex" 
aids, one-year warranty. . 


THE LAU BLOWER COMPANY, 


2005 Home Avenue °* Dayton 7, Ohio 
Write for catalogs and full information. 








SPECIAL OFFER! 


B SPECIAL om ae ant Tide 


y mt a BOL OF ‘ : » purchase of your new 
P BIG supply of Ti o® * GET A = \ ‘with the pur 














Free display kit was used to build attention-getting window Traffic up 100% as a Tide window display attracts prospects. 


° P . . . - - ’ =) ° ¥ ‘ : ° 
and in-store displays. The kit, shipped with every Tide order, The double offer of Tide britigs them in asking for a demonstration. 
contains window streamers, posters, counter cards and newspaper Good reasons why dealers think so highly of the traffic-building 


mats, all designed to build traffic and sales. power of Tide+America’s largest-selling washday product. 


Maytag Dealer Ups Washer Sales 140% 
With The Tide Promotion Plan 


Says Tide’s tremendous popularity 
makes it a powerful sales clincher 


Look at the smile on Tom Shaker, Jr., 
Sales Manager of Shaker, Travis and 
Quinn, Inc., Poughkeepsie, N. Y. 
But then, you'd be smiling, too, if 
you had just increased your washer 
sales 140% with the Tide Plan, as 
Tom did. It’s no wonder Tom is such 


a booster of the Tide Promotion Plan. He has sales 





Tom Shaker, Jr. 





records proving that Tide’s popularity and superior 
performance are a sure-fire combination when it comes 
to building traffic, demonstrations and washer sales. 

Tom took advantage of Tide’s special advertising allow- 
ance of $1.75 per case to make this compelling offer: 
(1) a box of Tide to everyone who watched a demon- 
stration; (2) a big supply of Tide with every Maytag 
purchased. He built eye-stopping Tide displays featur- 
ing the double offer and Tide’s appeal went to work. 





Using the handy order card, Tom Shaker, Jr., started his Tide 


Immediately, Tide’s popularity gave him this amazing 
Promotion after John C. Maynard, Maytag’s Regional Manager, result: every single prospect who came in, stayed to 
> pacy , » Ph. AC “a 6 "Aves > > ° 

showed how easy the Tide Plan was to use and revealed the watch a Maytag demonstration! Naturally sales went 
successes other dealers had with it. 


way up. Take a tip from Tom. Put your own Tide Pro- 
motion to work making extra washer sales for you. 


PAGE 44 APRIL, 1954—ELECTRICAL MERCHANDISING 














o* Onreer| 


wit 


MS of your new 
es ee 
WASHER 





‘ vt 


Cad 
. 5 eae 


_—— 





Demonstrations doubled with the Tide Promotion Plan. And, 


. a 2 





Another Maytag sold and on the way with a big supply of Tide. 


because he demonstrated with Tide, Tom Shaker got top perform- It’s results like this that have convinced Tom Shaker as well as 
ance—closed more sales. Tide gives the cleanest, whitest wash other dealers coast to coast, to use the Tide Plan again and again 
possible . .. with no soap film left in the clothes or washer. as a powerful way to build washer sales. 








THIS IS THE TIDE PLAN... 
it Worked in Poughkeepsie, N.Y.—It Can Work for You! 













Here are the terms: As a dealer, you can get 2. Use Tide to build traffic—offer a box of 
Tide at the regular Procter & Gamble Sales Tide to each prospect who comes in to 
Department prices* less a special advertising watch a washer demonstration. 

allowance of $1.75 per case (net cost to you 
approximately $5.00 per case—minimum order 
5 cases). And with your Tide, you also get a 
colorful free display kit imprinted with the 
name of any washer brand you designate. In 
return, you agree to use all of the Tide you 4. Use Tide for displays —feature the Tide 
order in any or all of the following ways: merchandise offers in your advertising and 
display Tide with your washers. 


3. Use Tide for demonstrations— get top 
performance from your washers. Tide gives 
you a dazzling clean wash... leaves no soap 
film. Laboratory tests prove it! 





’ WASHDAY MIRACLE 
FOR THE 


CLEANEST 
_ CLOTHES POSSIBLE 









1. Use Tide for bonus offers—offer a supply 
aoe aa ak se : : 
of Tide with the purchase of a waiee Prices subject to change without notice. Shipped 
Pe: é C.O.D., freight prepaid. Offer good only in Continen- 
(minimum offer % of case per washer sold). tal United States (including Alaska) and Hawaii. 








A Product of 


Procter & Gamble —"| 


ee CLIP COUPON BELOW— ORDER YOUR TIDE TODAY! 
Box A 
Tide Home Laundering Bureau 
1429 Enquirer Building 


Cincinnati 2, Ohio 


r 





Please arrange to have shipped to us ________cases of Tide (minimum order 5 cases). 
We agree to use all the Tide on this order in accordance with the terms of the Tide 
Promotion Plan described above. 


is your best tie-in because... 


IN EVERY MAJOR BRAND OF 
AUTOMATIC AND WRINGER WASHERS, 
MORE WOMEN USE TIDE THAN 
ANY OTHER PRODUCT ON EARTH! 


Store Name 
Street Address 
City State 
Ordered by 


(Please check boxes below for promotion material desired. ) 
) Please send us at no cost, a washer promotion display kit containing wall posters, 
window streamers, and counter cards bearing the name of _________washer. 

















~~ 


Also include at no cost, the following newspaper mats for the purpose of advertis- 
ing our washer promotion. 


( ) 2cols.x 8” ( )2cols. x 6” ( )S8 cols. x 5” ( )8 cols. x 10” 


eS e——E————eeeeeeeeeeeee 
Ca ii thin cee cain cite tne eae csi cams thts thi ein eh int ie eh ets o> axe md eee am easel 
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INOW with me 
Soneational... 
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TUNING 
LLEeMeEnNT 
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This improved design has been developed 
from the UHF tuner built by General 


Instrument and successfully incorporated in 
many of the products of leading TV set 
manufacturers during the past season. 


Use of a fundamental frequency oscillator 
results in vastly improved design for the 
UHF tuning element—simpler construction— 


greatly improved signal to noise ratio! 


FIRST. se 
in side-by-side tests! 


Jobbers: 
Some choice territories still remain open. 
Write for details. 


General Instrument & Appliance 
—CORPORATION 
Subsidiary of GENERAL INSTRUMENT CORPORATION 829 Newark Avenue Elizabeth 3, N. J. 
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Economic Currents 





“the financial position of con- 
sumers still looks excellent” 





support of appliance sales in the re- 
cent prosperous years, but it has some 
dark aspects for a period of declining 
business. 

Total consumer credit outstanding 
at the end of 1953 amounted to al- 
most $29 billion. With only a small 
decline in income in prospect—and 
with liquid assets high—outstanding 
consumer debt is not expected to be a 
heavy burden on consumers as a 
group. Nevertheless, the large repay- 
ments of debt required during the 
year will make it more difficult for 
many consumers to spend freely for 
new goods if their incomes decline 
even a little. 

Furthermore, it will be harder for 
people in the lower income brackets 
to increase their borrowing as they 
have in recent years. Total consumer 
credit outstanding has grown by over 
$8 billion since 1951 (with auto loans 
accounting for better than half the 
increase). For business to get the same 
boost from consumer credit as in the 
last two vears, consumers will not 
only have to make new purchases on 
credit as old loans are paid off but 
also expand their borrowing over this 
amount. 

Thus, the credit situation is likely 
to be a drag—although not a great one 
—in two ways. First, the high level 
of debt repayment will be a drain 
on the resources of many people in 
the lower income brackets who tend 
to borrow larger amounts in relation 
to their incomes than the well-to-do. 
And second, buying with newly bor- 
rowed money may not cantribute as 
much to consumer spending as it has 
m recent years. 


CREDIT IS LIMITED 


It is certain that efforts will be 
made to maintain the volume of in- 
stallment buying by the liberalizing 
of credit terms. This takes the form 
of reduction of down-payment re- 
quirements and extension of the 
length of loans, up to 30 months or 
more in some instances. Lending in- 
stitutions, however, are already show- 
ing firmness against further loosening 
in both ways. Also, bad experience on 
collections will undoubtedly cause 
tightening of insistence on sound bor- 
rowers. This may set a limit on fur- 
ther expansion of consumer credit in 
the months immediately ahead. It’s 
worth noting that the volume of in- 
stallment credit outstanding declined 
in January—for the first time in 22 
months. 

All in all, the financial position of 
consumers—as a group—still looks ex- 
cellent. Their incomes are high and 
expected to stav high this year. They 
have huge savings. And their debts, 
while large, are not particularly bur- 
densome. They are able, if they want 
to, to buy at least as much as they did 
in 1953. But at the same time, easy 
sales on credit—to people with rela 
tively low incomes—won’t be so com- 
mon. That means tougher selling 
along other lines if appliance sales are 
to be maintained. End 














Sell America’s 
Unbeatable 
Combination! 


HERMOSEAL 


Combination 
Windows & Doors 
Metal & Fiber-Lite 

Awnings 





EXCLUSIVE FRANCHISE, EXCLUSIVE FEATURES 
MAKE THERMOSEAL YOUR GREAT OPPORTUNITY 


Home modernizing is becoming bigger business every day, and Thermoseal 
has the line that will put you into this profitable business with both feet! A 


complete line . . . a nationally advertised, nationally-known line . . . pro- 


duced and backed by the world’s largest manufacturer of combination 
windows and doors, The F. C. Russell Company. 


Thermoseal Offers You 
All These Important Profit Advantages! 


@ Exclusive, Protected Franchise. As a Thermoseal dealer or dis- 
tributor you are guaranteed exclusive representation in your territory. 


@ Products of Proved Merit. From the beginning, the Thermoseal 
name has stood for the finest in design and workmanship. Thousands 
of satisfactory installations of many years standing attest to Thermo- 
seal’s soundness. 


@ Nationally Advertised. Many years of continuous national 
advertising have made the Thermoseal name known and respected 
by home-owners everywhere. 


@ A Complete Line. Thermoseal can provide you with any and every 
type of product you need for the window, door, awning and porch 
enclosure needs of your customers. Thermoseal Combination Windows 
are available in a variety of models, from Economy to Super De Luxe, 
to meet every competitive situation. Also in individually-packaged 
K-D form for the “do-it-yourself” trade. 


@ Profit Protection. Thermoseal products are priced to insure you 
adequate profit and you are protected at all times against price 
“footballing.” 


@ Cooperative Advertising. We supply you with advertising 
materials—mats, signs, posters, literature, etc.—and help defray your 
advertising costs with our liberal cooperative plan. 


@ Selling Help. Thermoseal sales representatives, with years of 
experience in the combination window, door and awning field, will 
aid you in organizing and operating a sound sales program. 
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SELF-STORING COMBINATION WINDOWS 











BOTH DOUBLE HUNG AND CASEMENT 


ADJUSTABLE-FROM-INSIDE LOUVERED VENETIAN WINDOW 
AWNINGS AND VENETIAN-TYPE DOOR CANOPIES 





c 
PICTURE-WINDOW COMBINATION SCREEN & STORM 
DOOR THAT OPERATES LIKE A WINDOW 





THERMOSEAL Fieri 
TERRACE AWNINGS & DOOR CANOPIES 


Thermoseal Division 
The F. C, Russell Company, Dept. 3-E 44, Cleveland 1, Ohio | 


Gentlemen: Please send me further details on Thermoseal Awnings, Combination 
Windows, Doors and Porch Enclosures, and the exclusive Thermoseal Franchise. 


Zone 








State 































, 
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FEDDERS MILLIONAIRES VACATION 
CONTEST BANDWAGON 
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dans a Fedders dealer? Get set for a feast... FREE 
and fabulous! Fedders is handing you, on a solid 
gold platter, 1954’s most exciting consumer promotion 

the Millionaire’s Vacation Contest. It’s easy, it’s fun. 
There are lots of chances to win rich, glamorous two- 
week vacations for two in Europe and Bermuda. . . lots 


of chances to win Fedders Room Air Conditioners. 


We're distributing millions of entry blanks right now. You 
may need more. This contest is going to pull absolutely, 


and the only place to get an entry blank is your store. 


Fedders Millionaire’s Vacation Contest breaks in a big 









WORLD’S LARGEST 


-_— 


MANUFACTURER OF 


' 
— 





ROOM AIR CONDITIONERS 


S 


FULL STOCK 
oF FEDDERS 


1954 


Aw 






1 ton* and 1 


* All Fed 





Sa 


colorful LIFE page April 19th. A week later, a big follow- 
up newspaper ad breaks in your town ...with your name 


on it. Is that all? NO! 
On May 3rd we hit ’em again with a big LIFE ad. On 


May 10th, we hit em again in your town with a news- 


paper ad, with your name on it. 


If you haven't got all the details and the spectacular 
Millionaire’s Vacation display kit... call your distributor 
right now... or write Bill Chase, Advertising Manager, 
Fedders-Quigan Corp. Dept. EM-4, 57 Tonawanda St., 
Buffalo 7, New York. 


BOB CASSATT 





% ton* Deluxe Model 49 
4 





y ton onsoles en 
* ‘ull rated 4 e Model Ail 
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Sales Mana ger 


CALL YOUR 
DISTRIBUTOR 
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62% 





“BY KEEPING a fresh stock 
of RCA Batteries clearly 
priced in neat arrangement 
and by reordering promptly, 
my sales of RCA Batteries 
have increased 62%. This, 
of course, has meant a great 
deal in increasing my dollar 
profits.”” 


“A little attention 
on my part increased 
my Battery Sales 


FRED WHEELER of 
Wheeler Radio Service, 
117 East Main Street, 
Monroe, Washington 





FOR YOUR PORTABLE RADIO 


ACA ti ia 


, WHEREVER YOU GO 


ye ee ©! i 
AABAAA BA aw 


ete BATTER 


ns uss RCA RADIO BATTERIES rorer™* ™* 


RGA 


Yes, a little more attention to the battery 
business by radio dealers and service tech- 
nicians pays handsome dividends. Enter- 
prising battery dealers don’t just order... 
they sell RCA Batteries. 

Step by step you can build the founda- 
tions of a profitable radio battery business 
such as Mr. Wheeler enjoys in Monroe, 
Washington. Your RCA Battery Distrib- 
utor Salesman will help you to analyze 
your current neighborhood potential and 
to prepare an order for batteries which 
will produce top profit results. 


aa 


As your initial stock starts to move, he'll 
remind you to place the new stock at the 
rear of your shelves, thereby assuring 
every customer of fresh new RCA Batteries 
and eliminating your spoilage problems. 

If your store is not already equipped 
with a useful RCA Battery Tester (WV- 
37A), ask about its remarkable selling 
power. Thousands of dealers all over the 
country have found that it’s good to do 
business with an RCA Battery Distributor. 

Be sure to ask for copy of: “The 1954 
RCA Battery Sales Planner.” 












@ NATIONAL TV and RADIO 
ADVERTISING 





Here’s how RCA helps you sell more Radio Batteries 











DISTRIBUTION 














® 
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‘Hottest’ item in electrical appliance 
merchandising is the ROOM AIR 


@ ad d e x t r a CONDITIONER — and with each one a 


Perfex Thermostat is the logical, profitable 
Pp r re) 4 fk 7 companion. Makes air conditioning 

completely automatic, comfortable and 

convenient. The Perfex Model 205D5 


on every room air Plug-in Thermostat specially designed for 


air conditioning, is an extremely sensitive, 


C 0 n d it i 0 n e r Sa | ep W it h a heavy duty, bellows actuated control 


for highly accurate temperature regulation. 



























Supplied with a six foot cord into which 
air conditioner is plugged. Every room air 
conditioner needs a thermostat — and 

Eg REEX you're in the ‘‘driver’s seat'’ when you can 
offer your customers PERFEX — the world’s 


finest. Contact your wholesaler or 
write direct for additional information. 


THERMOSTAT 


~ eatin J 
_S 


ti 
i these features have 
made PERFEX the World’s 


Finest Thermostat 




















Twin Contacts 
Sensitive Vapor Bellows 
No leveling required 
Handsomely styled 
Precision Built 
Proven Performance 
Over 100,000 in Use 
Immune to Vibration 


Trouble-Free Performance 







Simple Mounts in any convenient location on Completely 


Simply set thermostat dial for the 














the wall, with only a single screw. room temperature desired. Then for- 
Installation Simply plug thermostat cord into elec- utomatic get it. Air conditioner will operate 
trical outlet and air conditioner cord automatically, maintaining tempera- 
into thermostat plug, That's all there's ture until a change is desired. 
to it. 
OTHER FAMOUS 
PERFEX 
PRODUCTS 
Series 205D Available soon, Series Series 555 and 556 Catwle for 
Plug-In Thermostat com- 570 Top Limit Surface Type Control 
plete with cord and plug, Thermostat for electric Thermostats for g HEATING @ AIR CONDITIONING © APPLIANCES 
for portable heaters. water heaters. electric water heaters. EXECUTIVE OFFICES: Milwaukee, Wisconsin ® PLANT: fron Mountain, Michigan 


In Canada, Perfex Controls, Ltd., Guelph, Toronto 1 
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POW ER-CHEF 


Grinder -juvicer-mixer—all three, and de luxe! Includes all ac- 


cessories for one low price: Built-in power drive —no awkward 


adapters. 10-speed dial selector, Magic-Mix Arm, automatic 


beater release. Portable mixing head... 


(ON elgelili-t-ter 


$4650 


Feature []QRMEYER 


A mewicat: buy-word un bellor iifypleinees 


To reach the heart of the matter, display these 
Dormeyer Darlings. Any one will make an ideal gift 
to give and receive. You’ll make big profits and 
life-long friends. Compare the features, compare the 
price of each one. Then you'll be sure to stock 

all the Dormeyer Darlings for Mother’s Day 

and June Brides, too! Dormeyer Corporation, 
Kingsbury and Huron Streets, 

Chicago 10, Illinois. 


ALL DORMEYER APPLIANCES ARE FACTORY GUARANTEED, 


AND APPROVED BY UNDERWRITERS’ LABORATORIES, INC. Up 


MEAL-MAKER 


Includes electric food grinder and juicer 
oh MaloMt > digo Miceli Mm -loliMelilelasMelia-laih mnie) 
the power drive no awkward 
adapters. Dial selector gives full power 
at all 10 speeds. Clik-Mix Arm. Mixing 
sl-lole Mel -tielasl-t Ml laMet-laeliloh ME leis 


elolaiol ol (Miri -Mm@Itlolgelili-\-tom $3850 


FRI-WELL 


It's a fryer . a baker a casserole 
maker! ... it even cooks soup, and pops 
corn. Automatic thermostat means just- 
right results every time. Monotube heat- 
ing cooks quickly, thoroughly. Safe, neat 
Drain-Away Faucet 


Guaranteed $2995 
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Top Quality! Top Performance! Sensationally low priced! A 
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bakes, roasts, even pops corn. Automatic thermostatic control 


with “Jewel” signal light. 4-quart cooking capa- $1 950 


city. Guaranteed. 





“DORMEY" 


Makes every pot and pan a mixing 


bowl! This lightweight portable mixer 
has big-mixer features: dial selector 
with five full-powered speeds, full-size 
beaters with finger-tip release. Stands 
on end for easy draining 


Guaranteed. $1995 





| DARLINGS 
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Beautiful and satisfying ! Set the Perfect- 
Perk Selector, and Coffee-Well auto- 
matically brews 4 to 10 cups of coffee 
to the flavor you prefer. Signals when 
coffee is ready, then automatically 
keeps coffee hot until served. 


$2995 


Guaranteed 





BROIL-WELL 
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rotisserie for spit-roasted barbecues. Infra-red heat cooks 


$5495 
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MiIX-MAID 


Newest Dormeyer Mixer !—and the only 
turntable mixer that is also a portable 
mixer which stands by itself. Compact, 
lightweight design. 9 full-powered 
speeds, finger-tip beater release. In 
cludes all juicer accessories 


$2995 
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BLENDER 
Makes literally hundreds of treats—from 


company’ drinks to Baby's puree. Hi-Speed 


Motor never needs oiling. Guaranteed 
-— @& $34.95 
- iw.) 


y A 
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TOASTMAKER 
Made with extra-wide wells even toasts 
rolls and muffins. Completely automatic 


Chek-lt Lever—for two different shades of 


toast at one setting. Gucranteed $19.95 














Only Frigidaire offers 





Povcalus Cplttved. 








on an Automatic Washer and Dryer! 






















Never before a washer 
and dryer so well protected 


against rust! 


The gleaming, snowy-white cabinet 
surfaces of both washer and dryer will 
stay white forever —thanks to Lifetime 
Porcelain. Inside, too, Frigidaire uses 
porcelain on tub and drum where it 
counts the most for greatest protection 
against rust and moisture. Lifetime 
Porcelain resists scratches, scuffs, and 
stains. Remember, some automatic 
washers and dryers have porcelain 
tops, some have porcelain tubs and 
drums, but only Frigidaire offers such 
complete all-porcelain protection. 


Clean more gently, get out more dirt, 


the Live-Water Action way! 


When Live-Water Washing 
Action goes to work, no abra- 
sive dirt or particles of grit are 
left behind to gnaw away and 
damage fabrics. Hot suds surge 
through every fibre, forcing out 





stubborn dirt that ordinary 
washing actions can’t budge. Yet Live-Water Action is 
so gentle, it’s completely safe even for new miracle 
fabrics. And once clothes are clean, they stay clean. 
Frigidaire’s Float-Over Rinsing lifts up all dirt that’s 
trapped in sudsy water and floats it away down the 
drain. It’s easy on hot water, too, using from 2 to 8 
gallons less per load than many makes. Top-opening 
door makes loading easy. You can add or remove clothes 
at any time without water spilling out. 


World’s fastest automatic spin-dry gets out 20% more 
water than any other washer made. Clothes come out 
lighter, easier to handle . . . many pieces are ready to 
iron. Performance is dependable, too. Unimatic power 
mechanism is all one unit, cased in steel and lubricated 
for life. No belts or pulleys to wear out! 


Be modern . . . launder electrically! 
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Two swatches shown at right were washed together 25 


times. The dull, faded swatch was dried in the sun— 
the bright-colored swatch in a Filtra-matic Dryer. See 
how much longer a Filtra-matic Dryer keeps clothes 
new-looking. No risk of snags, either—clothes tumble 
freely in smooth, porcelain-finished drum. Just set time 
on one dial—heat, by fabric name, on another. Clothes 
come out soft and fluffy—never stiff or creased with 











Dry without fading, without snagging or fraying, the Filtra-matic Dryer way! 


hard-to-iron wrinkles. And the built-in Ozone 
Lamp keeps them fresh and sweet smelling. 





Filtra-matic Dried 


Frigidaire’s exclusive Filtrator collects lint, 
traps excess moisture—no venting or plumbing 
needed. With a Frigidaire Porcelain Pair, you 
can wash and dry any time it’s convenient, in any 
weather. Why not start enjoying new freedom 
from dreary washdays today ? 





Ads like this will appear in full color 
in Life, The Saturday Evening Post, 
McCalls, Better Homes & Gardens 

and many other magazines in 1954! 











wee Frigidaire Porcelain Pair 


Automatic Washer and Electric Dryer built and backed by General Motors 


APRIL, 
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CACO SME UP 237, 


( FIRST QUARTER 1954 ) 


SENSATIONAL CLIMB CONTINUES! 


~~ = cpp aie ‘“ 
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Here's why | 
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f 
The New Super N3 _— 
CASCO has the kind of 


FEATURES MORE and MORE WOMEN WANT! 


@ Uses Plain Tap Water, Anywhere ® Steams Longer without refilling 

@ Lift-up Top fills right from the Tap ° aan Streamlined, Easy to 

@ Fully Automatic for both Steam & ® Stainless Steel, Rust & Corrosion 
Dry Ironing Resistant 


The New Super N3 
CASCO has the kind of 


NATIONAL ADVERTISING 


that keeps building sales all year round. 


ANOTHER POWERFUL CASCO 


$1,000,000 CAMPAIGN 


28 double spreads and full pages in top National magazines like Saturday 
Evening Post, Better Homes & Gardens, Woman‘s Home Companion, McCalls, 
Good Housekeeping, House Beautiful and others. You‘re seeing them now... 
and so are your customers! 





The New Super N3 
CASCO has the kind of 


LOCAL COOPERATIVE PROGRAMS 


that keep customers on the march fo local dealers. Ask your distributor salesman 
how you can participate in Casco’s generous cooperative program. 






CASCO IRONS TO SELL WITH A 


» [5 Day Free 
/ Trial Offer! 


WITHOUT RISK TO YOURSELF 














5 heat settings for steam ironing 
plus 5 for dry ironing 


oShoer 
CASCO 


STEAM & DRY IRON 








CASCO PRODUCTS CORPORATION BRIDGEPORT, CONNECTICUT 
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IN GHIGAGO, ADVERTISERS 





When it comes to getting action, 
sides of the counter when 


OU get more action from consumers when you 

use the Chicago Tribune because it reaches your 
largest and most responsive audience of prospects. 
You get more action from dealers because they 
regard the Tribune as Chicago’s most productive 
hardlines medium. 

On the basis of results, appliance store product 
advertisers last year placed in the Tribune more 
than four times as much of their budgets as they 
placed in any other Chicago newspaper. They 
placed in the Tribune two out of every three dol- 
lars which they placed in all four Chicago news- 
papers combined. 

Last year, also, all advertisers combined in- 
vested over $58,000,000.00 in the Tribune. This 
was more than advertisers placed in all other 
Chicago newspapers combined. It was more ad- 
vertising revenue than was received by any other 
newspaper in the world! 

You take greatest advantage of the Tribune’s 
greater impact on consumers and retailers when 
you base your advertising on a Tribune consumer- 
franchise plan, a proved procedure based on your 
particular sales problems and objectives in this 
market. 

For full information about the consumer- 
franchise plan, including case histories which 
show how it is producing greater sales and a 
stronger market position for other manufacturers, 
ask a Chicago Tribune representative to call. Why 
not doit now while the matter is fresh in your mind? 









66.3% 
CHICAGO 
TRIBUNE 





In Chicago, it’s the Tribune 4 to1 


Percentage of expenditures of general 
advertisers of housing equipment and 
supplies and radio and tele- 

vision sets in each Chicago 

newspaper. Year 1953 





13.9% 11.8% 8.0% 
CHICAGO =«CHICAGO =—_ CHICAGO 
PAPER B PAPER C = PAPER ~D 








Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


Chicago New York City Detroit 
ADVERTISING SALES 


A. W. Dreier E. P. Struhsacker W. E. Bates 


San Francisco 
Fitzpatrick & Chamberlin 


1333 Tribune Tower 220 E. 42nd St. Penobscot Bidg. 155 Montgomery St. 
REPRESENTATIVES superior 7-0100  MUrray Hill 2-3033 WOodward 2-8422 Garfield 1-7946 


MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 
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Los Angeles 

Fitzpatrick & Chomberlin 
1127 Wilshire Bivd. 
Michigan 0259 


YOU OWN THE STRONGEST CONSUMER FRANCHISE IN CHICAGO... 
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MAKE IT THE TRIBUNE 4 10 1 


you get more on both 
you use the Chicago Tribune! 








YOU GET MORE SALES ACTION THESE 4 WAYS! 
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] REACHES MORE PROSPECTS! Your advertising in the Chicago Tribune REACHES BETTER PROSPECTS! Your advertising in the Tribune 
@ reaches Chicagoland’s largest audience of appliance store customers @ reaches consumers in the medium which they shop most actively for 
because the Tribune is read by hundreds of thousands more families than buying information because they know that the Tribune provides them with 
are reached by any other Chicago newspaper. the largest selection of home merchandise offers. 
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HELPS YOUR SALESMEN! A schedule in the Tribune provides your STEPS UP DEALER SUPPORT! Your advertising in the Tribune gets 


@ salesmen and your distributor’s salesmen with the most effective sell- @ active cooperation from retailers because they know it brings them 
ing help because dealers know advertising in the Tribune gets best results. the pre-sold prospects which mean faster turnover and greater profit. 


WHEN YOU BUILD IT WITH ADVERTISING IN THE CHICAGO TRIBUNE! 
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FIRST with the 
ELECTRIC DUOMATIC 


world’s first and only Washer-Dryer all-in-one! 



















A sensational success! Only a year old, 
and over 60,000 already sold! 


DOES IT AGAIN! 


ECS FIRST with a 
GAS DUOMATIC 


washer-dryer all-in-one! 





From the very start, there’s been a tremendous demand for a Gas 
Duomatic. Fact is, there are at least as many prospects for gas as for 
an electric model! In the big metropolitan markets, for instance, where 
a Gas Duomatic literally opens the door to millions of new prospects. 

And in the thousands of smaller gas markets all over the map. 
Everywhere, in fact, where 220 volt saturation is low. 

So... in anticipation of the demand, for two years Bendix engi- 
neering and production people have been on the go night and day, to 
produce a Gas Duomatic that would equal the technical perfection of the 
electric model. Now it’s ready—the first mew gas appliance in years! 


NOW the mountain of actual requests for a Gas Duomatic can be 
answered with sales. 


NOW any home with gas or 220 can have a Duomatic! 


NOW BENDIX Dealers stand alone in the appliance world—with 
an opportunity to make undreamed-of profits on the hottest new appli- 
ance in history! 












BENDIX 
HOME APPLIANCES 
AVCO Manufacturing Corp. 
Cincinnati 25, 
PIONEER OF WORKLESS WASHDAY Ohio 
ee 







1IANCES 
Another sales-making First from a. 
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(4) Does everything for you except ring up the sale 


Never before a SALES PROGRAM like this 
for ELECTRICAL SUPPLIES! 











(4) Develops steady extra income 





avro 


Cat. No. 2582-0. Set of 8 product display plaques with ten items of display merchandise 


Here is a sales program that focuses a line-selling Featured specialty products and staples, all fast- 


story right down to your electrical supply counter 

. . sells merchandise to your customers, and creates 
regular traffic in your store. The whole program 
takes most of the guesswork and much of the work 
out of merchandising and selling. 


Featured are a unique set of point-of-sale dis- 
plays. Last year, in thousands of high traffic stores 
these cards increased sales sharply when sales on 
other, similar lines were decreasing. For you, the 
whole program will develop steady extra income 
... regular profits, with — 






ef 


WIRING DEVICE DEPARTMENT, GENERAL ELECTRIC COMPANY, 
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moving, sales-rated items. 


8 unique sales-tested point-of-purchase 
cards, with snap-on fastening, featuring 
ten fast-selling items mounted, Cards fit 
standard 11” x 7” holders, are easel- 
backed for free standing display. 


A simplified sales-rated catalog — helping solve 
your ordering and inventory problems. 
New ideas in products and in merchandising, 


keeping interest high in your electric counter, 
and helping sell the entire Monowatt line. 


ONOWATI 














Here ane & SURE WAYS YOU PROFIT 


A COMPUTE SALES PROVEN Unet NOW PACKAGING 


5 
i 


Mew PRooUCTS 








ORDER NOW! 


With merchandise displays, sales- 
rated catalog, and_ self-selling 
packaging, Monowatt brings you 
its strong line-selling idea in a 
simple, proved sales program. 
Never before have electrical sup- 
plies been so easy to handle... 
or so profitable to sell. Plan now 
for increased business with electri- 
cal supplies in your store. Contact 
your Monowatt distributor today, 


PROVIDENCE 7, R. 
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SF LL mone SET | raster SFI [ easier 


Roll-Out Interior < 


Roll-Out Shelves 
Roll-Out Crisper and Meat Drawer combined 
with Deep Door Design put... 2 


89% oo. nc on Sl 


in both freezer and food 
compartment at your finger tips. 
No other refrigerator can equal it! 















































Automatic 
Defrosting 


World’s leading automatic defrost- Ry: Model CAF-125 
ing refrigerator—proved in more 
homes than any other make. 






Every Crosley Refrigerator 
over $299.95 has Automatic Defrosting! 


4A \% > wv 





Coffee 


ie 
Miser 
Freezaway Keeps ground coffee at ‘“‘just-opened’”’ 


freshness . . . accurately measures a table- 
spoonful each time you press plunger! 


p ush -b U tton Saves coffee! Saves flavor! Saves money! 
automatic defrost 


No need to move or remove food. Just 
push the button. Defrost water collects in 
freezaway tray ... freezes... can be tossed 
out as ice at homemaker’s convenience. 
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wm New Crosley Super Shelvador 


Automatic 


Beverage Server 
with Drink Tap 


Imagine . . . cold drinks without opening the refrigerator 
door. Tap is on the outside . . . chilling compartment on 
the inside. Just raise your glass and presto—you’ve 
served yourself an ice-cold drink. 
























Deep Door Design 


The greatest advance in refrigerators since the original 
door shelves introduced by Crosley. These extra deep 
shelves are completely recessed—don’t steal an inch 
from inside the cabinet. No other refrigerator even 
comes close to giving this much door space . . . 50% 
more than the average of other leading makes. 









You can sell a Crosley 
Shelvador for as little as 


7 69” 


A genuine Shelvador (Model LF-7—not illus- 
trated) complete with Door Shelves, Full-Width 


Freezer and adaptable interior. No other manufac- ééma...! ” 

turer can match it! What an advertising leader! Mis seal Chef Kitchen-Timer Radio 
Keeps track of what’s cooking with its own built-in Timer! 
Get in touch with your Crosley and Bendix Distributor 


righ‘ now to learn how you can get in a stock of these 
red-hot sales clinchers! 


SINGLE SOURCE 
That's Crosley and Bendix—two leading divisions of 
AVCO combined to form the most powerful’ selling 


force in appliance history. You get all the major ep- 















Here’s one of the greatest 
sales closers ever offered 
to appliance dealers! 


8 


¢ 7 


\ 


TUNTITTTT 








APPLIANCE AND CINCINNATI 25, pliances you need, all from the same maker, all with 
ELECTRONICS DIVISION ono the same backing. It’s the most complete appliance and 
electronics oalgn soverage ” the business. 











SHELVADOR® REFRIGERATORS’ « SHELVADOR® FREEZERS + ELECTRIC ajneihs akin aii iaialisl WOneue eon 


+ ELECTRIC WATER HEATERS 
ELECTRIC FOOD WASTE DISPOSERS + CABINET SINKS + STEEL WALL CABINETS « VINYL-ON-STEEL COUNTER TOPS + HANDY 
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This G-E Motor puts “sell” 
in a product 


.-- and this G-E tag helps move it 


General Electric motors make good products better. Products 
equipped with G-E shaded-pole motors like the one shown above run 
quietly, day or night, and the motor never needs oil through its 
entire life. 


Use the G-C tag and show your customers you’ve got what they 
want. Hang it on an air conditioner, window fan, furnace fan—or any 
other product powered by a G-E motor—and you’ll turn shoppers 
into buyers ... move appliances easier ... make profits faster. 
General Electric Company, Schenectady 5, N. Y. 704-35 


GENERAL @@ ELECTRIC 
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FARBERWARE IS REVOLUTIONIZING 
THE MARKET WITH THIS SENSATIONAL 


NEW Sree Sioee sticemaker 


Brews 8 cups in 7 minutes — 
Brews 10 cups in 8 minutes! 














THE GREATEST FEATURE 


Here’s the world’s fastest 


automatic coffeemaker ...so practical 
to use at every meal time... so ultra-convenient 
¢ for entertaining, that it multiplies your market almost 


overnight! This automatic coffeemaker is a real ‘‘bread and butter’’ NATIONALLY ADVERTISED IN 


item that you can sell every season of the year. 


TOP MAGAZINES LIKE: 


Beautiful 
CLASSIC DESIGN 
Gleaming chrome over solid BE FIRST TO FEATURE IT! 


brass. Choice of 3 sizes for v 
wn ORDER NOW! 


Super-Speed 4 Cup, $24°5 


Super-Speed 8 Cup, $29°5 “Sg “oe —SYa he 
—~—| FARBERWARE 


AUTOMATIC Cup-a-Minute COFFEEMAKER 
S. W. FARBER INC., NEW YORK 54, N. Y. Originators of the Automatic Coffeemaker 
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ELECTRICALLY 
REVERSIBLE 
Can be used as ventilating fan at 


Hunter 2-20 RVERVEIE Window Fans 


18” (2500 CFM) — 22” (3400 CFM) 


© Modern design ¢ Light Ivory baked enamel 
e Patented safety grille e Simple installation 
© Whisper quietness e Adjustable side panels 
® Totally enclosed capacitor motor © Certified air deliveries 
® Cools several rooms e 5-year guarantee 





Casement Window Model (Twin 12” Fans) Also Available 
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leads again 1 


Biggest value in air conditioners 
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ROTO-DISC DIRECTOR* 


Finger-tip dialing directs air flow 
where you want it. No grilles to turn. 


*Patent Applied For 







Hunter Room Air 


Ya TON—% TON—1 TON 


e No-draft cooling ¢ Thermostatic control 
e Easy installation ¢ Large evaporator and condenser 
¢ Double-baked DuPont finish e Permanent-type filter 
e 2-speed motor e U. L. Approved 
e Tecumseh compressor e 5-year warranty 





It cools... It dehumidifies . . . It filters .. . It ventilates 





Place your order early 
For catalog and prices contact your Hunter distributor or write 


HUNTER FAN AND VENTILATING COMPANY 
398 S. Front St., Memphis 2, Tenn. 
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Conditioners 















fe 


y does it ! 


L INSTRUCTIONS TO REGENERATE | 






Simple, new valve helps you sell 


NEW Zyodagion SOFTENERS 


















You sell four low-priced, semi- 
automatic water softeners when 
you sell Rapidayton. And they’re 
easier to sell because they’re 
easier to regenerate. Exclusive, 
positive Rapidayton Valve with 


grains capacity give you the 
right size for every requirement, 
and each will remove soluble 
iron as well as hardness. Heavy- 
gauge steel tanks are galvanized 
inside and out for longer life. 


Timer takes less than 5 minutes Feet are adjustable for quick 
“setting” time. Models with leveling. For more features, full 
25,000, 40,000, 55,000 or 70,000 information and prices—write. 



















‘‘Here’s how easy it is!’’ 


When it’s time to regenerate, you: 1. Set valve lever to No. 1 position 
to backwash. 2. Move lever to No. 2 position, add salt and set timer. 
3. Move lever to No. 3 position. 





Takes less than 5 minutes—costs less than 1/20th of a cent in electricity 
for each regeneration. 


><) THE DAYTON PUMP & MFG. COMPANY ¢ DAYTGN 1, OHIO 


Repilagion .. tHe ONLY COMPLETE LINE IN THE INDUSTRY THAT’S ‘TUNED TO TODAY’ 
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You can sell them anywhere! 








Casement window? Basement window? You need never lose a 
sale when you’ve got the new Carrier Room Air Conditioner on 
your floor. The elimination of side vents and top vents permits 
the casing to be installed almost all the way out the window, 
all the way in, or in between. 


If you want to sell the home-builder, the new Carrier can be 
built right into the wall! You can install this new Carrier on top 
of the window... or in a transom... or a trailer! You can sell 
them anywhere because you can install them anywhere... and 
they’re built by the people who know air conditioning best. 


first name in air conditioning 


CARRIER CORPORATION 
318 S. Geddes Street, Syracuse, New York 


| want to sell the new Carrier Room Air Conditioner. Please send me the 
address of my nearest Carrier distributor. 


Name 





Street__ 
City_ 
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A MESSAGE TO AMERICAN 


A 20-YEAR RECORD... 






INDUSTRY ® ONE OF A SERIES 


The Electric Power Companies’ 
Case for Public Confidence 


An economic study of the record of the investor- 
owned electric power companies of the United 
States over the past twenty years underwrites 
their claim to public confidence today. A key 
factor of this record is set forth by the chart in 
the middle of this page. This shows that while 
the cost of living as a whole has almost doubled, 
the average price of electric energy for residen- 
tial use in the United States has been cut in half. 


performance of these companies during World 
War II, J. A. Krug, Director of the Office of War 
Utilities, said, “Power has never been too little 
or too late.” The same can be said for the entire 
period of the past twenty years. 

To be ready with enough power —on time - 
the electric power companies have expanded 
their production fourfold since 1933. This has 
required an investment of over $17 billion in new 
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The average prices of industrial and commercial 
power also are much lower than they were 
twenty years ago. 

Such a study confirms the record on other key 
accomplishments of the electric power companies 
during the past two decades. 

They have not failed, either in peace or war, 
to meet the nation’s rapidly expanding electric 
power requirements. In paying tribute to the 


facilities. To raise the funds for this investment 
they have enlisted the participation of about 3 
million direct stockholders. Through life insur- 
ance companies, banks and similar institutions, 
about 90 million Americans — more than half 
of the nation’s total population —have become 
investors in electric power companies. By thus 
relying on private investment for their expan- 
sion, the power companies have provided their 
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plant and operating equipment without burden 
on the taxpayer. 

In addition, the investor-owned companies 
have paid about $12 billion in taxes to various 
governments — national, state and local — over 
the past twenty years. Unlike government-owned 
and -operated systems, they have received no 
public subsidies. When taxes and subsidies are 
taken into account, the rates for electricity 
charged by the investor-owned companies have 
been as low as, or lower than, those charged by 
government-owned and -operated systems. 

Many Americans do not appreciate the job 
that the power companies have done over the 
past two decades. That is due, in part, to the 
public memory of financial abuses by some utility 
holding companies during the 1920’s. This mem- 
ory obscures a clear and unprejudiced view of 
the progress since those days. And some of the 
all-out advocates of reliance on government 
rather than on regulated private enterprise for 
the development of our power resources do their 
best to keep this memory of the past alive in 
the present. 


An Impressive Case 


Some special cases of electric power develop- 
ment may involve problems for which the in- 
vestor-owned companies are unable to provide 
full solutions. This may be true, for example, of 
some large multiple-purpose projects that com- 
bine electric power generation with related de- 
velopments such as the improvement of naviga- 
tion, flood control and the irrigation of arid lands. 
Some of the economic and administrative prob- 
lems imposed by such projects are not well 
adapted to effective handling by private enter- 
prise. Flood control and the improvement of 
navigation, for example, usually involve the pro- 
vision of much costly service over and above the 
cost of producing power. 

It is true, however, that in some cases devel- 
opment of the electric power side of multiple- 
purpose projects by private enterprise may well 
be more feasible than would appear from state- 
ments by some government power advocates. 
And the record indicates that even in those proj- 
ects on which both the power generation and the 
other services are handled by public authority, 
it may well be desirable to have the investor- 
owned companies assume the transmission and 
distribution functions. 


Our study of the record of the investor-owned 
and -operated companies over the past twenty 





years has led us, of course, behind the statistics 
that bear on the wisdom of giving them a pri- 
ority in the development of our power resources. 
It reveals that these enterprises are manned by 
people who, through lifetime experience, are 
peculiarly conversant with the needs of the com- 
munities they serve. They have given the con- 
sumer notably good service while conforming to 
standards set and enforced by public regulatory 
commissions, They have won the confidence of 
the investing public. By their nature and their 
experience they are competent to handle any 
power program that can be demonstrated to be 
economically sound. 


The Paramount Public Interest 


By their economic performance during the 
last twenty years, the electric power compa- 
nies have earned the confidence of the public. 
By relying on these companies to meet its electric 
power requirements the public will fully protect 
its economic interest in ample and efficient serv- 
ice at fair prices. 

That is where our study comes out. Our find- 
ings do not touch the political consideration that 
private operation of electric utilities under pub- 
lic regulation is a safeguard against further con- 
centration of both political and economic power 
in a federal government that already commands 
too great a concentration. But if these findings 
make an economic case for preferring power de- 
velopment by tax-paying business as against 
power development by governmental agencies, 
they clear the way for an appeal to the paramount 
public interest in safeguarding our personal and 
political freedoms against the further encroach- 
ment of government. 
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MR. EDGAR LEGUM, President of Legum 
Distributing Company, who distribute Crosley, 
Bendix and other products in the Baltimore- 
Washington trading area says: 


ve 


---helped dealers 
become better 
businessmen.” . 


ge 
Sor ND understanding of the appliance 
business: enables COMMERCIAL CREDIT to 
handle our financing efficiently. Both our 
company and our dealers benefit from 
COMMERCIAL CREDIT’S extensive experience 
in financing wholesale and retail paper. 
They have excellent coverage and their 
cooperation has been a great asset to us.” 


COMMERCIAL CREDIT DEALERS 
ARE Successful peaers 


Appliance dealers and distributors have 
learned — through experience—that they 
can look to CommerciaL Crepit PLAN for 
financing that’s flexible, dependable and 
complete. Ask your distributor for a copy 
of our booklet “Buy and Sell with Sound 
Financing” or, call your nearest COMMER- 
c1AL Crepit office. You'll get prompt action. 


COMMERCIAL 
CREDIT 


CORPORATION 


A service offered through subsidiaries of Commercial 
Credit Company, Baltimore . . . Capital and Surplus over 
$145,000,000 . . . offices in principal cities of the United 
States and Canada. 
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Electric housewares volume — much of it from gift sales—grows bigger every year. For appliance dealers, this growth poses an important question . . . 


Are You in the Gift Business? 


If not, you should be, NEMA suggests, as it launches its annual spring-time 


promotional campaign built around the “gift appeal” of small appliances. 


What this activity means to the appliance dealer—and specific suggestions on how 


he can tie-in with the campaign—are outlined here by... 


G. W. ORR 


—qHeE Spring °54 program devel- 
- oped by Electric Housewares 
Section of the National Elec- 
trical Manufacturers Association for 
the nation-wide promotion to acceler- 
ate sales of Electric Housewares items 
as gift items contains new and power- 
ful promotional ammunition for de- 
veloping the highest sales figure the 
industry has yet reached. While 
more than $750.000.000 has passed 
over the electric housewares counter 
each year for a number of years there 
is every reason to believe that with 


ELECTRICAL 
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Sales Mgr., Elec. Housewares Div., John Oster Mfg. Co. and Chairman, Elec. Housewares Section, NEMA 


the stepped-up industry campaign, this 
figure can be topped. 

With the American way of life 
geared to time-saving and energy-sav- 
ing needs, the importance and de- 
sirability of electric housewares as 
gifts takes on limitless proportions. 
To help the industry exploit this po- 
tential dollar-magnet, merchandising 
and promotional techniques are con- 
tained in the campaign implementa- 
tion kit. While it sets the Spring cam- 
paign in motion, it is designed for 
greater year-round business in the 


1954 


entire electric housewares market. 

Every conceivable selling and ad- 
vertising vehicle has been considered, 
and the smart dealer will put these 
tie-in tools into action for increasing 
his traffic for higher ticket sales and 
greater net profit. 

The basic theme and emblem for 
the campaign this year is again “First 
Gift Choice—Electric Housewares.” 
It “headlines” three separate stream- 
ers contained in the kit. One “for 
all gift occasions,” the second, “first 
gift choice for Mother's Day,” and 


the third, “weddings, showers and 
anniversaries.” Also included is the 
decalcomania of the campaign logo 
theme which will serve to identify 
your store as a gift headquarters of 
a national campaign. It is a symbol 
with millions of consumer impressions 
carrying authority and prestige. Use 
it every place, every time in all sales, 
advertising and merchandising aids. 
It will help coordinate the campaign 
to a basic theme and by means of its 
constant repetition will instill in the 
minds of all exposed to it that “First 


MORE wih 
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How a Dealer Can Get the Most 
Out of the NEMA Campaign 


Streamers—make use of all possible eye-catching spots on which 
to set up gift theme streamers—in store windows, on doors, 
suspended as banners, on walls, on store columns, at the cash 
register, on the delivery truck, on aisle tables. 


The streamers are colorful and retail-tested for extra selling 
impact. They will help put across the story when properly 
displayed. 


Decalcomania—put this identifying campaign logo theme on all 
sales literature, correspondence, direct mail, advertising, displays, 
signs, dealer mats, packaging material, salesman’s fact sheets, 
hand tags, tickets, etc. In radio advertising, use logo theme on 
programs—say Specific item makes fine gift, explain its significance. 
In television advertising, show all electric housewares gift items 


with special tie-in of logo. 


Displays—all electric housewares gift items are exposure items. 
Give them prominent eye-catching space and make sure they are 
spotlesslv clean with no marring finger marks. See that 
display carries an offer to “wrap as a gift”. A beautiful gift box 
as part of the display will give visual dramatization to your items. 
Another sales-puller for displays is the “gift-certificate”. Demonstra- 
tion tables to show how the product works, counter-cards and 


special point-of-sale presentations will all speed sales action. 


every 


Self-Service Counters—all women love to see for themselves. A self- 
service counter will allow a buyer to feel she is deciding for herself. 
You can help her make a selection by silent salesmanship of signs, 
at the point-of-display. These signs should all carry name and 
price of item, should be easily readable and should be grouped 
so that they are easily handled. A large gift-box, suspended by a 
ribbon above the display, will give emphasis. to the gift theme. 


Printed Advertising Media—Headline all ads with “First Gift 
Choice—Etectric Housewares”. Feature a best-seller item with 
prominent illustration to get attention and list all benefits of 
giving and owning electric housewares in copy. In a small boxed 
item offer to wrap every purchase as a gift, free of charge, and 
display the new gift logo to tie-in your local ad with the national 
campaign. 


Radio and TV Advertising—schedule your radio and TV spots to 
give the widest possible coverage in your trading area. Words should 
be short, terse and leave a message. This particular kind of adver- 
tising is very effective when keyed to special gift “days” and 
“occasions”. Make use of theme—“First Gift Choice—Electric House- 
wares” to implant gift idea audibly and visually. 


Gift Certificates—These are two-way traffic lanes. Both giver and 
recipient are exposed to the products, merchandising and sales- 
manship. When customer is undecided it can save the sale; also 
it again serves to identify electric housewares items as gift items. 


Gift Wrappings—This is an extra service that will please the 
customer and impel her to buy an electrical item as a gift. A 
selection of various kinds of wrapping paper and gayly colored 
ribbons will please her and stamp you as a dealer who caters to 
the customer. Three of four gift boxes alre:dy wrapped, some 
themed to a “day” or “occasion”, and displayed in the window 
and at various counters, is good showmanship for gift business. 


Direct Mail—periodic mailings to customers telling them of coming 
“days” and “occasions” when gifts are a “must” and outlining the 
benefits of Electric Housewares as ideal gifts, possibly enclosing a 
salesmen’s card and check list of items carried, would be a way for 
enlisting direct customer contact. The decal and streamers on all 
pieces is strongly recommended for added gift emphasis. 


Stock—Dealers should make certain they have enough merchandise 
to back up all promotions. Periodic inventory checkups would 
keep basic 31 items currently on hand. 
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GIFT-WRAPPINGS—This is an extra 
tomer and impel her to buy an electrical item as a gift. 
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DIRECT MAIL—periodic mailings outlining the benefits of Electric House- 
wares as ideal gifts, would be a way for enlisting direct customer contact. 


Gift Choice is Electric Housewares.” 

Ten specific ways in which the 
dealer can obtain the maximum im- 
pact and results from the Electric 
Housewares Gift Campaign are out- 
lined on this page. 

All of the ideas are basic and result- 
tested promotional aids which stimu- 
late faster turnover of electric house- 
wares gifts and higher unit sales. 
While special emphasis for dollar- 
getting opportunities is placed on 
Mother’s Day, Father's Day, Valen- 
tine’s Day, weddings, showers, anni- 
versaries, birthdays and graduations, 
and of course, Christmas, gift-giving 
business is year-round business. En- 
terprising dealers can easily increase 
trafic and profits by inaugurating 
their own “days” and “occasions” in 
line with timeliness of community 
needs and events. Also they should 
check with the Electric Light and 
Power Company or Electrical League 
in their area to learn what promotions 
they can tie in. Public demonstrations 
are often staged by such groups to 
emphasize the joint beauty and utility 
benefits of electric housewares gifts 
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and to cement good public relations 
in the community. 

Also, special sections in newspapers 
are often sparked by the Electric 
Light and Power Companies for high- 
lighting the Electric Housewares Gift 
idea. Dealers can benefit here with 
individual tie-ins which are especially 
effective when timed with gift-giving 
seasons as weddings, graduation, 
Mother’s Day, etc. 

Many housewares manufacturers of 
these companies have excellent sales 
literature and dealer mats available. 
The following are members of the 
Electric Housewares Section of the 
National Electrical Manufacturers As- 
sociation who will be pleased to serve 
you. 

American Electrical Heater Co.; 
Arvin Industries, Inc.; Casco Prod- 
ucts Corporation; Chicago Electric 
Division, The Silex Co.; Cory Cor- 
poration; Dulane Inc.; The Emerson 
Electric Manufacturing Company; 
Fieldcrest Mills; General Electric 
Company; General Mills, Inc., Home 
Appliance Dept.; Hamilton Beach 
Company, Division of Scovill Mfg. 
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SELF-SERVICE COUNTERS—all women 
self-service counter will allow a buyer to feel she is deciding for herself. 


GIFT CERTIFICATES—tThese are two-way traffic lanes. 
recipient are exposed to the products, merchandising and salesmanship. 


Co.; The Hobart Manufacturing Co.; 
Knapp-Monarch Company; Landers, 
Frary & Clark; National Presto In- 
dustries, Inc.; John Oster Manufac- 
turing Co.; Paragon Electric Com- 
pany; Proctor Electric Company; 
Rival Manufacturing Company; Toast- 
master Products Division, McGraw 
Electric Company; Waring Products 
Division, Reeves-Ely Laboratories, 
Inc.; and the Westinghouse Electric 
Corp. 

With the entire electric house- 
wares industry beating the drum via 
radio, T'V, newspapers, magazines, di- 
rect mail, displays, demonstrations, 
word-of-mouth publicity, 12 months 
of the year, and educating the con- 
sumer to the needs of electrical appli- 
ances, over 50,000,000 consumers, 
who are your potential customers have 
been pre-sold. But you must tie-in 
to cash in. For greater year-round 
business in the Electric Housewares 
Gift Market, follow the suggestions in 
the 1954 “Spring Planner’. It is be- 
ing distributed through local area com- 
mittees and electrical leagues in cities 
across the country. 


love to see for themselves. 





BEHIND THE 
SCENES... 





ELECTRICAL MERCHANDISING—APRIL, 1954 


Both giver and 


/f 


aeer 




















THIS Sipe up * 








\\| 








back up all promotions. 


RADIO-AND-TV ADVERTISING—schedule your radio, TV spots to give the 


. be short, terse and leave a message. 


widest coverage in your area . . 


Responsible for this year’s NEMA electric housewares activities are G. W. Orr, left, sales manager 
of the electric housewares division of John Oster Mfg. Co., and H. S. Perkins, general sales man- 
ager of the Silex Co. Orr is chairman of the NEMA electric housewares section and Perkins is 
chairman of the section’s sales promotion committee. 












STOCK—Dealers should make certain they have enough merchandise to 


Checkups would keep basic 3] items on hand. 
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IDEA No. 1 
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such demonstrations,” Nieman said. 
“running them on Friday for all-day 
Saturday demonstration. In the lim- 
ited-income, older residential district 
which surrounds our store, there is 
an excellent sales potential for steam 
irons, which this form of promotion 


can tap. Our prospects, we find, be- 
come enthusiastic only after they 
have seen the steam iron operate, 
and thus, we have come to depend 
upon in-store displays of this sort 
more than the usual newspaper or 
radio advertising.” 


IDEA No. 3 Housewares Catalogue 


Cooperation between Everybody’s 
Supply Co., Philadelphia distributor, 
and R. J. Snyder, Inc., Norristown, 
Pa., jewelry and housewares store, 
resulted in a pre-Christmas housewares 
catalogue that proved to be one of 
the most profitable financial ventures 
in Snyder's history. 

Chester Snyder, operator of the 
store, last year received a shipment of 
housewares catalogues from the dis 


tributing company just before Christ 
mas. Snyder put a new cover on the 
catalogues, and inserted some of his 
own material, at a cost of about 25 
cents each—or a total of $1,250. He 
then mailed the catalogues to a select 
group of 5,000 customers on his mail 
ing list of around 20,000 names. 

The resulting sales not only made 
up for the catalogue cost but made it 
a profitable promotional success. 








Storewide Selling 


When Mansfield Housewares, Inc. wanted to jack up one of its 
dealer's houseware programs and boost sales of Westinghouse 
toasters, it staged a storewide selling program and sold over 100 
toasters in less than a week. 

Dave Lapine, president of Mansfield Housewares, Inc., “The 
House of Housewares,” wanted to get some sales at the branch 
store (Mansfield) of the M. O’Neil Company of Akron. Lapine 
asked if he could have a meeting with each clerk of the store. 
Coffee and doughnuts were served while he presented a storewide 
participation program in selling toasters for a week. On each 
counter would be a toaster, with a point of sale display, and all 
the clerk had to do was hand out pieces of literature and make a 
sales pitch. To the three persons who sold the most toasters, 
exclusive of the housewares department salesmen, wouid go a 
Westinghouse roaster, one of the toasters, and an electric griddle. 

Normally the store sells about 8 or 10 (all makes) toasters for 
this time in the spring. The result of the 7-day promotion was 
over 100 toasters sold. The winner, a girl in the hosiery depart- 
ment, proved to Lapine that her department had sufficient traffic 
and that she had an interest in promoting the deal as presented. 


















Where the appliance retailer is defi- 
nitely located in a “residential area” 
of moderate income families, there 
is no better sales-builder than store 
demonstration, according to Tom Nie- 
man, of Downing Appliances, Den- 
ver, Colorado. 

Keeping close check on the result 
of in-store demonstration, Nieman 
finds that Downing’s Appliances aver 
ages the sale of 18 steam irons, for 





IDEA No. 2 Store Demonstration 


example, per weekend demonstration. 
All of these are handled by means 
of clearing out an 8x8 foot space be- 
hind the main display window, where 
an ironing board is simply set up for 
a demonstrator furnished by the 


manufacturer, to iron shirts, frilly 
cotton dresses and other “hard-to- 
handle” pieces. 

“We usually use a 10x8 inch news- 
paper ad at around $90 to announce 








IDEA No. 4 


Refreshments 


Refreshments for the tired shopper provided by Kraftco, appli- 
ance retailers in Little Rock, Ark., cost little and afford salesmen 
a fine opportunity to push the sale of electric housewares. 

After selling or demonstrating a major appliance, the salesman 
frequently invites the customer into the store’s model kitchen 
for a coke or cup of coffee. Convenient to hand, of course, are 
such items as roasters, percolators, toasters and pressure cookers, 
and the salesman can always guide the conversation into channels 
concerning the item’s efficiency and practicability for kitchen 
use. Demonstrations usually follow. 

It’s a relaxed way of moving small appliances, which might not 
otherwise be sold, according to Kraftco owner Garner Smith. 
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SMALL APPLIANCES 





IDEA No. 5 


There’s method in the “madness” of Kastle Electric in Dayton. 
The store displays its electric housewares in compartmentalized 
shelves—and makes it a point to scatter related merchandise so 
that the customer will have to look over the entire display to 


spot exactly what she wants. 


Store manager Jack Stuhlmiller had the unique fixture built at 
Instead of grouping all toasters, coffee makers or 


a cost of $40. 





Scattered Displays 
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IDEA No. 7 


Fast, on the spot credit approval 
helps land impulse sales of electric 
housewares at White Bros. jewelry 
store in New Orleans. 

Before this system was set up, cus- 
tomers had to go through the store’s 
credit department. If the purchase 
was an impulse—as lots of housewares 
sales are, says Benjie White—the cus- 
tomer’s ardor often cooled while the 
credit was being approved. Now, each 
salesperson can quickly grant credit. 
Clerks apply only one test: does the 
customer have credit at any other store 


IDEA No. 8 


Adding a toaster or mixer to the 
sale of major appliances has proved 
extremely successful for the Lakewood 
Appliance Co. in Lakewood, Colo. 

Each of the store’s four salesmen 
is trained to suggest the purchase of 
a toaster to purchasers of major appli- 
ances or TV sets—and one out of 






Fast Credit 


as evidenced by a charge card or coin. 
If so, she can sign the papers right 
at the counter and walk out. 

Salesmen are able to quote credit 
just as easily as they can grant it, 
thanks to small cards which indicate 
the amounts down and the size of 
the weekly payment. There is no 
carrying charge, so the salesman can 
quickly quote terms. 

Credit losses under the new sys- 
tem? No larger than before, says 
White, because the store is okaying 
only people with established credit. 


Add-on-Selling 


every four major appliance buyers 
ends up by taking the toaster too. 
Principal selling point is that adding 
the houseware on the time-payment 
account will boost the monthly pay- 
ment by only $1 or so. Salesmen also 
suggest that the toaster can be 
hidden way for later gift giving. 





radios together, Stuhlmiller intermixes them. Arranged this way, 
the products come under the eye of the customer as she searches 
for different makes of a toaster or radio. 

“I hardly ever get a prospect in here for a knife sharpener. 
Before we put up the shelves we never sold a knife sharpener. 
Now we sell quite a few because a lady will come in for a toaster, 
and as we get one brand down from here, and one from another 
section, she'll see the knife sharpener in the middle. Nor 
would we sell as many small radios without this mixed display. 
Small radios have sold much faster because people can see them 
as we reach for different brands of a steam iron they’re interested 
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IDEA No. 6 Clock Demonstration 


A tape measure is the only prop 
needed to stage a unique demonstra- 
tion with electric clocks. 

Dealers who are usually stumped to 
come up with a dramatic or attention- 
getting pitch on clocks can use the 
tape measure to prove to prospects 
that modern electric clocks can be 
read at a great distance. The prospect 
holds one end of the tape measure 
and the dealer the other end and a 
clock. As he backs away from the 
prospect the dealer asks the customer 
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to stop him when the numerals on 
the dial are no longer legible. Pros- 
pects are invariably amazed to read 
the measured-distance at which they 
could read the face of the clock. 
What’s the pitch? Surveys show 
that over half of Americans keep their 
alarm clocks across the room from 
the bed (so that they'll have to get 
up to shut them off). Point out that 
the well-designed face of a modern 
electric clock lets you read the clock 
easily—even from across the room. 
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IDEA No. 9 


Fountain Display 


Many a man has stooped to get a drink of ice water, and 
raised his head with an irresistible urge to try out the door 
chimes which the Sanger Store in Dallas, Texas, has placed 
all around the drinking fountain. This propinquity is one of 
the best and more successful methods of promoting door chimes 
without effort. 
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IDEA No. 10 


Eye-catching demonstrations on the 
advantages of a steam iron are easy 
to stage and require only home made 
props. 

For instance, keep a piece of 
woolen material tightly knotted. Then 
spread it out on an ironing board 
and without touching the iron to the 
fabric let the steam take the wrinkles 
out of the bunched cloth. It’s a new 
twist on a trick traveling salesmen 
have used for years—hanging their 
suits in the shower and running hot 
water to let the wrinkles steam out. 

Or, to show how a steam iron can 
be used on a wide variety of fabrics 
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Steam Iron Hints 


without changing settings, have your 
wife sew together strips of various 
fabrics—linen, woolens, cottons, vel- 
vet. Then iron the strip without lift 
ing the iron as you move from one 
fabric to another. 

Or keep a piece of velvet near the 
ironing board. Again, without touch- 
ing the soleplate to the fabric, let 
the steam from the iron raise the 
nap on the cloth. 

One other hint. If space is valuable 
and you don’t have room for a full 
sized ironing board, use a table-top 
model used by tailors and seamstresses 
for pressing sleeves. 





IDEA No. 11 


Bonus Selling 


Buyer Myron Frisch of the Bing Company, Cleveland, Ohio, 
has found a way to get his salesmen selling when there are no 


prospects on the floor. 


“Often one of our salesmen will have free minutes or time 
between prospects,” Frisch points out. “But we try to make that 


worthwhile time. 


I suggest that they call up old customers and 


try to sell them an electric houseware.” 

‘The Bing Company started that quite some time ago, but it 
didn’t pay off in plus sales until they added the incentive that 
made the difference between a walk and a run. 

If they want a quick volume on (say) toasters, deep fat fryers, 
or electric blankets they put up a two-day trip to Washington, 


D. C., or Niagara Falls for over a weekend. 


It doesn’t cost the 


Bing Company much money, but for the week they offer the 
promotion, the salesmen bring in from $10,000 to $15,000 in sales. 
Salesmen can click on at least one of every eight telephone calls 


they make. 


IDEA No. 12 


A novel method of arousing con 
sumer interest in heating pads is to 
spread a pad on the cash counter. 
Instead of handing change to a cus 
tomer, place it on the pad which is 


Heating Pad Idea 


operating at low heat. The unexpected 
warmth will catch the customer’s at- 
tention and the dealer can capitalize 
on this opening by explaining a spe- 
cific feature of the pad in question. 


IDEA No. 13 





Home Trials 


Placement of 180 deep fat fryers on home trial resulted in sale 
of all 180 units in a promotion run last summer by Le Moine’s, 


Denver, Colo. 


Postcards inviting customers to drop in and sign up for a free two 
week home trial of a new fryer were mailed to the store’s 3000 


paid up and active accounts. 


Customers who responded were 


given an enthusiastic description of the convenience of the fryer. 
An attractive mass display of the fryers in the store’s window also 
aroused attention. By the end of the promotion a total of 180 
customers had taken a fryer home with them and every trial resulted 


in a sale. 


Costs were small—$60 for postcards, about $10 for printing, 
plus the necessary employee time required for addressing and 


mailing the cards. 


IDEA No. 14 


Instructions on the cartons of cake 
and biscuit mixes can be used to draw 
attention to electric mixers. 

To help the prospect justify her 
purchase of a mixer, the dealer can 
call attention to the contrasting in- 
structions for mixing a cake by hand 
and by electric mixer. A typical cake 
mix will call for perhaps 500 strokes 
by hand as compared to four minutes 
of beating by electric mixer. 

This idea can be used in several 
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Mixer Display 


ways. Local display studios can build 
a display which features an enlarge- 
ment of the mixing instructions on 
the side of the cake carton. Or the 
dealer can keep several boxes of cake- 
mix alongside of the mixer display 
with the mixing instructions circled 
with a red grease pencil. 

This idea works particularly well in 
helping the customer justify a pur- 
chase of a portable mixer even though 
she already has a standard unit. 
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IDEA No. 15 Mis-spelling Works 


Mis-spelling has been the secret to getting those extra sales for 
Parma Hardware, 5452 Pearl Road, Parma, Ohio. 

Co-owner Walter Kaniesky knows perfectly well how to spell 
“extra” or any other words he might need for a sign on his store 
window. He purposely misspells some words because when 60,000 
cars pass every day, you need something to get people’s attention 
as they come and go from work. Usually, he gets about 30 or 40 
phone calls as soon as the sign is put up. The callers don’t want 
to act smart, they just want Mr. “you spelled-it-wrong” to know 
what is what. He invites them down to the store, and they are 
soon sold what he has advertised. 

Parma Hardware uses this gimmick about 6 or 8 times a year. 
It frequently is used when a new model is coming out, and 
Kaniesky or his partner want to clean out the old models that they 
have on hand. In five or six years it has been used, it has increased 
electric houseware sales at least 10 percent for the year. 
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IDEA No. 17 Special Booth 


In Atlanta, Ga., buyers of electric housewares know they can 
find quality merchandise at Rich’s big department store, which 
features name brands. 

In order to accent this important sales factor, Rich’s has 
constructed small booths throughout the appliance department 
in which the products of name brand manufacturers are exhibited, 
one brand to a booth. Each of the booths is manned by a trained 
demonstrator, and the equipment in the booth is connected, ready 
for instant demonstration. 

Buyer Leroy Kise feels that the booths, inexpensively constructed 
around pillars and in space which otherwise would be wasted, are 
a definite booster for the sale of electric housewares, just as a booth 
at the fair emphasizes and advertises products. Demonstrations 
can be conducted better, the customer’s attention is concentrated 
on the product at hand, and the manufacturer or distributor is 
more willing to go all-out in promoting his product. 





IDEA No. 16 


Blender Display 


A series of jars filled with various types of products ground up 
by a blender offer a good way to show the public what a blender 
can do for them, in the opinion of John Oster, Jr. For a blender 
will not only grind coffee, it will pulverize many kinds of fruits and 
vegetables, making them ideal as baby food or for use in the equally 
soft diet of older folks. 


IDEA No. 18 


Gourmet Kitchen 


The addition to a traffic department of copper housewares, 
spices, pepper-mills and spice cabinets has been steadily spreading 
over the country, declares Mrs. Lucille C. Asmus of Oak Park, 
Ill. In the language of the trade it is called a “gourmet kitchen,” 
but in oldtime salesmanship it means the mixing in of items that 
are associated with traffic appliances in the mind of the customer. 






MORE 
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IDEA No. 19 


A specially- -built combination cash counter-iron display has 


resulted in a 
years for the Hesse Co., 


fibreboard. 





Counter Display 


75 percent increase in iron sales over the past few 
St. Louis, Mo. 


The crescent-shaped fixture is built of a special marble-finish 
The cash and wrapping counter is at the left of the 


IDEA No. 21 


Get the women talking about your 
product is one thing. But get them 
actually using it is another . . . a good 
hook for potential sales. 

One midwestern appliance dealer 
placed an automatic electric coffee 
percolator in a nearby beauty shop. 
He asked that it be put to constant 
use with free coffee (supplied by the 
beauty shop) for the women patrons. 
For this offer, the beauty shop allowed 
the appliance dealer to leave a small 


IDEA No. 22 


A coffee bar, built of rich hard- 
woods, has upped traffic appliance 
sales almost 30 percent for Labiche’s, 
New Orleans. 

Che novel counter is located in the 
center of the store’s appliance depart- 
ment and contains 12 compartments 
for display of electric housewares. 
Along one arm of the display a row 
of coffeemakers brew coffee which is 
served to visitors along the other arm 
of the L-shaped display. Labiche’s tries 
to make an impression on the 60 to 
80 people who stop each day for a 






Beauty Parlor Tie-in 


supply of his business cards on the 
serving table, right near the perco- 
lator. 

And it produced results, some di- 
rectly traceable to the outside demo. 
The women had free coffee by the 
appliance during its day-long run on 
the warming cycle. They talked about 
the percolator while spending time 
under the hair dryers and compared 
it with the coffee makers they were 
using at home. 


Coffee Bar 


cup of coffee. That's why good hard- 
wood was used in building the display, 
that’s why a uniformed attendant 
presides, and that’s why handsome 
china and impressive silver are used 
in serving the coffee. 

Salesmen lose no chance to demon- 
strate merchandise to the coftee-sip- 
ping shopper. Electric outlets in each 
compartment and along the top of 
the coffee bar make it easy for clerks 
to plug in an appliance and demon- 
strate it while the prospect relaxes. 








stand while a three-tier display area for irons occupies the curving, 
right-hand side. 


Salesmen standing behind the counter can reach any iron on 
display without taking a step. They watch the customer's eyes, 
and when a prospect seems to have focused her attention on a 
particular iron, the salesman reaches over and hands it to her, 
inviting her to examine it more closely. 


The Hesse Co. does not rely on normal store traffic to make full 
use of its novel display. Payment for utility bills can also be made 
here and many of the store’s charge customers pay their monthly 
bills here also. Housewives interested in an iron on the display 
are invited to simply “add it on the account’, since many neigh- 
borhood women maintain an account with the firm. 








IDEA No. 20 


Product Sells Itself 


S$SSSSSSSSSS 


A SURE REMEDY FOR AN AILING BUDGET: 


TRADE IN 


YOUR OLD APPLIANCE 





a 
it’s worth $$$ to you... regardless 
of age or condition toward the pur- { 
chase of any in our large selection. 


All the famous names to choose from! 
TOASTERS — COFFEEMAKERS — WAFFLE IRONS 
ELECTRIC BEATERS — DEEP FRYERS 

Ts STEAM AND DRY IRONS 


IDEA No. 23 Take Trades 


A newspaper offer to accept trade-ins on electric housewares 
produced a record-breaking two weeks’ sales volume recently for 


One simple way to sell electric 
coffee makers is to use them in your 
store. Fill them up with fresh coffee 
each morning, plug them in and keep 
them on the warming cycle for the 
rest of the day. Youll be surprised 
how it will help to soften up the cus 
tomer’s sales resistance. And it will 
help sell appliances all the way down 
the line 

And for those folks who like sugar 
and cream in their coffee, keep these 
two items in one of your refriger 
ators. When you give them cream, 


you must open the refrigerator door 
to get it. It gives you an opening 


pitch on the white goods line. 

But keep the coffee hot. Really hot. 
While the customer waits for it to 
cool to drinking temperature, you can 
run through part of your sales story. 
You have them “nailed to the floor’ 
with hot coffee in their hand. It’s a 
stopper. 

For supplies, you need only coffee 
ind some paper cups. There is no 
mess to clear up or china to wash 
You can buy both in quantity lots. 
And you might even tie-in with the 
local supermarket or grocer for free 
coffee, offering to display a plug for 
his particular brand. 






was run twice. 


repeated two weeks in a row. 





Downing’s Appliances, Denver, Colo. 
The trade-in offer was made via a two-column, four-inch ad in a 
morning newspaper at a cost of approximately $18 per ad. 


The ad 


Trade-in allowances ran from $1 to $4, depending on the price 
of the new appliance and the salability of the trade-in. 
manager Robert Sewell reports that allowances up to 20 percent 
of the new appliance price were given on some items, particularly 
on large electric mixers, blenders and more expensive appliances. 
Few of the trade-ins were worth reconditioning for resale. 

The promotion was initially developed to cut down the store’s 
small appliance inventory but worked out so well that it was 


Store 
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END 


1954—ELECTRICAL MERCHANDISING 





HIS gargantuan kitchen clock 
display, covering one whole wall 
of a store, may not be the na- 
tion's biggest. But is is big enough to 
have helped establish Milton Orlen as 
clock headquarters in Holyoke, Mass., 
and to build one of the biggest vol- 
umes in clocks enjoyed by any inde 
pendent dealer. 

Nearly 100 open niches, each 14” x 
14”, are available for showing kitchen 
clocks against a bright green back 
ground of combed plywood. Two 
other smaller fixtures display mantel, 
bedroom, gift and novelty clocks 
which are important to Orlen’s repu- 
tation as “clock headquarters”—but 
the major emphasis is on kitchen 
clocks. 

Why kitchen’ clocks? “Every 
kitchen needs a clock and too few 
have them,” says Orlen. “In addition, 
it’s a good, all-around gift item which 
appeals to every kind of gift-giver. 
Next, it’s an item which lends itself 
well to display, and which can be 
offered in a huge variety of price 
ranges.” 


Shoppers Become Clock Conscious 


It is easy to see that every shopper 
who wanders into Orlen’s well-stocked 
appliance store becomes “clock-con- 
scious” at once and stays that way. 
Orlen salespeople always ask women 
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Biggest Clock Display? 


shoppers whether there is a_ bridal 
shower, a wedding gift, or an anni- 
versary gift of any kind in the offing 
for female relatives, and then tells the 
prospect that “nothing beats a good 
clock”. It is this suggestive selling, 
coupled with mass display, which has 
brought what Orlen terms “a fabu- 
lous increase” in clock sale profits. 

Orlen himself has been consistently 
surprised by the sales results of the 
clock display. Perhaps the most un- 
usual manifestation of its selling force 
is the fact that only 50 percent of the 
kitchen clocks purchased have been 
bought as gifts. ““Maybe it is buying 
impulse generated by the size of the 
display, or perhaps the housewife sud- 
denly conceives a desire for a new 
kitchen clock because of sheer mass 
display,” he says. “At any rate, accord- 
ing to our customer’s comments, we 
are certain that at least half of the 
clocks are bought for personal use. 
We have even sold two or three to a 
single customer, and a lot of women 
come in to give us their ideas on what 
really constitutes an ideal kitchen 
clock.” 

Beside the kitchen clock display are 
two inset wall niches, lined with the 
same ribbed, combed hardwood, and 
containing still more clocks. One sec- 
tion is devoted to better-priced gift 
clocks, immediately to the left of the 


1954 





huge kitchen clock display, and incor- 
porates novelties, mantel and _ wall 
clocks, plus special purpose types 
which include barometers, thermom- 
eters and other instruments. One foot 
further to the left is a wallcase with 
sliding glass doors, 9 tiers of shelving 
high, which displays alarm clocks of 
all varieties, from the lowest priced 
bedside model to imported, leather- 
covered folding models. There are 
expensive — atmospherically - operated 
clocks and low-priced utility models 
near each other. “Selection is the 
thing,” Orlen emphasizes. “We know 
that one woman tells another that we 
have something unusual in the way of 
clock choices, and we must constantly 
back it up with as many numbers, in 
as many price ranges as possible.” 
Although newspaper advertising is 
utilized, the sheer size of Orlen’s clock 
display, plus window promotion, has 
kept turnover steadily increasing. A 
typical display is pictured herewith. 
Presenting six models of kitchen 
clocks, each suspended on a bright 
metal-foil square, in turn fastened to 
a pegboard palette-shaped panel, the 
wall display is identified by a scroll- 
type sign, which points out simply 
“Orlen’s—Holyoke’s Clock Headquar- 
ters”. In western Massachusetts at 
least, no one is inclined to argue with 
Orlen over the title. End 
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JUST TO THE LEFT of the kitchen clocks 
is Orlen’s gift clock display and further 
on is a nine-tiered showcase of alarm 
clocks. 


CLOCK HEADQUARTERS motif is car- 
ried out in window display which reminds 
Holyokers of the store’s wide selection. 
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BEFORE the Gilson Supply Company staged a housewares show as part of its campaign to regain the merchandising 


position lost during the period of no fair trade law, its interior driveway was strictly utilitarian, devoted to storage, 


shipping and a will-call counter 





Housewares Show in the 





and setting up booths and inviting deal- 
ers, the driveway assumed a carnival 


AFTER moving out the reels of cable 


Gilson Supply, Oakland, Calif., doubles the number of its electric house- 


wares dealers with a one-day show in its driveway featuring the exhibits of 


15 manufacturers and training 300 dealers in products, displays and sales 


ORE than 300 appliance deal- 
ers and salesmen saw every 
one of the hundreds of items 

in their distributor’s lines of electric 
housewares and learned how to dis- 
play, demonstrate and sell them at 
a unique “Electric Housewares Show 
and Sales Clinic” held by Gilson 
Supply Co., Oakland, Calif., early 
last fall. 

Accepting the invitation of Gilson 
partner Chas. Martin and electric 
housewares manager Mike Gallagher, 
dealers from appliance, department, 
hardware, jewelry and furniture stores 
within a 40-mile radius of Oakland 
found the show a natural—a 





much easier way for the dealer and 
his staff to know what electric house- 
wares are available and to learn how 
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to increase volume and profits in 
these appliances.” 

The Gilson show and sales clinic 
was not just another “open house” — 
although it did serve the added pur- 
pose of showing visitors the concern’s 
new location. It was planned as the 
first major step in an intensive pro- 
gram to re-establish Gilson Supply as 
a major distributor of electrical house- 
wares in the highly-competitive Oak- 
land-Berkeley area in which Gilson 
had long been strong until the break 
in the fair trade pricing caused the 
concern to lose interest in 1952. It 
was designed to offer the dealers and 
their salesmen something valuable to 
them in improving their business and 
profits in small appliances. Partner 
Charlie Martin worked on the proven 









principle that the good will and the 
exposure would improve Gilson’s posi- 
tion with the electric houseware re- 
tailers in the area. 

Martin’s premise was sound. In 
just one month after the show and 
sales clinic the number of Gilson’s 
electric housewares accounts doubled. 
Here is how the Gilson electric house- 
wares show and sales clinic was or- 
ganized and promoted: 

Dealers and salesmen arriving for 
the 5 to 9 pm affair, found that the 
long inside driveway running through 
the Gilson building had been given 
the signpost “Opportunity Street’. It 
was lined with 15 beautifully-deco- 
rated booths, each 6-ft. deep and 10-ft. 
wide. These booths glittered with the 
appliances of 14 manufacturers—at 





least one of every size, model and 
color of electric houseware stocked 
by this distributor. In each booth was 
a top specialist on those appliances, 
the manufacturer’s regional _ sales 
representative. 

To welcome the visitors, to guide 
them when desired, to answer ques- 
tions on pricing, delivery, Hh. con 
promotions, and dating, were the Gil- 
son Supply partners, Martin and Wil- 
liam Figroid, and appliance sales man- 
ager Mike Gallagher and his five 
salesmen. Registering the visitors for 
the door prizes (and for future refer- 
ence) and_ staffing a_ refreshment 
booth with its array of sandwiches, 
coffee and cold drinks, were the 
women of the organization. 

To give the affair lasting value to 
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MANUFACTURERS’ cooperation was necessary for Gilson’s appliance show and 
clinic. Partner Chas Martin, right, got local representatives and utility men for 
luncheon meeting where this picture was taken for local newspaper. 







atmosphere. Manufacturers’ representatives staffed the booths, 
gave instruction in display and sales techniques, plugged their 
own products as well. 


Driveway 


DISTRIBUTOR made use of his own show to give his staff special training in the 
electric housewares they sell. Each manufacturer’s representative gave them 
full story on product features and operation. 


By HOWARD J. EMERSON 





the sponsor, to encourage voluntary 
orders and to prepare the way for 
the personal calls of Gilson’s electric 
housewares salesmen, each dealer was 
given a copy of Gilson’s 200-page 
electric housewares catalog. Contain- 
ing the latest manufacturers’ sales 
literature, mostly in full color, the 
catalog is designed to be used by the 
retailer in his contact with his cus- 
tomers and therefore contains only a 
list of ‘fair trade minimum retail 
prices”. A folder showing the dealer’s 
cost price was supplied separately. 
The Gilson organization used in- 
tensive promotion to overcome the 
average dealer's lethargy regarding any 
product in multiple distribution. Be- 
ginning with an announcement to 800 
dealers which outlined the plans for 


the big show, listed the participating 
manufacturers and invited them to 
write for invitations, Gilson’s fol- 
lowed with a bulletin telling about 
the special event, the display tech- 
niques clinic. Sales manager Gal- 
lagher put out a mailing mentioning 
the competitive situation in electric 
housewares sales and pointing out 
how the Gilson show would help 
dealers get into a better competitive 
situation. Then on the day before 
the event, the Gilson staff made 600 
personal phone calls. 

How the dealers and salesmen who 
accepted Gilson’s invitation profited 
by this effort of a distributor to build 
electric housewares sales is seen in 
this ExecrricAL MERCHANDISING 
phototour. 
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FOOD AND DRINK was offered visiting dealers by the girls of Gilson’s staff who 
kept sandwiches, coffee and soft drinks available to supplement the food manu- 


facturers prepared on roasters and grills. 


MORE =p 
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HOUSEWARES SHOW IN THE DRIVEWAY (continued | 
TOASTMASTER ° 


> « Everhot » Manning Bowman Products 


- 


PROMOTIONS available to Gilson Supply’s dealers, like the Arvin coffee table 
tie-in with its Coffee Perk, were shown and explained to dealers both by the 
manufacturer's representative and the Gilson Supply sales staff 





FULL LINES of each manufacturer were shown to help dealers and salesmen 
sell up the value of subsidiary trade names of manufacturers known nationally 
for one product. Wally Smith of Toastmaster shows the company’s products. 


Gilson’s Show 


USE VALUE of many small appliances is foreign to many dealers who do not 
use every appliance, so Gilson appliance show enabled manufacturer's repre 
sentative to show by taste of roast ham the value of a Nesco Broiler-Griddle 


oe 


MARKET POTENTIAL was better understood by dealers and salesmen with every SALES TECHNIQUES that would increase dealer volume, eventually increase 
model visible, as in this display of General Electric Clocks, where a specialist distributor’s sales to these dealers, were given to dealers and salesmen by 
shows how to sell more and to sell up by fitting models to prospect’s needs. manufacturer's specialists like Oster’s LeRoy Herbert. 
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PRODUCT STORY in highly competitive electric housewares was presented to NEW PRODUCTS, which busy dealers may not have studied carefully when 
dealers and salesmen by top specialists, the men with factory training who could salesman called at store, were given full treatment in Gilson’s appliance show 


not possibly visit every retailer Dick Wright of Hamilton Beach shows features of new Liqui-Blender. 





ls a Short Course in Housewares 












NEW TYPE OF PRODUCT, often overlooked by dealers featuring ‘“‘traffic’’ DISPLAY TECHNIQUES to help dealers get more attention and more business 





items, was explained to dealers like Mr. & Mrs. Joranger of Joranger Hardware, for electric housewares were provided Gilson guests through a one hour ‘‘class’’ 
Berkeley, who learned about Dormeyer Broil-Well from Stuart Brecka. conducted by professional display man, Sylvan Cohen. 
END 


ELECTRICAL MERCHANDISING—APRIL, 1954 PAGE 83 









Increased volume on electrical housewares at Labiche’s, New Orleans, the result of . . . 








Giving Small Appliances The 
‘Big Ticket Treatment’ 


HE store’s appliance salesman, 

like those in many other firms, 

once looked down their noses at 

electric housewares as things to show 

and sell only when no more profitable 

opportunities existed—but their opin- 
ions have changed lately 

For they have seen how the woman 
behind the counter in the picture 
above can draw commissions from 
housewares that are as large (and some 
times even larger) than they make on 
big ticket appliances. 

This came about when depart- 
ment manager Norman Lowe tired of 
watching both sales and customers 
lost at Labiche’s, Inc., 301 Baronne 
St.. New Orleans, La “Not only 
woukl the regular salesmen neglect a 
customer who had been waiting ten 
minutes in favor of one who just ar- 
rived, if the first customer wanted 
only a housewares item, but I’ve seen 
some salesmen excuse themselves and 
leave a housewares customer to sell 
one interested in a big ticket appli- 
ance. Naturally that kind of action 
drew reprimands from us to the guilty 
salesmen. But what can you do? It’s 
human to go after the big commis- 
sion and neglect the seemingly small 


one. Yet we were convinced that 
cumulative housewares commissions 
could be as healthy for salesmen as 
cumulative sales volume for the store. 
After all, it takes less time and effort 
to sell small appliances. These argu- 
ments didn’t get us to first base, how- 
ever. Small appliances and radios con 
tinued to be neglected. Then we 
decided, heck! We'd hire some one 
who had strict orders to sell only elec 
trical housewares and small radios. 


Did It Work 


“Not only is the small appliance 
‘specialist’ making commissions com 
parable to those of salesmen handling 
big-ticket merchandise,” says Lowe, 
“but our profits are bigger too. We 
ended up 1953, for example, with the 
biggest electrical housewares and small 
radio volume in this appliance depart- 
ment’s eight-year history. And _ this 
sales increase was not merely an ex- 
pression of the ever-inflating dollar; it 
was a larger percentage rise than the 
appliance department as a whole en- 
joyed. Much larger.” 

Another advantage claimed by Lowe 
is that Labiche’s no longer loses cus- 
tomers. Those from whom salesmen 


excused themselves to wait on bigger 
prospects usually walked out. “And 
seldom came back,’ Lowe says rue- 
fully. ““Neither did the people who 
had to wait unduly long while they saw 
attention going to customers who en- 
tered the doors long after they had. 
A lost customer is a lot worse than a 
lost sale, and we count this saving of 
such situations as more important in 
the long run than the sizeable house- 
wares volume we have achieved. 

Complaints and calls for adjust- 
ments were also brushed off by the 
big ticket-minded regular salesmen. 
Today they’re handled differently by 
Mrs. Edith Knaps, electrical house- 
wares specialist, who will go to great 
lengths to make sure the customer is 
satisfied. 


Why a Woman 


At first, Lowe planned to appoint 
one of the regular salesmen as house- 
wares specialist. Then he decided that 
a woman would be better than a man 
for the job. 

“These are largely kitchen things,” 
Lowe explains. “Unlike the big-ticket 
kitchen appliances which are often 
bought by husband and wife together 
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because their cost calls for joint deci- 
sion, electrical housewares are pur- 
chased as well as used by women. 

“A woman familiar with kitchen 
work can do a better job of slanting 
her sales demonstration and sugges- 
tions toward another woman _ than 
could any male salesman. Moreover, 
she thinks in terms of kitchen color, 
etc., and can talk these important 
decision factors with her prospects. 
A woman takes more time over each 
sale in this section of the department.” 

Edith Knaps had applied for an- 
other position at Labiche’s, Inc., when 
Lowe saw her qualifications and asked 
her to try out for the job of electrical 
housewares sales specialist. Her train- 
ing covered several months. Part of 
each working day, Mrs. Knaps visited 
other stores to see how they did the 
job she was to do. She worked with 
utility home economists. One whole- 
saler—Walther Brothers—sent  spe- 
cial demonstrator-teachers to Labiche’s 
to give Mrs. Knaps lessons. “We find 
demonstration as important in house- 
wares selling as with, say, an electric 
sink,” Lowe stresses, “and it’s precisely 
there that we were most lacking be- 
fore.” 
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BEFORE—tobiche’s major appliance salesmen used to handle house 
wares prospects. But they were unconvinced of the value of such 
business and usually treated it with indifference. 


NOW Housewares prospects are greeted enthusiastically by Mrs. 
Edith Knaps who specializes in small appliance and radio, makes as 
much on these products as other salesmen do on majors. 


BEFORE —woior appliance salesmen were likely to cut short their 
pitch on electric housewares if they spotted a customer interested 
in a bigger ticket item. 


NOW Mrs. Knaps is concerned only with housewares prospects, can 
talk the housewife’s language, and is qualified to demonstrate any 
of the lines the store carries 


BEFORE — Irritated by the slow response of the salesman and his 
concentration on another customer, the housewares prospect often 
left the store. The result: not only a lost sale but a lost customer. 


NOW —The sale is completed by Mrs. Knaps, who will also handle 
the customer’s complaints if any arise. For the store this means 
Sharply increased housewares volume and satisfied customers. 
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START “A waffle iron? Yes, ma‘am. Right over here we have some that are really special.” .. . 





20 SECONDS: “With a big waffler like this you don’t 
have to wait for yours 





Everybody eats at once.”’ 






ee _ 


70 SECONDS: “New waffle makers shine a light to 
tell you when it’s right temperature for cooking 


Two Minutes to Sell a Waffler 


ie one of the Walt Disney adaptations of Uncle Remus stories, Bret 
















The way A. C. Fisher of New Orleans, La., demon- 


Rabbit offers a wondering Brer Bear the “‘skeercrow” job at a dollar a 
minute. A. C, Fisher believes this is small peanuts compared to the pay 
an appliance dealer can garner by spending his time in a planned demon- 
strates a waffle iron in these pictures, it takes just stration routine. | - 
“Consider the matter of demonstrating electrical housewares,” says Mr. 
l‘isher, president of Fisher Furniture and Appliances, Inc., 2812 S. Claiborne 
Ave., New Orleans, La. “Most dealers stress demonstration on big ticket 
appliances. ‘They expect electrical housewares to sell themselves. To some 
extent, these will. Where demonstration pays off is in selling the bigger- 
. : ticket item. It doesn’t take a long time—a minute to two minutes spent in 
pay considerably higher than a dollar a minute demonstrating the better model pays off at a considerably higher rate than 
Brer Rabbit’s dollar a minute.” 
Sy In the accompanying picture-sequence, Mr. Fisher shows how a speedy but 
thorough demonstration pays off in the writing of bigger housewares sales 
tickets. 


about two minutes to make a sale—at a rate of 
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45 SECONDS: ‘’Of course, you don’t have to cook two at once. Just plug in one 55 SECONDS: ‘’Here’s a feature that comes with a better iron. No washing 
wire if you're making them one at a time—this will save you electricity.” None of the old fashioned cleaning trouble. See how easily the grid wipes off? 


85 SECONDS: ‘‘No more guesswork or peeking needed to get waffles done the 95 SECONDS: ‘Of course it’s good-looking, and looks well right on the dining 
way you want them. This modern model gives you a choice of three degrees.”’ room table, but it’s also easy to carry. See how light this practical model is.’’ 


*% 


105 SECONDS: “How much is it? Consider the price in terms of what you get, TWO MINUTES: “Thank you. You’ve made a wise choice—invested in a product 
and including the manufacturer’s guarantee. It’s just $29.95.’ which will last for years and give you better waffles with less work.” Ena 
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Rike-Kumler 


BEFORE 


before they could hear them. 


Open Display Racks Up Record Sales 


Rike-Kumler, Dayton, Ohio, jumped record sales to over 


* A* JUT 75 percent of the people 
who come in to buy records 
are presokl when they come 
to our record department,” says buyer 
Mary Worman of Rike-Kumler De 
partment Store, Dayton, Ohio. “Peo- 
ple come in because they know Rike’s 
has a big selection. If you make it a 
practice to have what people want, 
you'll make friends and customers.” 
~ Buver Worman was once concerned 
about albums that hadn’t moved 
Even with careful buying, there were 
still some records that didn’t sell. She 
decided to put in open display racks 
where the prospect could see the 
front of the jacket. As a result, rec- 
ords that had been “dogs” (in stock 
for six months) when stacked behind 
the counter, moved in just two or 
three days. 
Very Good for 45's 

“These new racks are very good for 
the 45 rpm’s and the E.P.’s (extended 
play),” Miss Worman states. “We 
had deep racks behind the counter 


where we stored records. Customers 
had to wait around for a sales clerk 
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redesigned 
forced to ask a clerk behind the counter for records they wanted 


a 


its record department customers were 





to see the albums they came to get. 
And when you keep customers wait- 
ing, you can lose sales.” 

One definite advantage of the new 
setup, Rike’s believes, is that it in- 
creases the customer’s opportunity to 
see other selections they can buy on 
impulse. “A real record addict,” Miss 
Worman points out, “will have many 
selections that they may have heard 
at a concert, or on the radio. When 
they see the recording, they are apt to 
buy it. 

“We've had to divide the records 
into classes,” Miss Worman points 
out. “There has been a terrific trend 
to mood music. They have music 
for reading, listening, reading, resting, 
cocktails, etc. This type of listening 1s 
being pushed more by radio programs. 

“We try to keep in front of the 
record business by having the records 
we know the people want,” Miss Wor- 
man continues. “I think we’ve estab- 
lished ourselves with the young peo- 
ple for the popular records. Once a 
week we take an inventory on the hits. 
Each Monday we pick out the top 20 


or 25 tunes, and display them promi- 





AFTER 


themselves. 





the changeover to open racks, customers could pick records—both 
those which they came in for and those which caught their eyes—for 


$200,000 a year when they switched to open displays 


nently. We make sure we have a good 
supply. 


Good Stock Control Cards 


“We have each album followed up 
by a stock control card. Each morning 
my secretary goes over the previous 
day’s sales, and keeps our control rec- 
ords up to date. If we are running 
low on a particular set, she turns up 
the card in the file so we can show 
which ones are low in inventory. 

“On each card is marked the day 
the record was ordered,” Miss Wor- 
man adds, “and when it arrived. (We 
can tell then how long it takes to get 
a record if a customer asks for a par- 
ticular piece.) Each card also notes 
the number of albums we have in 
stock at a given time. When we have 
a supply and it has not moved in 
three months, our office clerk puts a 
paper clip on the edge of it, and I try 
to get movement. 

“I seldom buy more than five al- 
bums in an initial order,” Miss Wor- 
man said. “If an album is selling 
well, then you can keep a good back 
stock. We might order 15 or 20 in 
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our follow up purchase.” 

One thing Rike’s has found easier 
with the new display system is hav- 
ing customers buy more than one rec- 
ord or album when they come into 
the store. About half of them come in 
with a definite record in mind; thev 
know the title and the composer. The 
four salesgirls have been instructed 
to always suggest a comparable re- 
cording if the one they ask for isn’t in 
stock. 

One exception to open rack dis- 
play is followed with LP records. 
When Rike‘s started putting LP rec- 
ords away so that customers would 
have to ask for the record they would 
like to listen to, the customer at first 
didn’t like the extra bother until it 
was explained that it was for their 
own protection. The customer can be 
assured the record won’t be mishan- 
dled or scratched. 


Business Steady 


“Although we attempted the new 
system of displaying records at the 
beginning of the summer,” Miss Wor- 

(Continued on page 108) 
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IN THE PAST long bins were the store’s only concession to open display takes advantage of the merchandising qualities of the record 
customers who wanted to pick out records for TO DAY S jackets with their colorful covers. 
themselves, but these had no display value. gories of music. 


Records are displayed in racks by cate 


TABLE-MODEL phonographs, record players and accessories are the only 


appliances displayed in the record department proper, although TV and 
consoles are nearby. 


AN APPEAL to all types of music lovers is made by the present department—now 


established as ‘‘record headquarters.’’ Customers make their own selections. 


A NEW SYSTEM of inventory check keeps buyer Mary Worman (left) up to 
date. Cards for items that are low are turned up by a clerk for her inspection. 
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Shuler Radiant Co., 





Cleveland distributor 





teaches dealers to 









<< HE power lawn mower is 

the first appliance made for 

the man of the house,” says 

Harry Shuler, president of Shuler Ra- 

diant Co., 2114 Woodland Ave., 

Cleveland, Ohio. “You must promote 

to him if you’re going to sell power 
mowers. 

“We believe the market has 
changed in the last year or so, so we 
tell our dealers that special features are 
what they should emphasize.” 

When mowers sold before the war, 
only implement and small lawn 
mower repair shops handled them. But 
after the war many appliance, furni 
ture and hardware started to 
sell them. The major job then was to 
convince consumers that power lawn 


stores 


mowers were needed. 

“Actually, they were considered a 
luxury item,” Shuler points out. “The 
price was relatively high—prewar 
$200, and postwar, $150. But now 
prices have come down to where more 
people can buy and now you must sell 
brand names and features. 

“There are several important things 
you must do in selling features effec- 
tively,” Shuler continues. “We have 
each salesman carry along a Pincor 
or Lawn-Boy mower in the trunk of 
his car. When he prepares to make 
dealer calls, we send advance notice to 
dealers to have several props on hand 
—pieces of wood, old cans, glass, etc. 
—so he can throw them out on a grass 
spot and give a good demonstration. 
Rotary mowers can go through glass, 
cans, etc., but reel types can handle 
only wood and paper.” 

Dealers are encouraged to use the 
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ell Power Mowers 
by Demonstrations 


By FRANK A. MUTH 


‘try it before you buy’’ demonstration 
method. Each dealer usually 
good demo to each prospect and sets 
one power mower aside to loan out or 
use for home demos. 

“There isn’t a better way of sell 
ing the mower than to show it in 
action,” says Shuler. “This is 
cially true and especially easy for the 
small town or fringe area dealer. Even 
though we give a good demo to our 
dealers this year, we will give another 
one next year. You can do a better 
job of selling if you keep demonstrat 
ing. 

“When our salesman Lou Myers 
went to Louisville, Ohio, in the early 
spring to start a dealer, he had a real 
problem before he could demonstrate 
the mower for Dick Gingrich, owner 
of Stark Hawdware Co.,” Shuler adds. 
“First our salesman had to scoop 
away the snow so he could have grass 
to cut. But it was successful, as the 
dealer ended up selling 72 mowers 
for us last summer. Myers likes to take 
his dealers out to an orchard where 
they can see the mower in action 
against three foot grass or a_black- 
berry patch or corn stalks.” 


gives a 


espe 


Plenty of Mailings 


“Usually the power mower season 
ends about the last part of June for 
most firms unless there is a lot of rain 
with a long hot spell,” Shuler con- 
tinues. “But we have just about made 
it a year’round business. We start off 
in March sending direct mail every 
week to the dealers. We point up one 
feature after another. Of course, in 
February we send out a complete de- 
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“TO THE PUBLIC 


Easy starting motor of a power mower impresses a male prospect as dealer Jerry 


Bohinc, 










AIOE SEIN At OC OD MRM 







Euclid, Ohio, follows the advice of his distributor, Shuler Radiant, to 


display on the sidewalk, to sell to men and to sell with demonstration 


scription of our lines, prices, etc. This 
helps pave the way for the salesman. 
Even the weekly mailings on features 
are helpful. About 85 percent of our 
dealers (175 to 200) in the 19 coun- 
ties of northeastern Ohio don’t have 
time to read mail in the store, but 
when they get our mailing piece they 
take it home to digest it thoroughly. 
[hen when our salesman comes in, 
they discuss the different features 
that have been described. 

“With mailing going out about 
every week in the early part of the 
season, dealers are well briefed by the 
time the season starts in May,” says 
Shuler. “We don’t stop them. Mail- 
ings keep up until June, but we send 
them out in the heaviest volume about 
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every 14 days near the end of May.” 
Facts in Small Doses 


Shuler Radiant uses a lot of gim- 
micks to get the various features across. 
Dealers who are used to receiving lots 
of direct mail need some clever mes 
sages and information that they really 
can use before they will read it. 

“One thing we strive to do is keep 
the message simple,” Shuler points 
out. ““We don’t try to tell too much 
in each mailing. One week we point 
out that one of our mowers, Pincor, 
has a higher horsepower per mower 
than other brands. Or, we tell them it 
has a mobile engine and can perform 
at maximum efficiency at any angle, as 
on a terraced lawn.” 
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With his rotary mower, Lawn-Boy, 
Shuler introduced another gimmick 
last August so the dealer would push 
it in the late summer and have some 
to demonstrate the leaf mulcher in the 
fall. He offered a mower at $10 lower 
than their best cost if they bought a 
small quantity so they could have one 
for a demonstrator model. When the 
season was over they could sell it and 
not suffer too much loss. Most dealers 
snapped at the opportunity. The gim- 
mick also brought more sales. for 
Shuler. He sold over 700 mowers as a 
result of this plan. 

Although there are several rotary 
mowers on the market, very few dis- 
tributor salesmen are carrying them 
around so dealers can see a good demo. 
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TO DISTRIBUTOR SALESMEN 


President Harry Shuler of Shuler Radiant follows his own 
precepts by demonstrating mowers to his salesmen, teaches 


TO DEALERS 


To prove how effectively a reel type mower will cut through 


grass, wood and paper, a Shuler 


Shuler knows that men read the 
sport pages thoroughly, so they often 
use that section for their newspaper 
ads. They spend about $8,000 on 
coop advertising, with a large share 
allocated for newspaper space. Last 
year they used T'V commercials. 

“Each night, right before the late 
evening movie, we ran a few slides 
with a live announcer—describing vari- 
ous features of a power lawn mower; 
then we had two slides showing one 
east side and one west side dealer with 
their phone numbers. This was very 
good in attracting prospects.” 

The manufacturer set up another 
deal for our dealers on newspaper ad- 
vertising. In the Cleveland Plain 
Dealer, Akron Beacon-Journal and 


1954 


salesman takes dealer 
Bohinc across the street from his store for a demonstration 


Year 


Youngstown Vindicator, they ran a 
full-page ad with free dealer listings 
if the dealer bought six mowers. 

“One interesting thing about try- 
ing to reach the man in our advertis- 
ing, and selling him,” Shuler adds, 
“we always hear them ask if their 
wives could run it. Many of them are 
concerned about the servicing of the 
mower. Actually, there isn’t a great 
service problem. Pincor has set up a 
number of service centers in our north- 
eastern Ohio area. We have eleven 
full service departments in Canton, 
Ashtabula, Sandusky, Mansfield, Crest- 
line, Warren and Youngstown, and 
Talmadge, plus three stations in Cleve- 
land for our city dealers.” 

Shuler has insisted that the dealer 


‘round use of a 
with the help of a leaf-covered lawn, a mower, and a leaf 
mulching attachment. 


them to do the same when they are selling mowers to 
appliance retailers. 


RNIB IS cases... 


rotary type mower is demonstrated 


constantly push the lawn mower, In 
the last few years, it has reached the 
public as a necessary appliance, but 
many dealers believe that display on 
the sidewalk has the best result. 

Proof of the pudding is the sales 
record of Shuler Radiant. In 1947, 
they sold only 50 mowers. There has 
been a good increase each year since— 
150 in 1948, 400 in 1949, 800 in 1950, 
1,500 in 1951, 1,800 in 1952, 2,300 
in 1953. They expect to sell over 
3,000 in 1954. 

“It all means,” Shuler sums up, 
“that a distributor should help the 
dealer get the mower sale by working 
with him. It’s his appliance and he 
should have a good sales pitch on all 
features.” End 
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A Fashion Show... 


In New York, the fashion show staged by Bendix and Princeton Knitting Mills drama- 
tized the fact that you can’t tell the difference between a new play suit and one 


which has been washed ten times. 


interpretive Dancing And... 


In San Francisco an interpretive dancer wearing a scanty costume of one of the new 
miracle fabrics enlivened the presentation with a symbolic washer-dryer dance and 


demonstration. 


ETTING 6.5 billing in women’s 
magazines these days are new 
fabrics that never saw the back 


of a sheep, the ‘cotton patch or the 
silkworm. They are the man-made 
fabrics fully reported as having en- 
tirely new characteristics. 

Unfortunately, as clothing made of 
them has been coming on the market, 
they have been tagged as being wash- 
able only by hand in lukewarm water 
with drip-drying later. 

The fashion show held recently by 
Harry Alter Co., in Chicago, was based 
on the idea of carrying this story of 
washability a step farther, and showing 
visitors how these fabrics could be 
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laundered in automatic equipment. 

“The interest is ready-made in these 
things,” said Harry Alter, “and any 
dealer who has floor space can get a 
show put on in his premises. We have 
collections of clothes made in differ- 
ent sizes which will permit the dealer’s 
own wife, daughters or friends to act 
as models if desired. No woman can 
resist a chance to see or try on these 
mouth-watering garments if given a 
chance, and the show ties in closely 
with the use of home laundry equip- 
ment.” 

The Harrv Alter Co., which distrib- 
utes Bendix equipment is merely one 
of a number of distributors over the 
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Pretty Girls... 





In Atlantic City, EEl executives and their guests couldn't 
tell the difference between the new robe and the many- 
times washed one worn by two girls on a runway. 





A Seltzer Bottle Tells the Story... 


In Los Angeles the Broadway Stores held a sales meeting 
for all employees in advance of the Bendix show and 
proved that Dacron will stand most anything. 


Fabulous Fabrics and the Home Laundry 


country who are offering this tie-in to 
dealers. Created by the Bendix Home 
Laundry Institute, the fashion show 
has so far shown a good box-office pull, 
and has convinced the housewife that 
the great variety of fabrics on the mar- 
ket need not be hand washed or ex- 
pensively dry cleaned. 

The fleecy type of synthetic fabrics 
and garments can be demonstrated 
best to an audience when run through 
a modern dryer. 

Surprising to the audience is the fact 
that dacron slacks after being washed 
and dried are ready to wear, with razor 
edge creases. Orlon, dacron, nylon, 
dynel, acrilon, rayon, acetate, and cot- 
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ton all have their own stories for a 
fashion show, and pretty girls parading 
up and down give them eye appeal. 

Promotion is easy says Mr. Alter, 
because the fashion angle enlists the 
department stores and specialty shops 
selling both material and garments, 
and television and plugs from women’s 
sections of newspapers come along 
with a fashion show. 

Dealers in the Chicago area who are 
putting on these fashion shows of 
fabulous fabrics draw crowds by means 
of door prizes, premiums such as wash 
bags, door to door circularizing, tele- 
phone, direct mail invitations, and 
newspaper ads. End 
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20 Mogazine Ads! 
1500 Posters! 


7325 Newspaper Ads! 
92184 Radio TV Spots! 








































Life « sine ate Post - Look 
Better Homes & Gardens - McCall’s 
, Good Housekeeping - Family Circle - Sunset 
\ 


TIE IN with this 
FULL COLOR PAGE AD 


in LIFE March 15 issue! 


ooitwith LEW YT 


OO ge Be eR AEH World’s Most Wanted Vacuum Cleaner 
era Be wai Also sold through leading Canadian Distributors 
z LEWYT CORPORATION, Vacuum Cleaner Division, Dept. M-4, 84 Broadway, Brooklyn 11, N. Y. 
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Why 


This Free Trial Promotion 





“\ OUR of the five important ele 
hk ments which made this promotion 
a success are pictured at right. 
The fifth was incentive. It was the 
one ingredient which made sure that 
sales people would take advantage of 
the opportunities for sales created by 
all the advertising, the displavs, the 
product training, and the demonstra 
tions. Each saleslady was given a sales 
quota. If she met it she got a prize 
It was as simple as that. 

But that was the final ingredient 
First came the promotional idea. To 
J. J. Ferranti, manager of the house 
wares section of the Louis Pizitz d« 
partment store in Birmingham, Ala., 
it seemed logical that a “let ’em try it, 
maybe they'll buy it” approach to an 
electric housewares campaign would 
get results. 

“We figured that a good promotion 
in small appliances should work out 
profitably in two ways,” says Ferranti. 


“First, by upping sales in electric 
housewares themselves, and second, 


by increasing sales in other depart 
ments through traffic and salesmens’ 
contacts. 

“We called on one of our top brand 
manufacturers, General Electric, to 
help us get it launched. The promo 
tion we decided on was to be a free 
10-day home trial ‘offer on steam and 
electric irons, toasters, mixers, grills, 
waffle irons and other small appli- 
ances. 

Ferranti conferred with W. D. 
Henard, district sales representative 
for General Electric in Birmingham, 
and Henard assisted in mapping out 
the campaign. It was to run six days, 
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Worked 


Monday through Saturday, and the 
following preliminary steps were de 
cided on and put into operation: 


Five Steps To More Sales 


1. Advertising. The promotion was 
launched with a 180-inch ad (seven- 
eighths page) in the Monday morning 
newspaper, followed by the same ad 
in the Monday afternoon paper. On 
Thursday morning, an 80-inch ad 
(three-eighths page) was run in both 
morning and afternoon newspapers. 
All of these ads stressed the free 
10-day home trial offer and advised 
the reader that he could see con 
tinuous demonstrations by factory 
trained experts, that after trying out 
the appliance, he could buy it on 
Pizitz’ liberal credit terms with no 
down payment. 

2. Displays. ‘The store devoted four 
complete outside windows to displays 
featuring electric housewares, a highly 
unusual amount of display space for 
one division of a large department 
store. Cards offering the free home 
trial were placed in the elevators, at 
the many entrances to the big store 
and on the bulletin boards. 
Pennants and decorations were hung 
in the housewares department and 
all sales clerks wore General Electric 
iprons during the promotion. 

3. Demonstrations. ‘Two factory- 
trained demonstrators were lent by 
General Electric for the purpose of 
demonstrating various types of irons 
and portable mixers in the housewares 
department during the entire week of 
the promotion. 

4. Prizes. As an incentive to better 


store’s 








selling, quotas were assigned to the 
salesladies on individual electric house 
wares items and substantial prizes were 
awarded to those who reached these 
quotas. 

5. Kickoff breakfast. All sales per- 
sonnel handling electric housewares, as 
well as appliance buyers, department 
heads, distributor’s representatives and 
others concerned with the promotion, 
were attendants at a “kickoff breakfast” 
before the store opened, as the cam- 
paign started. Henard conducted a 
refresher sales demonstration after the 
breakfast and Ferranti aroused enthu- 
siasm among the sales personnel with 
a sales pep talk. 


No Strings To Offer 


Pizitz placed no conditions on the 
free home trial offer. The customer 
simply came into the store, or tele- 
phoned to make his wants known, and 
after his reliability had been estab- 
lished, the appliance was delivered to 
his home. At the end of 10 days, he 
was free to purchase it or return it to 
the store. 

“We reasoned that the percentage 
of returns would be very small,”’ says 
Ferranti, “because once you get an 
appliance into the customer’s kitchen, 
the chances are good it will stay there, 
particularly so if it has been well 
demonstrated. We always tried to put 
over a thorough demonstration before 
sending the appliance out to the cus- 
tomer. 

“The advertising drew prospects 
into the store, the displays aroused 
their buying interest, and the dem- 
onstrations sold them. The quota 
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prices and the kickoff breakfast got our 
sales personnel into the spirit of the 
promotion and kept them on their 
toes.” 

During the actual campaign, G-E’s 
Henard performed two important 
functions. First, of course, he made 
certain that the store had a plentiful 
supply of small appliances at all times. 
Second, he checked daily on the prog- 
ress of the promotion and, in prefer 
ence to group sales meetings, gave 
individual help to people on the store 
staff who were encountering 
problems. 


sales 


Too Many Customers 


“At a time when many stores were 
experiencing declines in small appli- 
ance sales, we found the promotion 
an excellent stimulant to business,” 
Ferranti declares. “It sold many ap 
pliances outright to customers who 
didn’t want to bother with the free 
trial. But it was the ‘try it and buy 
it’ idea which accounted for the great 
est number of sales. People from all 
over the state either came in, wrote 
in or telephoned for a free trial—so 
many that we had to switch salesladies 
from other sections of the housewares 
department to the small appliance 
section to take care of them.” 

When the week-long campaign was 
over department heads added up the 
totals, revealed only that it had 
achieved “‘a substantial increase” over 
normal business—not only in the elec- 
tric housewares section, but also in 
other departments, a fact Ferranti 
attributes to the considerable traffic 
drawing power of the promotion. 
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PLENTY OF ADS. A big, seven-eighths page ad, plus a three-eighths page, TRAINING. Following a kickoff breakfast for employees, Henard conducted 
both run in two editions, created the splash needed by W. D. Henard, G-E sales refresher sales demonstration for salesladies. The store made sure they would 
representative and Pizitz housewares manager J. J. Ferranti use their knowledge with an offer of prizes for meeting sales quotas 
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DEMONSTRATIONS. Skilled, factory-trained demonstrators were brought into the WINDOW DISPLAYS. Four big windows—more than usually allocated to electric 
store for the campaign, did their job so effectively that many prospects bought housewares—were devoted to displays attracting attention to the ten day free trial 
immediately, didn’t bother taking appliances home on trial. campaign by the big Birmingham, Ala., department store. 


End 
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ADVERTISING, as prepared by manager James Sams and sales manager Irving 
Weil of Quality Appliances, get 40 to 50 home demonstration requests a week. 





DELIVERY of the set is never made after 6 pm (another way of qualifying prospects) 
and usually is made the day following the request. This discourages dead beats. 


They Still Demonstrate TV in the Home 


The old techniques that dealers used when TV was new still work and some 


have been improved, says Quality Appliances of Toledo, Ohio. For example 


a free home trial works better when a salesman calls before the set is delivered 


SK George Walker, co-owner of 
Quality Appliances, 1420 Cherry 
Street, Toledo, Ohio, if he has 

made any changes in TV selling meth- 
ods and he answers, ““Why should I?” 

“Four years ago when television 
first came to Toledo, all the dealers 
did several things to make it sell,” 
Walker points out. “But what they 


didn’t know was they still aren't 
passé. ‘They still work!” 

“We started off with free home 
demonstrations,” says James Sams, 


manager for Walker. “We still will 
take sets out for a free home trial, but 
we always send over a salesman to see 
if the inquiry is really a prospect. 

“Take for example, a person that 
called last night,” he continues. “The 
prospect called about 5:30 and wanted 
a set that evening. He said if he could 
have one, he’d try it out, and call us 
about 9 p.m. and close the deal. He 
couldn’t pay for it right away, but he’d 
make a good down payment. We ex- 
plained that it was near 6 pm, when 
the delivery men go home. But we 
would get it to him. 


Wanted More Time 


“The set was delivered and I went 
over at 9:30,” Sams adds. ““The pros- 
pect started to play around a little— 
he wanted to keep it a few more days, 
and give his wife more chance to look 
it over. I explained that it was his 
agreement that we get one over and 
he’d close the sale. So we pulled the 
set out the next morning. The follow- 
ing evening he came to the store and 
said he was ready to buy. And would 
not be happy unless he had the very 
same set that was in his home. He 
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pulled out a $100 bill and that was it.” 

Quality Appliances have learned that 
they must be firm. It pays off. They 
have many calls on the evenings when 
there is a big fight or sporting event, 
but they will not deliver after 6 p.m. 
(and many calls come after that). If a 
prospect wants a set, they feel they'll 
wait until the next morning. But be- 
fore any set is delivered they make a 
personal call. 

“You can’t just send a set to any- 
body,” Walker points out. “We look 
at their address closely when they call 
in; we can tell a lot about people just 
from that.” 


One Line Helps 


“Having just one line helps toward 
the outside demonstration,” Sams 
points out. “If we carried several 
lines, they might want us to bring 
out first one set, then another. We 
close about 9 out of 10 on the demo 
calls, and we couldn’t if we kept taking 
out one brand, then another.” 

“There are other advantages in hav- 
ing one line,” explains sales manager 
Irvin Weil. “You know your product 
better. We also feel that we have 
one of the most accepted lines. When 
people think of RCA in Toledo, they 
think of Quality Appliances. After we 
have promoted it for so long and so 
often, they can’t help but connect us 
with it, and will come here when they 
want to buy. Of course, the extra co- 
operation you get from the distributor, 
like getting sets when they are tight, 
is an advantage. We sell just RCA, 
and we are never out of models. 

“IT know one thing that helps a lot 
with one line, and we certainly are 





glad when sales are bad—no inventory 
problem,” Weil continues. “We used 
to have two or three lines in the very 
beginning. We had sets on hand that 
couldn’t sell. We know one line bet- 
ter, and we can keep the right number 
of the right models on hand!” 


Still Sell 1,400 Sets 


Quality insists that they don’t miss 
many people because they want to 
see several brands. ‘The prospect may 
ask if he can look at another brand, 
but by pointing up the features of dif- 
ferent models, they soon sell the pros- 
pect. Quality is maintaining a yearly 
volume of about 1400 sets a year. 
They run about two ads a week. One 
in the Friday Toledo Blade and a 
pickup in the Times (owned by the 
same company). In some seasons of 
the year, they advertise four times a 
week. Quality Appliance insists that it 
isn’t the quantity but the quality of 
their ads that pulls leads. 

“We get lots of inquiries over the 
phone,” Sams adds “from people who 
saw our ad. We try to have our sales- 
men average about seven calls a day. 
with seven men, that’s at least 40 calls. 
So we feel the $20,000 to $25,000 a 
year we are spending on advertising is 
pulling good business.” 

Tell What it Will Do 

Quality Appliance has never left a 
set out more than one night. “We 
just tell the people before we come out 
with a set that they will just have to 
believe us that the picture they see 
tonight will be the same tomorrow, 
the next day, and so on,” Weil says. 
“That way, when we bring a set back 
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it is still a new one. 

“We explain that we are bringing a 
new set. In fact, we uncrate it right 
at their home most of the time,” Weil 
continues. “And the main reason why 
we can’t leave it at their home more 
than one night, we tell the customer, 
is that if we take it back we put it on 
the floor and sell it as a new model. 

“When a person calls for a free 
home demo, you usually can tell pretty 
quick if he is sincere,” Weil adds. “If 
they are, it is another customer, and 
we are really just making delivery be- 
fore we close the sale.” 

“Even with 50 percent of our sales 
now involving a trade-in,” says Weil, 
“we have calls for demonstrations. 
They may have another brand and 
would like to see how the RCA set 
will work in their home. We are glad 
to make these calls. They almost al- 
ways result in a sale.” 


Can’t Do Much On Phone 


“You don’t want to do too much 
business on the phone,” Sams points 
out. “If a prospect is interested we 
can find out quickly. The more you 
talk on the phone the farther you get 
away from a sale. 

“Many dealers have given up the 
free home demo as a lost cause,” Sams 
concludes. “We still like it, and we 
are getting as much or more sales as in 
the beginning even with a very high 
saturation. By having just one line we 
also feel that we are doing a better job. 
We always have the sets that are ‘hot’ 
and are not stuck with a lot of old sets. 
The system we use is a better way to 
watch your inventory, and make a 
profit.” End 
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Dustronic is a new appliance that meets a demand as old as the art of 
housekeeping. This unique room air cleaner helps to do away with 
the drudgery of dusting furniture, washing woodwork, laundering 
curtains — virtually eliminates all of the cleaning chores that score 
highest on every housewife’s “most hated” list. 

Independent laboratory tests prove this electronic unit collects 
92% of standardized, fine laboratory test dust. Actual tests in homes 
demonstrate that furniture dusting may be reduced as much as 99%! 


EIGHT MILLION PROSPECTS 


Dustronic provides positive relief for hay fever and dust-allergy victims. 
99% of ragweed pollen is removed from Dustronic-filtered air, offer- 
ing absolute relief to more than 8,000,000 hay fever, dust-allergy and 


DEALERS + DISTRIBUTORS 


electronic portable room 


AIR 
CLEANER 


— for the home appliance market! 


asthma sufferers—all A-1 prospects for Dustronic. Airborne cough 
and sneeze fluids are also collected and destroyed. 


DUSTRONIC’S ELECTRONIC ACTION DOES THE “IMPOSSIBLE” 


A large two-speed fan pulls air into the base of the unit through a 
chemically treated aluminum filter. Microscopic particles which filter 
through this mechanical barrier then pass through a series of 8 
electrostatic plates, which are charged to high voltage by a built-in 
power pack. Electrically charged particles are attracted and held to 
oppositely charged plates; virus, bacteria and fungi are destroyed by 
a germicidal plate coating. Purified air is distributed through perfor- 
ated cabinet top without creating drafts. 

Functional Dustronic units are attractive, too! Handsome, all-metal 
cabinets are finished in Neutral Gray baked-enamel. Lightweight 
(30 pounds) and compactly built to fit into small areas (13” x 16” x 
25”). Easily moved from room to room—no installation required, 
plugs into any 115 volt AC wall outlet. Quiet, inexpensive operation 
costs only as much as a 100 watt bulb. 


Cash-in on this terrific appliance-sales opportunity. Immediate delivery, liberal discounts ... 


RADEX CORPORATION 
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Write for complete information today! 


2076 ELSTON AVE., CHICAGO 14, ILLINOIS 
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COIN METERS being examined by Larry Berlin and Stan Kramer 
make it possible to sell refrigerators to customers who couldn't get 
credit approval for other types financing 


nil.’ 


® . GUL Mats 


Ranges” i il 


LIMITED STOCK of two refrigerator models simplifies the store’s selling problems, 
any dissatisfaction on the part of customers who are anxious to keep up with their neighbors 


and who want a similar model. 


METER PLAN 
Sells Over 200 Refrigerators a Year 


When Ace Furniture, Pittsburgh, Pa., started a meter plan their refrigerator sales doubled— 


prevents 


and they found that payments are more regular than on ordinary time-payment contracts 


COCO NINCE we started using th 
meter plan, our business has 
percent,” 


increased over 50 


says Larry Berlin, co-owner of Ace 
Furniture, 1727 Fifth Avenue, Pitts 
burgh, Pa., “despite the fact that 
credit must be strict, and we refuse 


ibout two-thirds of all the deals we get. 

“We refuse meter credit for only 
two reasons,” Berlin adds. “One, if 
the prospect doesn’t live in a stable 
location. Two, if he hasn’t been on 
his job long enough.” 


Sold 372 With Meter 


“Of the 372 people who bought 
on the meter plan between June, 
1952, when we started it, and the 
end of 1953, about nine out of 10 
wouldn’t pass credit elsewhere,” says 
Stan Kramer, the other partner, “but 
we haven’t had bad luck. Only 12 
were taken back because of poor pay 
ments.” 

Ace Furniture Co. meters 
mainly for new accounts, and puts the 
established or reliable customers on 
finance paper. The store carries most 
of its own paper 


uses 
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Leads for the majority of meter 
sales come from a radio disc jockey 
program. Ace Furniture Co. uses no 


newspaper space at all. However, the 
$150 a week Ace pays for radio advet 


tising brings all the leads that are 
needed. The disc program has a very 
high listenership, and Ace good pros- 
pects. 


Ihe radio pitch gets good ideas,” 
says Kramer, “enough to keep five 
salesmen busy. Our salesmen also 
make the meter collections (they aver- 
age around 30 to 40 a day). But 
after each sale, the salesman goes back 
a week later to be sure the meter is 
all right and that the customer knows 
how to work it properly. After that 
call, he returns every two weeks for 
the meter’s contents.” 

Both Kramer and Berlin believe 
that meter sales are much easier to 
But it is the nght answer to 
their market—where low incomes pre 
vail. Some of their customers work 
as hospital workers—orderlies, nurses 
aides—or as city employees—garbage 
collectors, etc.—and other low paid 
laborers, but they want appliances. 


C le se. 


“These people are as good as any 
prospect,” Berlin points out. ‘lf 
they stack up with their landlord 


and employer, they are okay. But 
you must be tough as to who you 
extend the credit to—we could dou- 
ble our sales if we didn’t screen credit 
applications.” 

Ace Furniture stresses the selling 
point that the meter plan is as cheap 
as buying ice. When a person buy- 
ing on the meter plan doesn’t make 
a down payment, they have to pay off 
the balance in 24 months. Actually, 
Berlin and Kramer like it better if 
there isn’t a balance of more than $380 
and preferably $310 when they start 
the meter plan. 

“The meter is really a form of in- 
surance that you’ll get your money,” 
Savs Kramer. “Sure, sometimes when 
our collector calls the people are just 
‘a little short.’ But they seem to 
realize they are on their honor. They 
know we watch their payment record 
closely, as we call back frequently to 
get our money, whereas in a regular 
finance contract they'd have to come 
to the store to make the payment. 
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“Besides, you have them for a re 
peat sale,” Kramer adds. “When we 
see that they are almost paid up we 
try to sell them another appliance. 
We don’t want to lose the meter, es 
pecially if they are making good pay 
ments. Once they get in the habit 
of putting in 50 cents a day we want 
to take advantage of it. 


No Limit on Payments 


“Many customers will sometimes 
put more than the customary amount 
in,” Kramer continues. “We had one 
lady that we were almost afraid to 
put on credit when she bought a re- 
frigerator. But when we started open- 
ing her meter for the prescribed 
$7.50, we'd get $15, $25, or $30. I 
know we wouldn’t have received that 
much money if we had her on a regu- 
lar finance sale. She told us she just 
dropped in what loose change she 
had from day to day, and didn’t 
realize she’d put that much in. So 
you can see they take meter payments 
very seriously and surprise themselves 
when they quickly can put in more 
than their weekly due bill. 
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METER WORKS perfectly on a refrigerator, sometimes leads customers to deposit 
more than necessary. But used on other appliances it does not have the same 


attraction so.... 





; ‘ a an Ss 
ADDITIONAL PURCHASES (like the one being closed above by Berl 


in) are some- 





times financed by suggesting that the customer leave the meter attached to the 


refrigerator 


\fter starting with meters in June, 
1952, Ace decided to try to work in 
TV when the season came around in 
the fall. It made a few sales, but it has 
some drawbacks. If the set goes on 
the blink, of course, the meter is out 

no money will be put in. On a TV 
sale, it is wiser to put a meter on the 
refrigerator so there is a greater com- 
pulsion to keep depositing money. 


Carry Just One Line 


“A couple of good points to make 
the meter plan successful, we think,” 
Berlin continues, “are to have just one 
line, and feature only two models. 
We stock just one model of the 7.5 
cu. ft. size, and one of the 9.5 cu. ft. 
For instance, at one time we were out 
of the models we normally handle, 
so the distributor sent over a deluxe 
model. Well, when a few of the peo- 
ple who had bought on one floor of 
an apartment found that someone 
upstairs got something that looked 
better for the money, they wanted 
it too. Consequently, we won't sell 
or deliver a refrigerator unless it is 
one of the two models we have been 


selling in the past few years on the 
meter plan. 


Use Coin Box 


Ace doesn’t like the bank-type 
meter other meter-plan dealers have 
used, which permits the customer to 
bring his coin receptacle to the store 
to get the payment counted. Ace Fur- 
niture wants to go into the home. 

“I think it is a good idea to get 
into the home. You can be more 
sociable with the customer,” Kramer 
points out. “In the home you are 
alone with your prospect and can fur- 
ther the sale of some of their other 
appliance needs in a more relaxed 
atmosphere.” 

“I guess the simple, but importanc, 
point about meters,” Berlin concludes, 
“is that it isn’t necessary now to use 
a leader model to get them in the 
store, then try to step them up to 
your profit model. The meter plan 
draws them, and it isn’t hard to show 
them the two models we feature be- 
cause they are about 95 percent sold 
on our appliances when they come to 
the store.” End 
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Motor Distributor 


Says KLIXON Protectors 
Keep Customers Satisfied 


CAMBRIDGE, MASS.: Mr. C. F. Dulsen, owner of the 
Central Electric Co., distributor of electric motors, fans and 
blowers, says it’s satisfaction that brings customers back. 
And the burnout protection given by KLIXON Inherent 
Overheat Protectors is a big aid in building business. 

“A motor with a Klixon Protector will very rarely burnout 


from any cause. Klixons help to keep customers satisfied 
as they prevent burnouts from either locked-rotor or 


overload.” 


Klixon Protectors Reduce 
Service Calls and Repairs by 
Preventing Motor Burnouts 


The Klixon Protectors illustrated keep 
motors in electrical appliances and other 
motor-driven equipment from overheating 
and burning out. Look for equipment with 
Klixon-Protected motors for trouble-free 
motor operation. 


SPENCER THERMOSTAT 
Division of Metals & Controls Corporation 
"504 FOREST STREET, ATTLEBORO, MASS. 
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You and your customers are 


yed 
F ( Wye! _. 


ie classic styling and years-ahead features 


of Hotpoint’s complete refrigerator line, plus 
the incomparable and easily demonstrated 
advantages offered in the Hotpoint food 
freezer line present a food conditioning com- 
bination without equal. If you are interested 
in getting more than just your share of the 


market, let eltbam s Colgvrestelameltisuleltices ame yeleh og 











you how it’s done. 


pints 
Two-Door Combination Refrigerator-Freezer is a modern Ameri- 


can classic—made to withstand the rigorous tests of time. There is absolutely nothing to 
compare with it for convenience, beauty, and quality. Beginning with a model priced 
with the lowest, the Hotpoint Refrigerator line of nine distinctive models includes a 
refrigerator for every need and purse. Automatic defrosting ... true food freezers... 
correct temperature and humidity balance... and all the years-ahead features that are 
exclusively Hotpoint’s make the Hotpoint Refrigerator line the line of least resistance. 


3 
a 





REFRIGERATORS «+ DISHWASHERS DISPOSALLS” »* WATER HEATERS e+ FOOD FREEZERS 
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years ahead with 


Super or Refigerator+ood hrowzo 


SAY 
g f 2 GET SET FOR Hothoints We 


TRADE PARADE PROMOTION 


During the highly competitive period between May 15 and June 30, 
Hotpoint is conducting one of the strongest consumer campaigns ever 
concentrated into a given selling period. It embraces a complete mer- 
chandising activity to get prospects parading into dealers’ stores to 
trade old appliances for new Hotpoint appliances—to trade drudgery 
for modern electric living. 

Newspaper advertising in Sunday supplements with dealer listings, 
local co-op newspaper ads, radio and television commercials on the 
Ozzie and Harriet show, broadside mailers to consumers, giveaways, 
special premiums to build store traffic and point-of-sale displays will all 
be working for you to make this the greatest selling period in your 
business coreer. 

Your Hotpoint distributor has all the particulars. Here's your chance 
to tie in with a promotion destined to make sales history. 


TRAFFIC STOPPING SPECIAL 


Hothoint| Basxerwane oven ser 


A 510.90 VALUE 
FOR $ 4’ 






















has 

















NNAAAN AAAS NAAN SA AAAN ASS 


K 





ANNAAASN 
‘ 


Women will want this piping hot 
premium the moment they see it. 
Sets of five Basketware oven 
dishes with imported hand-woven 
serving baskets, a $10.90 value to 


a 
ea / sell for $4.95, can be secured from 
your Hotpoint distributor as traffic 


builders during the period of 
Hotpoint's Trade Parade 
A“ 
C7 A UNIQUE GIVEAWAY 
This novel salad tong with a dozen other 


uses has been secured by Hotpoint at a very 
nominal cost for your use as a giveaway during the 
Hotpoint Trade Parade. It's all part of the deal. 
Your Hotpoint distributor can give you all the details. 


























4 
Hothointh 17.2 cubic-foot chest-type food 


freezer and the 10.5 cubic-foot upright model are just two 
of a complete line of Hotpoint DeLuxe Food Freezers that 
range in size from 8 cubic feet to 26.1 cubic feet. Incor- 
porating all the newest convenience and efficiency features 
with Hotpoint’s traditional high quality, dependability, and 
beauty, this is the Food Freezer line ideally suited to cash 
in on the rapidly growing Food Freezer market. 





Pacemaker of Progress! 






Sr 
bap 


ee. 
—_—— 


— S Te os: 
AUTOMATIC WASHERS e¢ CLOTHES DRYERS ° AIR CONDITIONERS ° DEHUMIDIFIERS «© CABINETS 
HOTPOINT Co. (A Division of General Electric Company) 5600 West Taylor Street, Chicago 44, Illinois 
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Seven Legal Questions 


reader wrote recently: “For a 
A long time I have been a con- 

stant reader of your legal dis- 
cussions and articles. I have a ‘scrap 
book’ in which I have classified your 
cited higher court decisions and when 
I am confronted with a legal problem 
I simply refer to my book and read 
the law so I will know what to do to 
avoid liability. At different times | 
believe I saved myself much money 
in law suits by referring to my book 
and avoiding legal pitfalls. In one of 
your articles I read where an employe 
can be held liable personally for busi- 
ness deals transacted for his employer. 
How does this apply to me? I am an 
official of an electrical appliance dis- 
tributing corporation. Please give de- 
tails.”’ 

A higher court recently laid down 
this rule: An employe, including a 
corporation official, is personally liable 
for contracts made for his employer: 
(1) if he knowingly makes a false 
written or oral statement or repre- 
sentation of his authority with intent 
to deceive a person who intends to 
transact business with the employer; 
(2) or, if he performs any unlawful 
act with or without authority of the 
employer; (3) or, if he performs a 
damaging or injurious act although 
believing that he had authority, but 
actually has none; (4) or, if he wil- 
fully performs an act which results in 
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When is an employee responsible for contracts made for his employer? 


Can you force a contractor to complete a contracted job? 


When is the use of another firm’s trade-mark an infringement? 


Who loses if you buy a used appliance from someone who doesn’t own it? 


When are you liable for injuries sustained by a “volunteer” worker? 


If you cash an insufficient check that says “paid in full’’—is it? 


What must you get a debtor to do before you can force him to pay a disputed bill? 


By LEO T. PARKER 


Attorney at Law 


damage to any one; (5) or, if he does 
damaging acts outside his scope of 
authority, although while so doing he 
intends to render the employer a 
valuable service; (6) or, if he inten- 
tionally assumes an obligation for the 
employer; (7) or, if he unintention- 
ally but legally assumes an obligation 
while performing services for the em- 
ployer. 


The Employe Gets Blamed 


In the higher court case of Refrig- 
eration Discount Corp. v. Catino, 112 
N. E. (2d) 790, testimony showed 
that: The Refrigeration Discount 
Corp. is engaged in the business of 
financing retail dealers of electrical 
refrigerators, washing machines, gas 
dryers, television sets and other simi- 
lar appliances. This discount corpora- 
tion paid a distributor for several lots 
of electrical merchandise and appli- 
ances which were sold to a retail dealer 
corporation. In other words, the dis- 
count company financed the dealer. 
The dealer agreed to hold the mer- 
chandise on “floor planning” and to 
pay its trust receipts to the discount 
company when the merchandise was 
sold. 

A representative of the Redisco 
called at the dealer’s store and found 
that some of the articles included in 
the trust receipts were missing and 
complained to the president of the 





store that these articles should not 
have been sold unless they had first 
been paid for. He replied that busi- 
ness was poor and promised to remit 
funds to Redisco in about a week, and 
not to sell any more of the trust re- 
ceipt goods until his firm had paid 
the amounts due. Before the dealer- 
ship paid for the goods it made an 
assignment for the benefit of its 
creditors. Since Redisco could not 
recover payment from the dealer, it 
sued its president personally to re- 
cover its financial loss, claiming that 
as president he was personally liable 
for the value of the merchandise he 
had allowed employes to sell without 
first paying Redisco therefor. 

The higher court agreed, and in 
holding Catino, the president, per- 
sonally liable, said: 

“Catino was the president, a di- 
rector, and the general manager of 
the dealer and acted knowingly in 
violation of the terms of the trust re- 
ceipts. He presumably knew the con- 
tents of these receipts which he had 
duly executed in behalf of the dealer. 
It could be found that the disposal of 
the articles by Catino constituted a 
conversion of the plaintiff's property 
for which he could be held personally 
liable even though he was acting as 
the dealer’s general manager and for 
its benefit.” 

Also, the question presented the 
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court was whether another official of 
the corporation dealer could be held 
personally liable. ‘This official’s name 
is Chase, who was the treasurer and 
director of the corporation dealer. He 
held a majority of its capital stock. 
The court said: 

“The remaining question is the 
liability of the defendant Chase. All 
parties engaged in committing a con- 
version of the goods of another may 
be held jointly or severally for the 
wrong.” 

The higher court explained that 
Chase as an officer of the corporation 
dealer does not incur personal liability 
for a civil wrong committed by a cor- 
poration merely by virtue of the office 
which he holds in the corporation. 
On the other hand, the court held, 
if the testimony shows that Chase 
knew that a part of the funds turned 
over to him by Catino came from the 
conversion by the latter of the Re- 
frigerator Discount Corp.’s property, 
and that Chase continued to receive 
these funds without objection Chase 
also would be personally liable to the 
discount company for its financial loss. 


Can't Force Performance 


A reader asked this question: “Can 
a property owner sue and compel a 
contractor to furnish and install elec- 
trical appliances in a building which 
(Continued on page 112) 
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SENSATIONAL... 


SYLVANIA 


iW PORTABLE RADIO PROMOTION 


ot. SKYLARK” 
L Goll “2 FREE GETS 
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The Hottest Promotion 


Ml Clccer the Sine! 


ps THE traffic-builder you’ve been waiting 
for. Yes, it’s the most generous radio pro- 
motion ever offered radio dealers. Any 
dealer promotion effort put forth .. . store 
and window display, radio and newspaper 
advertising . . . is bound to pay off! Sylvania 


has everything you need: the merchandise, OFFER ALL 









| | ALONE! 
OF THE RADIO 
3 FOR THE _—— SUN GLASSES © Famous =" 


the premiums, plus sensational display ma- SKYLARK WOMEN : on that helps 
: ‘< a alias ED FOR amazing lotion tha 
terial and plenty of high-impact full-color THE SYLVANIA E RADIO — tching. Optical The a 50 
national advertising. PERSONAL — d colorful radio. Beatie At 5 95 urn—promotes VALUE 
‘ os 8 c t ve ‘ . 
Your Prospects ... Everybody who likes You offer more than this iebabos anne case your pare li case in- VALUE healthy tan! . FED. TAX INCL. 
the outdoors whether it’s their back-yard or For the price of oe Scone FREE” _- oak cluded! . +--+ °° 


customers can ge 


inati time profits 
perfect combinatio 


the swankiest beach or mountain resort. 
They'll jump at the chance of values like 


this! Who could pass up these offers! TIMED FOR THE VAC 


nfor vacation- 


ATION BUYING SPREE! 


Giant Promotion 
Plans Ready 


NATIONAL MAGAZINE ADS 


Full-color ads in LOOK ... COLLIER’S 
... BETTER HOMES AND GARDENS! 


Combined readership — over 53 million! 


NATIONWIDE TELEVISION 
“BEAT THE CLOCK” starring Bud 


Collyer and Roxanne. In 67 cities — with 
over 19 million viewers! 


POINT-OF-SALE MATERIAL 


OF TH ta RADIO Striking full-color window and floor dis- 





O THE SYLVANIA CATALINA 






eee plays that “scream” for attention. They dis- 
te __3-WAY PORTABLE RADIO ” GRIDDLE GRILL FAMOUS T play the radios AND the premiums! 
. ith America’s best looking AC-DC-Battery P HANDY AND PORTABLE! ARTAN 
set the hightnerforitems FREE OF EXTRA CHARGE! They __Chatcoal firebox. Fries, boil, SUNTAN LOTION DEALER PROMOTIONAL AIDS 
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ae = Ae LUE BUT THAT’S NOT ALL.. 
JUST IN TIME F FED. TAX INCL eee 
OR SPRIN ~ . Sylvania Portable Radios wil! be featured 
G SUMMER PROFIT BOOM! in the national advertising of Tartan Sun 
Tan Lotion . . . also on their billboards, 


counter and store displays. 
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With 4-Way Sales Appeal * rone * 


TRUER 





' 


For Year Round Profits...A Full Line o 


SYLVANIA RADIOS 


SMARTER FINER 
COLORS * STYLING * VALUES 


GREATER 




















Six indoor-outdoor 
colors to sult every 
customer’s preference! 


THE 


“u 
(Y la By 44 


3-WAY 


PORTABLE RADIO 


It’s America’s best looking port- 
able radio with amazing tone and 
power. For demonstrations it can’t 
be beat. For display, its six super- 
smart colors stop everyone, young 
and old. Has a detachable battery 
base which permits its use as a 
handsome table model. Plays either 
upright or on its side. 





Featured in 4 of the 
most popular and famous 
House & Garden colors! 


THE 
Seylark” 
PERSONAL PORTABLE 


When they see it...they’ll 
like it! When they hear it... 
they'll love it! Heat and im- 
pact-resistant moulded plastic 
body. Smart carrying case with 
adjustable strap included. The 
fabulous Battery-Miser can ex- 
tend battery life up to 30%. 
Now with the amazing Pre- 
mium offer ... it’s the most 
amazing buy in portable radio 
history! 
















THE 


““NIGHT LIGHTER” 


featuring dramatic 
PANELESCENT DIALS 


Surely the most sensational and 
colorful radio-clock ever sold. Has 
dials which glow in the dark ... 
a new electric lighting principle. 


MODEL 593 


RADIO-CLOCK 


In a choice of 7 Guild colors, a 
handsome and practical set with 
built-in eye appeal. No set has more 
automatic features. Powerful six- 
tube function chassis and over-size 
speaker. Big dial clock can be read 
across the room ... a real sales 


RADIO CLocKs | 
EXCLUSIVE 











Sings ’em to sleep and wakes them feature! Easy to operate ... easy to 
SA up to their favorite music. Starts demonstrate. Priced for volume 
LES ‘ EATU b e all small appliances plus TV sets. Eight out of ten sales! The price —the 
S demonstrations colors—the styling 





Panelescent is a Sy!vania Trademark tailored for sales! 


can be sure sales! 
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SALES APPEAL 


Both radio-clocks featured in 
7 super-smart guild colors 














“The CHORALIER” 


Console-tone that sells! 








“The SERENADE” 


: Priced for Heavy Sales! 
Seven-tube functions plus 



























oversize 5” speaker which pro- 
duces beautiful tone. Startling 
high performance and power. 
Heat and impact-resistant 
color-moulded plastic cabinet. 
4 smart colors. Matching Vinyl 
carrying strap. 





























‘‘Model 513” 
Beautiful in 7 colors! 


Your customers will pick this 
decorator model for its clean 
lines and colorful styling . . . 
a color for every taste! Dra- 
matically better tone and 
power. Designed to be sold for 
every room in the house! 








Powerful six-tube perform- 
ance, handsome cabinetry at 
an inviting price. Trouble-free 
direct-drive tuner. Choice of 
four smart colors. An unusual 
combination of quality and 
value your customers will go 
for in a big way! 





All 7 colors in Sylvania's 
new radio floor display are 
powerful eye-catchers! 





Form Number AD-425 





CALL YOUR SYLVANIA RADIO DISTRIBUTOR TODAY! 


Printed in U.S.A. 
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PROTECTED BY U.S. 
PATENT ISSUED AND 
OTHER PATENTS 
APPLIED FOR 


“DEERING cloes it AGAIN! 


Ballerinas stay on top by keeping on their toes. Our success, like theirs, is 
due to precision, skill and the desire to excel. 





We've won the applause of thousands with the DEERING Casement 
Window Air Conditioner, first air conditioner custom-designed and patented 
exclusively for casement windows. DEERING excels three ways: 


@ Exclusive, easy-to-install design. Just slide in, hook in, 
plug in. No property damage, no landlord complaints. 


@ Precision engineering assures push-button, round-the- 
clock comfort . . . cooler, cleaner days . . 


. relaxing, quiet 
nights for healthful sleep. 


@ Classic styling in room-complementary swan gray and 
gold brings beauty as well as comfort to homes with case- 
ment windows. 


AIR CONDITIONING IS A SUMMER “MUST” 
DEERING IS THE CASEMENT WINDOW AIR CONDITIONER “FIRST” 
— AND FIRST TO STAY! 


AVAILABLE IN 
1/2-3/4 & 1 HP 
MODELS 
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Name. 


Shere Js Nothing So Endeaung.. ob SH desning 
) 


EXCLUSIVE 
THE ONLY CASEMENT WINDOW AIR CONDITIONERS: 


Designed and patented specifically 
for casement windows. 


. Window frames, muntins and mullions 


remain intact—no cutting, filing, 
sawing, or modification of casement 
window structure. 


. Centrifugal fans on both evaporator 


and condenser (high and low sides) 
for positive air quantity assuring 
highest possible efficiency. 


. Patent applied for apparatus be- 


tween condenser fan scroll and end 
condenser coils for positive moisture 
evaporation under all conditions. 


%. 


10. 


Fits any window opening us small as 
10%” high and 14%” wide. 


. Full line of sizes for casement win- 


dow installations, ¥%2, % and 1 H.P. 


. Does not block out light from full sec- 


tion of casement window. 


. Permits lowering of shade or blinds 


over window from top of window to 
top of air conditioner. 

As easily installed in conventional 
windows. 

Lowest saturation point and highest 
potential of any window type air 
conditioner built today. 


MAIL THIS COUPON TODAY! 


PROFIT IN 1954 FROM THE ONLY “CUSTOM-MADE” ROOM AIR CONDITIONER 





I am interested in a franchise for the DEERING Casement Window Air Conditioner. 
Please print below. 








2 aa 


7 





Position 











HE DEERING AIR CONDITIONING COMPANY 
CINCINNATI 2, OHIO 


ae.” 


069 CELESTIAL STREET 


__Zone____State_ 
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Universal mits (Gemal 


with this sensational 








THIS WEEK 

























MAY 16 


PLYS- 16 NATIONAL ADS r\N 


IN APRIL, MAY AND JUNE 


IN 14 TOP CONSUMER MAGAZINES 


GIFT-TIME 
PROMOTION 


4 BIG ADS IN 
SUNDAY SUPPLEMENTS 


Over 40 million readers . . . customers right in 
your own town will be reading about Coffee- 
matic. These hard-selling ads in the top Sun- 
day papers will be working for you through 
the peak of the big Gift-Time season, May 2 
through June 6. 


HERE’S A BIG, ADDED 


Sols 


$24.95 value 


for only 


THIS BEAUTIFUL 3-PIECE 


MATCHING SERVICE SET 
Made by INTERNATIONAL SILVER CO. 
World’s Largest Silversmiths 


Nothing to stock— Each 10-cup Coffeematic con- 
tains a special offer certificate. Your customer 
just mails it to the factory with a check for $9.95 
and her Service Set will be shipped postpaid. 


The Perfect Gift for Any Occasion 
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customers in the buying mood 


\ 
i 


8-cup : : y : ~ _ 4 j 10-cup 


COFFEEMATIC ‘ 5 COFFEEMATIC 
Medel $9495 “4 am Medel $9995 


Get in on this big EXTRA-PROFIT DEAL! 


] Buy 5 8-cup (4408) Coffeematics at 15°? ach o Buy 5 10-cup (4410) Coffeematics at $19"3 Loch 





Get 1 8-cup (4408) Coffeematic for *13"* Get 1 10-cup (4410) Coffeematic for *157¢ 


Make 38% on the whole deal Make 38% on the whole deal 
when you sell all six when you sell all six 


UNIVERSAL 
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Put wings on your Summer sales 


with this Welek Squadron 


of aerodynamic room coolers! 


Ye af MASTERPIECE OF THE AIR AGE 
An... WELCH A Spe COSMOPOLITAN! 


Smash hit of Chicago Housewares Show! 
Headed for sales leadership in 1954! The 
most unique window fan ever offered. And it 
doubles as a floor circulator. Features pleasing 
aerocurve styling, 3 speed control, vibration- 
free operation. Revolutionary circular fin design 
on front and rear grilles, and patented Welch 
























Patent Pending 


Fabulous performers at modest prices. 
Completely safe—and portable! Smarty 

styled—in mahogany and beige plastic, 

black and clear plastic! 


A BIGGEST VALUE FOR 
THE BUCK—ANYWHERE. .. 


em WELCH > eevee FOUR WINDS! 


Swivel mounted for adjustable air 
flow control. Use anywhere. Safe! 
Protective grille front and back. 
Breaks the heat barrier, and how! 
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aerodynamic louvers, deliver unbelievable air 
propulsion. Designed for quick, effortless “take 
offs'’"—when properly displayed! 


3-IN-ONE VERSATILITY 


Greatest sales-making idea in 
years! Fan, tray and table are 
Separate pieces. Fit a multitude 
of uses. Decorative wrought 
iron stand doubles as snack, 
TV or utility table; folds for 




















3 EXCLUSIVE 6-SPEED REVERSIBLE WINDOW 
FAN. .. WELCH 4 <eor TWINMASTER! 


Delivers up to 3200 cu. ft. of 
cooling air—every minute! 
Quiet as a glider in flight. 
Fits both sash and steel case- 
ment windows. Portable, 
too! A real money-maker! 


5 TRIPLE-DUTY PORTABLE... 
WELCH-7f corsor 20” REVERSIBLE! 


Use as window, floor, table fan. Fits 

all width sash windows. Quiet, vibration 
free, 3 speed control, completely portable. 
Excellent profit-pusher, too! 


Be ready this Summer! Order now! Be 
set to sel] when it’s hot as-you-know-what! For 
all the profit-zooming facts, see your Welch 
Distributor—now! 


WwW. W. WELCH CO. 


CINCINNATI 2, OHIO 


easy storage. Look! Complete 
for only $69.95 retail! 
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Open Display Racks 
Up Record Sales 


CONTINUED ON PAGE 88 


man points out, “it might not be the 
single factor that kept our summer 
business so steady. It was unusually 
good. Much better than past sum- 
mers. We usually get most of our 
business from 7 to 9 p.m. on Monday, 
at the noon hour, and after 3:30 p.m. 
on weekdays. This summer we had a 
nice business at the other hours of the 
day. The complete change around of 
the department was opened in mid- 
September and it helped the fall and 
Christmas sales greatly. 

“We make it an important part of 
our record business, but we don’t 
singly push popular hits,” Miss Wor- 
man adds. “Our record sales are spread 
over the four classes. They are: 38 per- 
cent for hits; 30 percent for popular 
albums; 23-25 percent for classical; 9 
percent for kiddie records. 


PBB BPP PPP PP PPP PPP PPP 


Many electrical appliance dealers 
are smart enough to put together a 
smooth running organization—but few 
are smart enough to leave it alone 
when they get it. 


BBB BPP PPP PPP PPP PPP PPI 


“But it is important to make it a 
record headquarters,” she continues. 
“We don’t sell radios or big record 
players in this part of the store. We 
only have the attachment (players 
that are hooked to a radio) or small 
table top players.” 

Record sales have steadily climbed 
since Miss Worman injected the life- 
blood of careful buying, daily control 
of stock, and display of records. It was 
reported that she orders only a two- 
week supply of records when she buys. 
That way the turnover is about eight 
times yearly on popular albums, about 
four times a year on classical, and a 
complete turnover every month on 
popular singles. The store will not re- 
lease sales figures, but a supplier esti- 
mates the department’s volume to be 
around $200,000 a year. End 





“IF YOU WANT TO FILL THE HOUSE WITH 

MUSIC AND DROWN OUT EVERYBODY'S 

VOICE, WE “_ one. EQUIPMENT 
iT! 
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There’s a 


profitable difference 
in these millions! 


Over 3%4-million families, screened for the BUY on their minds 


it KNOW Better Homes and Gardens as one of 


\merica’s three largest man-woman magazines. 


But more important to you, as an advertiser, is the fact 


that its more than 3*:-million families 
read BH&G with a purpose—to buy 
both the ideas of the editors and the 
products in its advertisements. 

What’s more, these readers have been 
preselected by editorial planning for high 
income, home ownership, and the desire 


to raise living standards even higher. 


They find advice and counsel from cover 











to cover in BH&G — what to do, how to do it, and what to 
buy to do it with. So when you tell them whose to buy 


you're continuing the editorial story. 


That is the “profitable difference.” That 
is why your appliance advertising works 
harder in BH&G—dollar for dollar— 
line for line—page for page. 

With over 3°4-million BUY-minded fami- 
lies, BH&G is your primary medium 


for electrical or gas appliances. 


If gas or electricity makes it work, 
BH&G makes it sell. 


MEREDITH PUBLISHING COMPANY, Des Moines, lowa 








—97.1%. 








BH&G BUYological Briefs 


@ BH&G ranks first among major circulation magazines 
in percent of total circulation within the United States 


inquiries? Up to 61% of all ads solicit inquiries in a 
single issue (Oct. 1952)! 
@ A single ad in BH&G of an electric range manufac- 


@ What better test of a magazine than its power to pull turer pulled over 40,000 inquiries. 



























A Product Line Built and Guaranteed by § | 


Cooling Specialists 


SEVEN NEW MODELS—A completely new line from 4% H. P. Model SOWAC 
to the exclusive new 1% H. P. Window Model ISOWAC. Three % H. P. 
Models from the “Special” for your customers with budget in mind to the 
“Deluxe” with ALL the features . . . both Deluxe and Standard in the 
1 H. P. sizes. 


FULL CAPACITY 1% H. P. MODEL—Especially engineered, this 14% H. P. 
Unit GIVES FULL CAPACITY. It is completely self-contained with no water 
connections . . . installs as easily and quickly as smaller models. A_ real 
sales advantage. 
























° Cc. D. C.—A symbol designed to draw attention to all three components required 
1% H. P. Model ISOWAC for cooling comfort . . **COOLING CAPACITY, DEHUMIDIFICATION and 
CIRCULATION. Only Vornado combines MAXIMUM COOLING, MAXI- 
MUM DEHUMIDIFICATION and VORNADO VORTEX CIRCULATION to 
the greatest degree for superior cooling comfort. 


DELUXE FEATURES — Vornado has ALL the deluxe sales features including push- 
button controls, thermostat, heater, two-speed switch, easy installation, trouble- 
free service, filter, Fashion Academy Award styling, etc., etc. 





The first and only room 1, 
ee ES pllus— VORNADO VORTEX CIRCULATION 


Saap Vornado’s exclusive *‘completely directional” air circulators give complete draft- 
Academy Award shel free circulation with penetration up to 30 feet and ELIMINATE SPOT COOL- 


ING. Let your customers FEEL the terrific advantage this feature offers. 


SV7, | 
bye ¥ I fly 








Remember — Vornado Is Known and Recommended by 





— OVER 6,000,000 SATISFIED USERS 
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America’s Foremost Air Circulator Line 


now— SAMVEW models 


\ j ; ee EE 16 DISTINCTIVE MODELS—The line includes five desk-type circulators, five 
. . F window models, two exhaust fans, two pedestal circulators, a table-top model 
; we e/ / and the new versatile Twin Convertible. 


BEAUTIFUL DESIGN —Vornado’s design and styling revolutionized and set a 
new standard in the fan industry. 


EXCLUSIVE TWIN CONES — Vornado’s patented exclusive twin cones move air 
in a gentle swirling motion for deeper penetration and better circulation. 


DEEP-PITCHED PROPELLER — Engineered with greater “twist” moves more air 
than shallow-pitched blades of the same size. 


VORNADO VORTEX ACTION 


This exclusive feature gives more cooling comfort for dollars invested because 
Vornado moves three times more air, three times faster and three times farther 
than ordinary fans. 


OF VORNADO COOLING APPLIANCES — 
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Z ELECTRIC 
Eimpize HOUSEWARES 


Fully 


Electric 
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3 to 5-Cup 


a geal Wonder They 
Sell So Fast! 


The line that puts your Department on a steady, growing, prof- 
itable basis! Beautifully designed to sell in volume . . . Priced so they 
DO Sell in volume! Be the leader with these EMPIRE Leaders! 


NEW “EMPIRE” Automatic Percolators 


—in distinctive design . .. with the FLAVOR SELECTOR! 
Make YOUR coffee as YOU like it! 
New No. 1961—3 to 5 Cup “ Thrift-O-Matic’’—$9.95 
New No. 1962—Standard 8-Cup—$11.50 


AND—The NEW Chromed Copper 8-Cup exquisitely designed Automatic 


Percolator with ALL these Sales-Building Features: 
@ Fancy Non-Drip Teapot-Style Spout— 
@ Flavor Selector .. . Coffee as YOU like It! ... 


® Signal Light! 
No. 2012—Priced for VOLUME—Only $21.95 
WRITE TODAY—For Catalog & Prices 





Percolators 





> Time and Labor Saver! 
A 


ELECTRIC TABLE GRILL 


Another Fast-Selling 
















teams uP with the _ 
Cup Cotiee-Quickie’ ° — 
Drips”. F & Baby . 
Warmet. Hot irseng re 

al Empire 4u ial =, 

sensational to bring you the 120 sq. in grilling .® ang 
Percolato { profit- 130 sd ngeable heat 
able Sectde asewe oa indicator — removann® ist. 
able Electric Housewares Y indenter - Femove 
can feature! 





ated beauty. with 


The METAL WARE @orgoration 


200 Fifth Avenve 
New York 


TWO RIVERS, WIS. 


Chicago 


Merchandise Mart 


Seven egal Questions 
wk 
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CONTINUED 


under a contract he agreed to install?” 

According to a late higher court 
decision, the answer is no. Recently 
a higher court held that a property 
owner cannot compel a contractor to 
complete a job according to the terms 
of the contract signed by the contrac- 
tor. This court held that a property 
owner's remedy is suing the con- 
tractor for damages. 

lor example, in London Company, 
Inc. v. Stewart, 237 S. W. (2d) 509, 
it was shown that a contractor signed 
a contract for installation of appli- 
ances and equipment in a building. 

In subsequent litigation, the prop- 
erty owner sued the contractor and 
testified that the latter never finished 
the job and the work he did was in- 
ferior in quality of materials. The 
property owner asked the court to 
compel the contractor to complete 
the agreed contract work. 

The higher court held that the 
only remedy for the property owner 
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was a suit against the contractor for 
damages, and said: 

“It is the general rule that con- 
tracts for building construction will 
not be specifically enforced because 
ordinarily damages are an adequate 
remedy and, in part, because of the 
incapacity of the court to superin- 
tend the performance.” 


Law of Trade-Marks 


Modern higher courts consistently 
hold that any new trade-mark is an 
infringement of an old trade-mark, 
if.i€ is likely to confuse the ordinary 
purchaser into believing that he is 
purchasing merchandise manufactured 
and sokd by a seller different from the 
actual seller. The court will grant 
an injunction prohibiting use of an 
infringing trade-mark, and an elec- 
trical dealer so unfortunate as having 
in stock merchandise bearing an in- 
fringing trade-mark cannot sell it. If 

(Continued on page 114) 


WHAT ARE THEY WATCHING? 


Father and son, poised in uneasy absorption on the back row of 


seats at Wills’ Town & Country Store in Indianapolis, are watching 


a laundry clinic and waiting for mother to get through asking ques- 


tions and go home. 


They'll probably wait quite a while, because mother is getting lots 


of answers. She may even get a washer and dryer. These laundry 
clinics sell a lot of them for Millburn Wills, as much as $11,000 
worth in one month. And in the May issue of Electrical Merchan- 
dising you can see how he does it in a picture story by N. Bleecker 


Green. Watch for 


The School that Graduates Laundry Buyers 
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Right now is the time to team up with 
Republic Steel Kitchens! Republic’s big | 
“Most For Your Money” national advertis- 
ing campaign is in full swing. Big full page, 
full color ads give your prospects the facts 
on wise kitchen buying. And they come to 
you for the story on the only line that 
invites comparison! 





Put this hard-selling tie-in package to 
work for you making big, profitable kitchen 
sales. It’s geared closely to Republic’s show- 
down comparison theme, “Most For Your 
Money!” 


Join the Challenge Line Now 


There never was a better time to get your- 
self set to cash in on the big-volume, 
high-profit opportunity with Republic Steel 
Kitchens, the line that’s planned, built and 
pre-sold by one of the world’s largest steel 
companies. A basic Republic Steel Kitchen 
in your display center and this new, modern 
merchandising kit put you in business in a 
big way. In the right way! Ask your distribu- 
tor, or write: Republic Steel Kitchens, 

THIS SALES-BUILDING PACKAGE Republic Steel amar 1012 Belden 
TEAMS YOU UP WITH REPUBLIC’S eat ou 23 Sea 
o as ae ~_ ON 
MOST FOR YOUR MONEY CAMPAIGN Guaranteed by @ 
Good Reaschotping Visit our permanent display in Chicago 
A COMPLETE SELLING KIT Steen? Merchandise Mart—Space 11-116, 11-117 


@ Display Spots * wa Yo Proof ais 

@ Str esman's ers 
PEE AGO: ~ recent suena CABINETS OF STEEL FOR LASTING APPEAL 
and the ““magic-dip” post i @free Renta * gay re! on 
card give prospects the Show- Wallet Offer © Co-cp Newspaper Ads 
down Comparison check-list > @ Magic Post Cards © Broadsides 


that closes sales fast! @ Buy On Proof Folders @ Outdoor Posters 





Produces Big Kitchen Sales for Modern Merchandisers 
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QUIK-VAK 


Canister 
Mode] 888 
with ¢ 2Mplete 


be 
? attach 


It pays to push Cadillac 
the cleaner that pulls in sales! 


Actually, nobody pushes a Cadillac Quik-Vak—neither 
you nor the lady whose household cleaning jobs it handles 
with such amazing efficiency. You display it... 
demonstrate it ... and SHE BUYS, because this 
dirt-hungry Cadillac canister offers every feature she 
wants for fast, thorough cleaning. Namely: 


@ SWIVEL TOP 

@ BEAUTIFUL 2-TONE GREEN FINISH 

© DISPOSABLE DUST BAG 

@ “FLOATING BRUSH” FLOOR NOZZLE . no..EAK 

© OVERSIZE MOTOR— POWERFUL PICKUP FILTER SYSTEM 
 E-Z ROLL DOLLY (Optional Equipment) 


e MOTOR MOUNTED 
IN RUBBER 
Reduces vibration 
and noise 


PLACE ORDERS 
NOW! 


Get set to meet the demand 
reated by national ad- 
vertising in leading 


consumer magatines 


For more than 44 years, sold 


Cc LE ME NTS MFG. co. only by reliable dealers and 


Dept. A., 6650 S$. Narragansett Ave., Chicago 38, Ill. distributors. 
AACA ETRE RE OE EN ERO TTS Re 
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Seven Legal Questions 








he does sell it, he is liable to the 
owner of the trade-mark for heavy 
damages, plus all profits earned on 
sale of the infringing merchandise. 

It is true, of course, that the same 
trade-mark can be used by many dif- 
ferent manufacturers and sellers of 
merchandise in different classifications. 
However, when the present use of a 
trade-mark is likely to confuse the 
buying public, it is an unlawful in- 
fringement. 

Kor example, in Admiral Corp. v. 
Penco, 203 Fed. (2d) 517, it was 
shown that the trade-mark ‘Admiral’ 
has been registered some 35 times 
in the United States Patent Office to 
sellers of a wide variety of goods, in 
different classifications. In other 
words, 35 different manufacturers, 
sellers, and companies have the ex- 
clusive right to use the trade-mark 
“Admiral” on the merchandise they 
sell, and which is in many different 
classifications, as bread, salt, steel, 
tires, paper, pencils, shoes, clothing, 
furniture, hats, typewriters, carpets, 
ote. Cte. 

The Admiral Corp. owns manufac- 
turing plants throughout the United 
States and maintains distributors 
throughout the world. It now manu- 
factures or distributes television sets, 
radio-phonograph combinations, _ra- 
dios, refrigerators, electric ranges, and 
other miscellaneous electrical appli- 
ances and parts. 

Another company, named Penco, 
does not manufacture the products 
it sells, which are electric vacuum 
cleaners, electric sewing machines and 
electric floor polishers. It sells only 
at retail, principally to housewives 
and in homes. For example, the 
Penco’s Company’s sewing machines 
are imported from Japan, where the 
trade-mark “Admiral” is affixed. 

The Admiral Corp. sued the Pen- 
co Co. for trade-mark infringement 
and unfair competition alleging that 
the latter company’s use of the word 
“Admiral” on such electrical appli- 
ances as sewing machines, vacuum 
cleaners, etc. infringed its trade-mark 
““Admiral”’. 

The higher court held that Penco 
Company must stop using the trade- 
mark “Admiral” on its sewing ma- 
chines and vacuum cleaners, saying: 

“The fact that the products are 
not identical does not excuse if they 
are sufficiently similar to make con- 
fusion likely. Both plaintiff (Admiral 
Corporation) and defendant (Penco) 
were marketing usual electrical house- 
hold products. It is not necessary to 
show actual cases of deception or con- 
fusion, since the test is the likelihood 
of such confusion.” 

Further testimony showed that the 
Penco Co. did not use the trade- 
mark “Admiral” for its electric sew- 
ing machines and vacuum cleaners 
until early 1950 or long after the Ad- 
miral Corp. began its world-wide use. 
Before that Penco had used the trade- 
mark “Avalon”. It then adopted the 
mark “Admiral” because, its presi- 
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dent testified: “We thought ‘Ad- 
miral’ was a much nicer name as 
far as we were concerned.” 

In this respect, the court held: 

“The evidence supported findings 
of defendant corporation’s (Penco 
Co.) actual and intended deception 
and confusion of purchasers of sew- 
ing machines and vacuum cleaners 
sold by it with affixed trade-mark Ad- 
miral so as to justify permanent in- 
junction and counsel fees.” 

Therefore, irrespective of testimony 
as to why a company may have had 
good reasons for using and = 
an infringing trade-mark, the infring- 
ing company will be held liable. 


Buying Used Goods is a Risk 


According to a late higher court de- 
cision, a dealer in electrical appliances 
must take heavy chances when pur- 
chasing used appliances. If a dealer 
purchases appliances or equipment 
from a purchaser who is not the law- 
ful owner, the dealer stands to lose 
considerable money, although he 
acted in good faith. 

For example, in Brown v. Thrower, 
256 S. W. (2d) 962, it was shown 
that one Thrower was the owner of 
a refrigerator. Thrower loaned it to 
his wife’s sister and her husband who 
later sold the refrigerator to one 
Brown, a second hand dealer. 

In subsequent litigation, the higher 
court ordered Brown to return the 
refrigerator to Thrower, or pay him 
$189.50, the reasonable value of the 
refrigerator. ‘The court said: 

“Such evidence reveals that ap- 
pellee (Thrower) loaned the item to 
his brother-in-law, Jack D. Smith 
and that Smith sold the same to the 
appellant (Brown) without the per- 
mission or knowledge of appellee. 
The burden is upon the appellant 
(Brown) to defeat the claim of the 
appellee to prove all the facts neces- 
sary to establish this defense. He 
must not only show that he paid a 
valuable consideration in good faith 
and without notice, but it must ap- 
pear that appellee (Thrower) did 
something with the intention of mis- 
leading appellant (Brown) or was 
guilty of some form of negligence 
calculated to produce a deception.” 

This court explained further that 
good title cannot be passed or given 
a purchaser of stolen merchandise, 
or any other goods which are un- 
lawfully taken from the original 
owner. 


A “Volunteer” Collects Damages 


Generally speaking, an employer is 
not liable in damages for injuries sus- 
tained by a person who “volunteers” 
his services. However, according to 
a late higher court decision where as- 
sistance is necessary, authority to per- 
form services is implied by a court. 

For illustration, in Friedman v. 
Huck, 108 N. E. (2d) 680, it was 
shown that a dealer in electrical ap- 
pliances ordered a refrigerator from 
(Continued on page 116) 
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Wma Fans 
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deep, 21’ wide. Housewide use. Cooling 
Output 3850 C.F.M. 


MP525HV-Pedestal—Also available— 
Pedestal Type. Height 64’; extended 84”, 
Width 20’. Diameter of Base 20”. 


MP425HV 
HIGH VELOCITY DYNAFAN 


The perfect choice for medium size 
areas—12” blade. Fully portable. 


20%” high, 102” deep, 19” wide. 
Volume C.F.M. 2950. 


MP325HV —10” Dynafan model. 
Volume C.F.M. 2500. 


MP416— 16’ OSCILLATING FAN 
The ultimate in heavy duty oscillating 
fans. Rugged four pole motor. Quiet 
operation, guaranteed long life. 22” 
high, 132” deep, 18%4”’ wide. Volume 
C.F.M. 1850. 

MP412 —12” oscillating fan. Similar 

in construction to the MP416. Volume 
C.F.M. 1400. 


RHO412-3 
12” OSCILLATING FAN 
The leader in the medium price field 
for trouble-free service, quiet opera- 
tion. Completely adjustable. Can be 
wall-mounted. 16” high, 9'2”’ deep, 
13%” wide. 


MP25—MIMARVEL HAIR DRYER 
An incomparable hair dryer. Provides 
constant stream of cool, tepid or warm 
air with fingertip control. Also air 
sweeps kitchens and smoky rooms. 
9%" high, 11” long, 542” wide. 
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This Mother’s Day, !'m going to 
get Mom a Dominion Deep Fryer and 
Cooker—it’s priced at only $19.50 with 
a detachable washable cord! 


And when ! get married, | hope one 
of my wedding gifts is a beautiful Dominion 
Deep Fryer and Cooker, It’s chrome plated 
with distinctive trim, you know. 


Moral: Don't pass up these two big, profitable selling events. Display and 
promote the Dominion Deep Fryer and Cooker and all other Dominion 
appliances for Mother's Day and June Brides, and for all gift occasions. 


Full Page, Full Color Ad in May HOUSE & GARDEN with these 


Free Sales Tools - makes selling as easy as taking 
’ candy from a baby! 



















Reprints Of Full Page, Four Color 
Ad in May issue Of HOUSE AND GARDEN 


Tie-In Ad Mats For Cooperative 
Advertising 


Colorful 
Point-Of-Purchase 
Display 


ee, +4Catalog 
eee % 
. Sheets 


—— 
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i INSIST ON THE BEST—BUY : Beaver 


$19.95 
TRADE MARK 
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Seven Legal Questions 


————— CONTINUED FROM PAGE 114———— 


a distributor who sent his truck driver, 
without an assistant, to deliver the 
refrigerator to the electrical appliance 
dealer. The latter asked the driver 
to put the refrigerator in a garage at 
the rear of the store, and the driver 
backed his truck up to the garage. 
The driver had no helper, and asked 
the dealer to help take the refrigera- 
tor off the truck. The refrigerator was 
crated, and was about six feet high. 
The driver stood on the ground 
while the dealer got up on the truck 
and at the driver’s request tilted the 
refrigerator. The top of the crate 
became wedged on the top of the 
truck. Then the crate was pulled, 
apparently by the driver, and fell on 
the dealer and hurt him. The crated 
refrigerator was very heavy and the 
dealer’s injuries were severe. The 
dealer sued the distributor for dam- 
ages. 

The higher court held that al- 
though the truck driver was not au- 
thorized to employ assistance yet the 
authority may be implied from at- 
tending circumstances such as where 
assistance to unload the refrigerator 
was necessary and there were not 
enough employes on the truck to per- 
form the work which must then and 
there be performed. The court held 
that the dealer could recover damages 
for the injury. 


When Check is Final Payment 


Considerable discussion has arisen 
from time to time over the legal 
question: “If a debtor gives a cred- 
itor a bank check having a notation 
written thereon that the amount of 
the check is in “full payment” of the 
debt, can the creditor erase or eradi- 
cate this notation and then sue and 
recover a full balance due?” 

According to a late higher court 
decision, the answer is no. 

For illustration, in Employment 
Counsel, Inc. v. Zarek, 112 N. E. 
(2d) 524, the testimony showed 
facts as follows: One Zarek signed a 
contract with an employment agency 
under which he agreed to pay a fee, 
should he obtain employment directly 
or indirectly through the agency's 
service. The latter sent Zarek to the 
Guardian Electric Manufacturing 
Company, which employed him. The 
agency sent Zarek a bill for $800 
which the schedule in the employ- 
ment contract indicated was 10% of 
an annual salary of $8,000. The elec- 
tric company sent the agency a check 
for $500 with a written notation on 
its back that it was “in full payment 
of the claim against Zarek”. The 
check was endorsed by the agency, 
paid and cancelled. However, when 
returned to the electric company the 
statement on the back had been 
crossed out. 

The agency sued Zarek for $300, 
balance due on the contract signed 
by Zarek. 

Although the lower court held that 
Zarek must pay the balance $300 
due, a higher court reversed the ver- 
(Continued on page 118) 
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THE MAINSTAY 
OF YOUR BUSINESS=- 


is a satisfied customer! And it’s easy to keep your customers satisfied 
when you use Packard Electric motors in your product. These 
dependable motors have a world-wide reputation for long life and 


trouble-free operation . . . qualities that aSsure customer satisfaction. 





You benefit in two ways when you standardize your production 
with Packard Electric fractional horsepower motors. First, you 
have the Packard Electric name working for you in gaining cus- 
tomer acceptance. Second, you have the Packard Electric motor 


working for you in gaining customer satisfaction, 


A COMPLETE LINE OF 
RUGGED FRACTIONAL HORSEPOWER APPLIANCE MOTORS 





REG. U.S. PAT. OFF 
TRADE MARK 


Packard Electric Division, General Motors Corporation, Warren, Ohio 
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Seven Legal Questions 


CONTINUED FROM PAGE 116———— 


dict, saying: 

“If plaintiff (agency) was not will- 
ing to accept the check as sent, in 
full payment of the account, it ought 
to have returned it.” 


Must Acknowledge Account 


Recently a higher court held that 
an electrical dealer who has a dis- 
puted account must be very careful 
to have the creditor acknowledge it, 
otherwise he will sustain a financial 
loss. 

For example, in Electric Service 
Co. v. Lithocraft Studios, Inc. 258 
S. W. (2d) 250, the testimony 
showed that The Electric Service Co. 
estimated the cost of certain electrical 
appliances and their installation to 
be $6,000. However, due to changes 
ordered by the purchaser the final 
charge for the work as completed 
was $11,901.04. In May and June 
payments were made on the account 
but in July no payment was received. 
Later the purchaser disputed the bill 
and Electric Service Co. rendered 
the purchaser an itemized account. 
When no further payments were forth- 
coming the Electric Service Co. wrote 
the purchaser, in part, as follows: 

“We now wish to state that unless 
we have your check to cover in full 
by August 10th, it will be necessary for 
us to turn this account over to our 
attorney for any action that he deems 
necessary to collect.” 

After other letters several payments 
were made reducing the account to 
$1,900, and when that sum was fi- 
nally requested the purchaser then 
stated that he would not pay any 
more. It was the purchaser’s conten- 
tion that the account was paid in 
full. However, in view of the above 
letter the higher court held that the 
purchaser had acknowledged the cor- 
rectness of the original account or bill 
of $11,901.04 and must pay the bal- 
ance due of $1,900. The court said: 

“Here we have a situation wherein 
the debtor received a letter with the 
precise amount demanded set out in 
it and the debtor replied by sending a 
payment and expressing regret that it 
could not pay “this account” in full. 
So we have more than mere silence, 
and the letters exchanged were ade- 
quate evidence that the amount de- 
manded was unconditionally acknowl- 


GEO. D. ROPER CORPORATION ¢ Rockford, Illinois edged as due.” 


For comparison, see Kansas City 
Sales Representatives in Principal Distribution Centers Commercial Company v. Kansas City 
Bridge Company, 208 Mo. App. 255. 
Here a debtor received an itemized 
bill and held it, for several weeks with- 
out complaining to the seller that it 
was incorrect or in error. 

In subsequent litigation, the higher 
court held that the debtor must pay 
the full bill, saying: 

“If the party receiving the account 
keeps the same and makes no objec- 
tion within a reasonable time, his 
silence will be construed into acquie- 
scence in its justness, and he will be 
bound by it as if it were a stated 
account.” End 
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Now. SOLDERING — 
MADE TWICE AS EASY! 





















FIRST, the Soldering Aid. 
Now, the NEW CBS-HYTRON 


SOLDER DISPENSER 
makes soldering twice as easy. 


No more tangling with haywire coils 
of solder. Your thumb on knurled con- 
trol wheel of unique Solder Dispenser 
feeds solder . . . retracts it neatly when 
job is done . . . without waste. A one- 
hand tool, Dispenser eliminates time 
out to unroll and straighten solder. 
Holds 72 inches of solder . . . a month’s 
supply. It’s compact ... light . . . con- 
venient ... pencil-like . . . with handy 
pocket clip. Soldering becomes a 
pleasure with this time-and-money 
saver. Servicemen say, ‘““Wouldn’t be 
without it.” 

































HOW TO USE. Your CBS-Hytron Solder Dispenser 
comes ready to use .. . with 20 lengths of 0.050-inch, 
40/60 activated rosin core solder. 


To start: Point Dispenser vertically downward. Shake 


























a length of solder into position... at the same time 

--- APRIL 15 rotating the knurled wheel toward you to begin the 
feed. Roll out an inch of solder and go ahead with the 

THROUGH MAY 31 job. Need more solder? Just rotate the wheel with 


your thumb. When through, turn wheel away from you 
: . to draw unused solder back into Dispenser. 

You can get this complete pack- Seniihitih sem aft Chiat meet: tie sili, -¥ 
i : - aati alae nurled cap of Dispenser unscrews refilling. Your 
age free fro; pril 15 through May 31. Your CBS-Hytron package of 80 specially cut and sealed Refills gives 


ill give youa free Solder Dispenser (loaded with you four months’ supply. Plus the month's supply already 
-BMls) ... and a plastic tube of 80 additional Refills. loaded in the Dispenser. 


to last 5 months. Your new Solder Dispenser is fun to use... a natural 


companion to your Soldering Aid. And your Dispenser 
saves you time and money, too. Get yours today! 











WITH YOUR ORDER FOR CBS-HYTRON TUBES... 
ONLY 75 RECEIVING OR 3 PICTURE TUBE 
Just order 75 CBS-Hytron receiving tubes...or 3 CBS-Hytron 
picture tubes. Your CBS-Hytron distributor will give you this 
valuable, time-and-money saver . . . free. Remember, offer is 
limited to April 15 through May 31. And the unique Solder 
Dispenser and Refills are available only on this special offer. 
ACT NOW! 





CBS-HYTRON Main Office: Danvers, Mass. 











Manufocturers of 


Receiving Tubes Since 1921 A Division of Columbia Broadcasting System, Inc. 


A member of the CBS family: CBS Radio + CBS Television 
Columbia Records, Inc. +» CBS Laboratories » CBS-Columbia + and CBS-Hytron 


RECEIVING TRANSMITTING SPECIAL-PURPOSE TV PICTURE TUBES CRYSTAL DIODES AND TRANSISTORS 
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The good scout who can end this 


knotty problem is you! 





HIS POOR GAL’S at her rope’s ends (like more than 2. Vacuum Drying System preheats air, has highest 7. Lint Trap Safety By-pass prevents clogging if user 
"Fippeages other housewives). As if struggling hourly drying rate, costs less to operate, reduces fails to empty trap. 

and straining to hang the week’s wash isn’t enough, lint accumulation. 8. Outdoor Humidity Vent is easily connected at rear. 
something like this always has to happen. Be a good : 
scout. Make it the end. Sell her an automatic dryer 
with the famous Lovell Drying System. Users report 


it'll save her up to ten hours a week. Use these Lovell 


. New Extra-large Infrared Element has three times 9. Handy Clean-out Duct to remove sand, small 





more heating area, purifies clothes, dries them objects. 
more gently. The Lovell Drying System is 
used in many leading makes of 
tumble-type dryers, both gas 
1. Thermostatic Control: (a) Dial provides for ten ae ' and electric. Lovell Manufactur- 
ee en yr f . Air-cooled Cabinet allows easy access for cleaning. ing Company, Erie, Pa. Also 
degrees of dryness. (b) Automatic shut-off at ae REE makers of famous Lovell Pres- 
desired dryness. . Easy-to-clean Lint Trap. sure Cleansing Wringers. 


America’s newest household blessing {ov 


Drying System features to make your job easier, too. - Easy-to-unload Door is extra large, opens all the 


way. Gives full visibility. 





Drying System 
ELECTRIC and GAS 


(Remind every customer that she can get her wash done quickest with a wringer-washer and automatic dryer—and that the combination costs less than she thinks!) 





Ce 
















BLACKSTONE Dryers 


Blackstone Corp., 
Jamestown, N. Y. 


Models: No. 191 electric and No. 
291 gas. 
Selling Features: No. 191 features 
automatic, selective control of time 
and temperatures to handle all 
types fabrics; quick drying through 
combining radiant heat and vacu- 
um drying system; selective tem- 
perature control dial indicator has 
settings from zero to 190 degs. F.; 
selective drying control has settings 
from zero to 90 degs.; tumble ac- 
tion; perforated drum; 16-in. Hu- 
mid-I-vent at top rear provides 
directional control; easy to reach, 
perforated metal receptacle; 1/6 
h.p. motor; nichrome element; 115- 
230 volts, 3-wire circuit, 4600 
watts; Supernamel baked on ena- 
mel 

Gas model for natural, manufac- 
tured, mixed or Ip gas. 
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GIBSON Ranges 


Gibson Refrigerator Co., 
Greenville, Mich. 


Models: Gibson 1954 range line in- 
cludes 9 models, 6 40-in., a 30-in. 
and two space-saver sizes. 

Selling Features: Two top models 
“H” and “G” feature ‘“Tel-O- 
Matic” automatic control—when 
control button on selector switch 
is pushed for cooking operation 
wanted and timer clock set to hour 
cooking should stop, also for the 
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number of cooking hours, and the 
heat is selected by turning control 
to desired temperature, a_ light 
glows indicating that controls are 
correctly set for automatic starting 
and stopping of cooking operation. 

Double oven model “H” has 2 
Do-All ovens, one banquet and one 
convenience size; “even-heat”’ 
7-speed surface units; Numagic 
ups-a-daisy dual purpose unit con- 
sisting of a 6-qt. Kookall that con- 
verts into a 4th surface unit; Gib- 
Sun-Air ozone lamps for odor-free 
cooking. 

Single oven model “G,” features 
a single Do-All oven; “even-heat”’, 
7-speed surface units; “ups-a-daisy” 
unit and Gib-Sun-Air lamps. 

Single oven Push Button models 
“PF” and “E” have Do-All ovens; 
“Fk” has an ups-a-daisy unit. Single 
oven models “D” and “C” have 
Do-All ovens. 

Gibson 30 model “L” has giant 
super-heat oven, 25 in. wide, 15 in. 
high, and 20 in. deep. 

Spacesaver models A4 and A3 
feature Do-All ovens and have 4 
and 3 Super-speed surface units 
respectively. 








REVCO Freezer 


Revco Co., 
Deerfield, Mich. 


Model: Revco deluxe upright free- 
zer. 

Selling Features: Compact, 15.6 cu. 
ft. capacity, holds up to 546 Ibs. 
food, is 63 in. high, occupies floor 
space 31 in. x 32 in.; designed to 
fit under kitchen cabinets or other 
restricted areas in small homes; 
weighs 288 lbs.; features Revcold 
freezing action with all-aluminum 
coils and walls; coils in 2 fast-freeze 
shelves supplement aluminum coils 
in walls; one non-freezing shelf is 
removable; slide-out basket; 4 
handy storage racks mounted inside 
door; no-drip exterior cabinet; Gla- 
cier blue and gold interior trim; 
baked-on white enamel over Bond- 
erized exterior; chrome handle, 
built-in lock. 
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NORGE Refrigerators 


Norge Div., 

Borg-Warner Corp., 
Merchandise Mart Plaza, 
Chicago, 54, Ill. 


Models: Norge 1954 line includes 
4 models—2 “Customatic” refrig- 
erator-freezer combinations, and 
two 8.2 cu. ft. models. 

Selling Features: Customatics No. 
1180 and 960 are single-door com- 
binations with automatic defrost. 
No. 1180 has 11.13 cu. ft. capacity, 
an 80 Ib. freezer chest; No. 960 
has 9 cu. ft. capacity with a 60 Ib. 
freezer chest. 

Freezer chest in both combina- 
tions are insulated from refrigerator 
section; a food freshener plate auto- 
matically keeps temperatures be- 
tween 38 and 42 degs; balanced 
humidity; Handidor shelves; cross- 
top freezer chests, butter banks and 
Gold anodized aluminum roll-out 
shelves; removable egg nest; twin 
porcelain vegetable bins, a meat 
saver and tall bottle basket are other 
features. 

Jet-D-Frost No. 835 features 
push-button defrost; Deluxe No. 
834 is defrosted manually. Both 
models have a 34-lb. capacity; full- 
width aluminum freezer chest; in- 
sulated frozen storage tray; full- 
width porcelain crisper; roll-out 
shelf; Handidor with egg storage 
shelves and butter bank. 

A special refrigerator No. 734 
with 7.5 cu. ft. capacity is also 
offered to be open-end priced, and 
has a 34 Ib. aluminum freezer chest; 
insulated frozen storage tray and 
full-width porcelain crisper. 

Artic mist color with gold trim 
inner liner of door, throat lining 
and front of freezer compartment 
and crispers; titanium interiors and 
Norgloss baked enamel exteriors; 
chrome-plated Handilatch; Norge 
power king compressor; interior 
recessed light are other features. 
Prices: No. 1180, $388.95; No. 960, 
$349.95; No. 835, $269.95; No. 
834, $239.95. 





ANNA A. NOONE 





THERMADOR Ranges 


Thermador Electric Mfg. Co., 

Los Angeles, 22, Calif. 

Models: ‘Thermador announces 5 
new console ranges. 

Selling Features: Included in line 
are model T40-6, 40-in. double- 
oven, 6-unitrange; 140-5, 40-in. 
single oven 4-unit with duo-cook 
unit; T30-2, 30-in, 4-unit model; 
and two apartment models: 'T-20-4, 
20-in. 4-unit and 20-3, 20-in. 
3-unit model; all models available 
in white porcelain enamel. 

Prices: From $479.95 for 140-6, to 
$159.95 for T20-3. 


THOR Automatic Washer 


Thor Corp., 

2115 S. 54th Ave., 
Chicago, 50, Ill. 
Model; Thor 1954 
washer. 

Selling Features: Automatic fill 
controls amount and temperature 
of water; lengthening of filling 
time compensates for low water 
pressure and is also automatic; 
single dial controls washing time, 
rinsing and spin dry cycle; any 
phase of cycle can be repeated or 
eliminated by adjustment of dial; 
washing time may be set for 1 to 
12 min.; new clutch design pro 
vides slow acceleration to top-spin 
speed; 8-lb. clothes capacity 11 Ib. 
water capacity; 16 in. top opening 
for easy loading; built-in water and 
soap saver available at no extra 
cost; chrome or gold trim. 


automatic 
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ou rather | 


sell the air conditioner that stays 
in the house instead of the one that 
comes back for service? 


You can’t afford to be making service calls when sales calls pay off so much better. So it’s 



















just plain common sense to sell the dependable quality that has made International Har- 


vester famous. 


You have another great sales advantage with International Harvester Air Conditioners 
because they cool more room for less money. Plenty of features to sell, too— giant air-mixing 
chamber, king-size cooling coils, automatic temperature control, no-draft ventilation, pump- 


out operation, and the exclusive “decorator” feature. 


IH Air Conditioners have more than 120 years of manufacturing skill and experience 
built into them. And that’s true of all International Harvester refrigeration products. As an 


IH dealer you have... 


®@ inside and outside, the most completely new line of refrigerators, freezers, 
and air conditioners in America. 


® Facilities for wholesale and retail financing through the International Harves- 
ter Credit Corporation to supplement your local sources. 


® Guaranteed price protection. 


PLUS... Strong, consistent national advertising—Sales-tested local promotions —Complete co-op 


advertising campaigns—Outstanding sales-training program—Merchandising know-how 


of one of the world’s greatest companies. 


International Harvester Company 


180 North Michigan Avenue, Chicago 1, Illinois 
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UNIVERSAL Cleaners 
Landers, Frary & Clark, 
New Britain, Conn. 
Models: Universal 1954 cleaner line 
includes a Super Jet 99, a Deluxe 
tank, a deluxe motor-driven-brush 
cleaner and a hand cleaner 
Selling Features: Super Jet 99 fea 
tures a thread-picking self-cleaning 
nozzle with equalized suction; pile 
combing fingers pick up litter; rub 
ber mounted motor has 735 average 
watt input; weighs 18 lbs.; 2-tone 
grav finish; 65 in. water lift; 20,000 
rpm speed and a 65 cfm air dis 
placement; snap-lock wands caddy 
case holds Serva ‘Tools; easy empt: 
ing and storing; pivots 360 deg. 





Deluxe motor-driven model fea 
tures a suction regulator to prevent 
sealing and dragging small rugs; a 
motor-driven brush, belt is con 
nected with motor; self-aligning 
bearings and self-adjusting spring 
brush tension; dynamically _ bal- 
anced motor ¢ h.p. 

Toe-touch handle control raises 
or lowers to 3 positions; rubber 
pistol grip handle; Day-Glo head- 
light; automatic adjusting rug 
nozzle; “everclean’”’ paper bag; Vi- 
bro brush has 3500 rpm speed; no 
mar bumper; weighs 18 Ibs. 


Universal Deluxe tank cleaner 


features thread picking nozzle; 
floating brush automatically adjusts 
rug thickness; snap-lock 
wands; tubular sleds and a strap 
handle for easy carrying; set of 
Serva-Tools; weighs 16 lbs.; features 
66 in. water lift 

Hand cleaner with motor driven 
brush has Moldarta body; finger tip 
control switch; hard wood handle; 
mar-guard bumper; weighs 5 lbs, 
brush speed 5000 rpm; blue finish. 


to any 
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ENTERPRISE Range 


Phillips & Buttorff Mfg. Co., 
Nashville, 3, Tenn. 

Model: New 30-in. model has been 
added to Enterprise 1954 line. 
Selling Features: Oversize 24-in. 
wide oven available in standard and 
deluxe styles; new chrome lamp 
shade and backguard panel; sweat- 
proof double-glass oven door panel; 
automatic clock-controlled oven 
with inside lighting; top unit pilot 
signal; Monotube top burners; | 
giant, 3 standard; 7-speed reversible 
switches; smokeless broiler; 1-piece 
chassis in vitreous porcelain enamel; 
fiberglas insulation; Titanium acid 
resistant white porcelain enamel ex- 
terior. 
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HAMILTON 
Washer-Dryer Set 

Hamilton Mfg. Co., 
Two Rivers, Wis. 
Device: A new __ budget-priced 
matched washer and dryer set 
known as “200” series has been 
idded to Hamilton 1954 line. 
Selling Features: “200” series dryer 
has an abbreviated alummum es 
cutcheon with maroon trim on con 
trol panel; features a solid positive 
catch dryer door; available in gas o1 
electric; carrier current air circula 
tion clothes drying system cradles 
clothes in gently moving stream of 
warm air; zinc coated, satin-smooth 
steel drum with 3 baffles slanted to 
assure tumbling of small items. 
Other features include calibrated 
Fabri-Dial temperature control 
which automatically selects correct 
heat temperature for any fabric in 
cluding synthetics; timer permits 
130 mins. drying time for special 
items like pillows, shag rugs etc; 
double-pass line control located in 
front of dryer; exhaust passes 
through lint trap twice for maxi 
mum efficiency. 

Automatic Hamilton “230” 
washer matches 200 series dryer 
with identical aluminum escutch- 





eon control panel trimmed in ma- 
roon; Selecta-Cycle control prog- 
resses automatically through wash, 
rinse, spin cycles in 324 min and 
can be shortened, lengthened, 
skipped or repeated as desired; 
partial water fill, automatic water 
temperature control are other fea- 
tures; white baked enamel cabinet 
with porcelain top. 

Other features include 5 rinses; 
non-metallic agitator, 16 in. diam. 
oscillates 52 times per min.; gray 
porcelain tub holds 9 Ibs clothes 
and 11 gal. water. 

A safti-matic reset control guards 
against unbalanced loads. 

Prices: Gas dryer, $259.95; electric 
dryer, $199.95; automatic washer, 
$269.95. 





MAJESTIC Washers 


Majestic Major Appliances, Div. 
The Wilcox-Gay Corp., 

79 Washington St., 

Brooklyn, 1, N. Y. 


Models: 3 standard wringer wash- 
ers and a semi-automatic wringer 
washer. 

Selling Features: Standard washers 
MWR-1 and 11 (with and without 
pump) features 6-position wringer 
with adjustable roll pressure; auto 
gear shift control operates sterilator 
with flick of wrist; finger flick pump 
control; white porcelain enamel 
tub; baked enamel finished metal 
parts; full power direct drive; 1-4 
in. diam. wringer rolls. 

MWR-2 and MWR-12 (with 
and without pump) has 9 Ib. capac- 
ity; 6 position wringers; full-skirted 
styling; Bakelite triple vaned sterili- 
lator: auto gear shift control; white 
porcelain tub; select-a-matic pres- 
sure wringer. 

MWR-3 and 13 (with and with- 
out pump) deluxe single speed 
washer has Control-O-Roll wringer; 
full skirt style; Select-a-matic pres- 
sure indicator; friction-type Kwik- 
pump; white porcelain tub; auto- 
gear shift control Bakelite Steril- 
ator. 

MWR-4 and MWR-14 (with 
ind without pump)  semi-auto- 
matic, 2-speed washer; 2-speed ac- 
tion for normal fabrics and a slower 
wash action for delicate fabrics; 9 
lb. porcelain tub has 21 gal. water 
capacity; triple vane sterilator; Con- 
trol-A-Roll wringer; automatic 
timer; panel control has on and 
off switches. 

All machines powered by 4 h.p. 
permanently lubricated motors. 
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ORLEY Freezers 


Orley Corp., 
Detroit, Mich. 


Models: Orley 1954 home freezer 
line includes + models. 

Selling Features: Upright models 
have 15 and 22 cu. ft. capacity, 
feature Insto-freeze shelves with 
juice bar, warning light and adjust 
able control. 

Chest models have 15 and 21 cu. 
ft. capacity; grille opening at front 
for easy access to adjustable control 
and easy cleaning of condenser; 
self-regulating refrigerated wall in 
Insto-freeze compartment permits 
its use as a sharp freezing as well 
as storage compartment; warning 
and interior lights; sealed compres 
sor; Fiberglas insulation; all alu 
minum interior; sliding baskets with 
movable and removable dividers 





KINGSTON Cleaners 


Douglas Mfg. Div., 
Kingston Products Corp., 
Bronson, Mich. 


Models: Kingston Deluxe canister 
No. 6640, and tank models No. 
6621 and No. 4. 

Selling Features: Canister model 
features floating brush action that 
adjusts to fit rug; hinged cover; 
swivel top; extra large dust bag; 
motor mounted and sealed in rub- 
ber; foot-operated switch; operates 
on 110-120 volts a.c. or d.c. At- 
tachments include hose, 2 wands, 
crevice nozzle, demother, floor and 
wall brush; upholstery tool; dust- 
ing brush; sprayer assembly; acces- 
sory kit. 

Model No. 4, and No. 6621 
tank type cleaner has extra large 
dust bag; motor mounted and seal- 
ed in rubber; foot operated switch; 
removable filter. Accessories in- 
clude hose and swivel coupling: 
dusting brush; upholstery nozzle; 
floor and wall brush; sprayer, moth 
crystals, demother, crevice nozzle 
and 2 extension wands. 

No. 6621 has an angle-set inlet 
hose coupling that allows easier op- 
eration. 


1954—ELECTRICAL MERCHANDISING 
























America’s most beautiful 
coffee maker 


« Presto 


Autoutatic 


Coffee Maker 


Pethect Cofhee-twice as fast 


Compare Presto feature for feature 
with any coffee maker! 





A ‘Wy. 


Your conclusion in less than two minutes time.. .““PRESTO 
IS THE COFFEE MAKER WITH A FAST MOVING VOLUME FOR 
ME!” Smart design and “Silversmith” finish are really 
outstanding! Basket and cover are one removable unit 
that separates with a mere twist. And for coffee as you 
like it . . . simply slide the Flavor Control to the setting 
you want. Separate heating units and separate thermo- 
stats. Presto uses temperature instead of time to control 
coffee’s flavor and strength. Presto brews perfect coffee 
everytime . . . whether you use hot or cold water. Now 
priced . . . to be COMPETITION! 


Brilliant Lok-Tite Cover Exclusive 
“Silversmith” Finish Basket Assembly Flavor Control 


E> 





\ 





7 


, 

















99 


Fair Trade 
List Price 
Fed. Tax inci. 


ASK YOUR DISTRIBUTOR NOW ABOUT THE POWER 
PACKED LOCAL IMPACT PROMOTION THAT WILL HIT 
YOUR CITY APRIL 25 AND REGULARLY THEREAFTER 
...YOU'LL GET 50% MORE IN '54 
WITH PRESTO 


best advertised Dreslo 


PRODUCTS 


Presto 


best known - best buy! 





Write Presto for FREE hard-hitting point-of-sale displays to help you SELL! 
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Only G.E. offers you this portable demon- 
stration booth for room air conditioners! 


Here’s a General Electric sales idea that knocks the spots off anything 
you’ve seen to date! It’s the 1954 G-E Combination Display Stand and 
Demonstration Booth—and here’s how it sells: 


Booth permits you to demonstrate the great comfort and the many 
advanced features of G-E Room Air Conditioning—right in your store! 


By entering the cool booth from the warm, outside air, the customer 
instantly discovers the cooling effectiveness of a G-E Room Air Con- 
ditioner far more vividly than words can describe! 


A vinyl plastic tent, 4 feet square and 7 feet high, it fits any place in 
your store. Doubles as an effective window display, or as a sure-fire, 
sidewalk “‘traffic-stopper”’! 





Attractive display stand inside the booth shows how the various G-E 
models will look when installed in the home! 


ROOM AIR 
CONDITIONERS 


This year G.E. gives you more than anybody! 


In 1954 G.E. leads the way with the finest, most complete line of room 
air conditioners ever engineered, with the features and looks customers 
want, 


G.E. is backing this line with the most powerful room air condi- 
tioner advertising ever! It includes powerful single- and double-page 
ads in LIFE—hard selling ads in daily newspapers—and full com- 
mercials on the national nighttime television show, “‘I Married Joan.” 
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See your G-E distributor 


for a very special deal on this great 1954 G-E Combination Display Stand and 
Demonstration Booth. Order today and plan to sell G-E Room Air Conditioners 
faster than you ever thought possible. General Electric Company, Appliance Park, 
Louisville, Kentucky. 


This year, sell G-E “‘Comfort-Conditioned Air’’! 


GENERAL ELECTRIC 
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Here’s a sure-fire way 


tos 


>» 





ell Electric Ranges! 
AY » 


3 & a 








CAN YOU MAKE THESE 
DEMONSTRATIONS? 





@ Put A Stop-Watch On 
The Speed of The Sur- 


face Element \ 

& 
@ Light A Match On The 
Element KG 5 


e Demonstrate From 


“4 } Cold To Full Heat—Red 
2 fs Hot In 26 Seconds 


e@ Demonstrate Speed— 
Match Will Ignite In 10 


ad al Seconds 


@ Melt Butter Instantly In 


Frying Pan YS 


® Set The Knob At Any YY 
And Every Position > 


@ Demonstrate Short 
Order Cooking—Butter 
Starts To Melt In 14 
Seconds 


@ Demonstrate Infinite 
Control—Even Heat At 
Any Level, Any Setting 


YOU CAN MAKE THESE DEMONSTRATIONS 


..+ AND MAKE MORE SALES! 


if The Line Of Ranges You Carry Is Equipped 
With Proctor’s Model 504 Electric Switch 


Here’s An Electric Range Feature 
That’s Unequalled for SPEED—for 
Infinite CONTROL—And for 


CUSTOMER ENTHUSIASM 


Tell Your Manufacturer How Important This 
Selling Feature Is To You. He'll Listen! 


PROCTOR 


«xt pPPL ANCE N 


+ 
“ AME You can 
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Equipment Division 

PROCTOR ELECTRIC CO. 
3rd Street and Hunting Park Ave. 
Philadelphia 40, Pa. 


| 
} 





| 








VICTOR Freezers 


Victor Products Corp., 

901 Pope Ave., 

Hagerstown, Md. 

Model: Victor Pedal-Dor upright 
quickfreezers No. VUQ-150 and 
VUQ-190. 

Selling Features: No. VUQ-150 
holds 510 Ibs. frozen food in about 
4 sq. yd. floor space; 4-surface re- 
frigerated Quickfreezer compart- 
ment refrigerated on 4 sides will 
freeze 51 Ibs. food a day or store 
164 lbs.; 3 wire shelves, removable; 
automatic temperature control; vis- 
ible Guard-A-Lite alarm; white 
baked enamel gold and blue trim 
polystyrene door push plate. 

No. VUQ 190 holds 650 Ibs. 
frozen food in less than 1 sq. yds 
floor space; Quickfreezer compart- 
ment freezers up to 65 Ibs. per day 
or stores up to 200 Ibs.; Fiberglas 
insulated interior door is of em- 
bossed Texolite with specially de- 
signed basket rack for leftovers; 
vinyl plastic door gasket; blue 
throat liner; automatic temperature 
control; visible Guard-A-Lite. 

Both models feature Pedal-Dor— 
a touch of toe and spring-balanced, 
Fiberglas insulated door swings 
open freeing both hands. 


; 


et 


UNIVERSAL Polisher 


Landers, Frary & Clark, 

New Britain, Conn. 

Device: Universal floor polisher. 
Selling Features: Polishes, waxes, 
buffs and scrubs; designed to do a 
complete waxing operation; weighs 
16 Ibs.; die cast alloy housing; gray 
finish; a.c.-d.c. motor; self lubricat- 
ing bearings; brush speed 1000 rpm; 
brush path 12-in.; sanding and re- 
conditioning kit with 2 holders, 1 
wrench, + steel wool pads, 6 me- 
dium and 6 fine sandpaper discs at 
extra cost. 





PRODUCTS 





THOR Dryer 
Thor Corp., 
2115 S. 54th Ave., 
Chicago, 50, Ill. 
Model: Thor 1954 automatic dryer. 
Selling Features: Single dial opera- 
tion—starts drying action, deter- 
mines drying time and automatic- 
ally shuts off machine when clothes 
have reached desired dryness; 
“Selecto-Dry” control makes it pos- 
sible to get clothes “extra-damp” 
for ironer ironing, “damp-dry” fos 
the hand iron and “full dry” for 
folding and storage. A vacuum 
system, a large, high-speed fan that 
draws 90 cfm hot air through 
clothes eliminates need for seals. 








MAJESTIC Dryer 


Majestic Major Appliances, Div. 

The Wilcox-Gay Corp., 

79 Washington St., 

Brooklyn, 1, N. Y. 

Device: Majestic dryer MAD 50. 
Selling Features: Has 16 Ibs. wet 
clothes capacity; perforated steel 
drum with vanes for gentle flufing 
action; 25-in. diam; 48 rpm; tem- 
peratures range 160 to 185 degs.; 
Robert Shaw thermostat; Lovell 
sun arc element, 4500 watts, 230 
volts; suction type air circulation; 
front opening 16-in. diam; auto- 
matic safety reset; automatically 
resets itself when cool; white de- 
luxe enamel finish; Sun-Sweet ger- 
micidal element. 


SUPERSTONE Water Heaters 


R. D. Spickler Co., 

Mamaroneck, N. Y. 

Models: 4 “Crusader” Superstone 
water heaters. 

Features: Ceramic type lining in- 
sures against rust and corrosion; 
automatic upper and lower thermo- 
stats; chromolox elements; 3-in. 
Fiberglas insulation; copper fittings; 
capacities from 52 to 180 gal.; 
square, enamel cabinet. 
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if you're looking for an automatic 


laundry to meet competition... 








































With a full range of 


famous Hamilton features 


Pe eel Handsome new original design 











And a name women know 








and trust 


Everyone should have one thing straight by now—price alone 
isn’t enough! You need an appealing price, but you need 
appealing value, too. What’s the answer? Hamilton ‘200’ — 
loaded with sales features, backed by a famous name and designed 
for profitable promotion right now! 


the folks who made automatic washdays posible 





HAMILTON MANUFACTURING COMPANY © TWO RIVERS, WISCONSIN 
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+<* Five stars for your 
oan GE BEST 





Famous G-E 2-in-1 Radio! 


@ Super-versatility is its strong point—outdoors it’s a portable, indoors 
a table model! Plays upright or on its side...on long-life battery, AC or 
DC, Battery saver switch gives extra hours of listening enjoyment. Choice 
of Campus Green, Pennant Red or Stadium Gray—all at same low price. 
Model 630 above. Only $39.95* (less batteries) 





“« New G-E Tripmate... biggest voice of 


any personal portable ever! 


@ What an opportunity to move in on the personal portable market! 
Low-priced, but high quality—new ’54 G-E model has a speaker that’s 
16% bigger than any—33% bigger than most! Battery saver switch adds 
hours of listening pleasure. Compact, light—customers will pick it as 
their perfect travel companion. Ask your G-E distributor about smart, 
sporty carrying cases...an extra powerful selling feature! G-E TRIP- 
MATE comes in college-approved shades of gray, red or green...one 
low price. Model 620 above. Only $29.95* (less batteries) 


2 e. ...with radio’s brightest 
G-E Dial-Beam Radio selling feature! 
@ Show customers how traveling dial light automatically illuminates 


dial when tuning. Show ’em this sure-fire seller’s phono-jack. Mahogany 
or Persian Red...at same low price. Model 427 left. Only $26.95* 















rons GENERAL @@) ELECTRIC 
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biqgest gift promotion ! | 


-CELLER RADIOS 


n nAyl | 
pATHERS ep INGS! anon 


G-E RADIOS NOW “CAMPUS- APPROVED" 
BY BIGGEST YOUTH MARKET EVER! 


URVEYS show that 3,168,000 young people between the ages 
S of 15 and 24...want and expect to buy a new radio in the 
near future. General Electric gives you a tremendous opportunity 
to get a chunk of this market. G-E Radios were 
gift-okayed and picked as favorites for style, color 
and performance by nationwide Gilbert Youth 
Survey of high schools and colleges. 












AG 54 We! 


GUARANTEED st 
ORE TRA 
AT NO COST 0 Your a 


HOUDAY WV HOLLWOOD" 
PROMOTION! 


ational] “ 


-..im i 
Contest Entry Blanka 


t thei 
t Names and addresses 


AN 
Grand Pr; LOOK WHAT THEY GET 
in Holl nize Winners... Th rit1; : 
the tigi trip for four! + 
Pear on nan eunning Fifth 
























Nothing-to-buy 
ately they flood 


$-7, 
pry? Tes, 
_ es 





«(1LBERT 
YOUTH STYLE 
‘ 

G SURVEY ry 


a, ) 
Us. apv® 



















General Electric Co., Radio & TV Dept., Syracuse N. Y, 
that’s all! 









fun-packed “ 
Holid 
Winners Meet, dine ew 























ners. . 9G 
Sets... ’ 
and 90 G.F Clock-Radios! 


LOOK WHAT yoy 





















G-E Clock-Radio ...the world’s most useful radio! 


@ Still holding its lead as the most popular clock-radio on the mar- J light your store as GE Hoe line... hig” 
ket. Nearly 3,000,000 G-E Clock-Radios now in use in America’s homes. Tell Call your G 

your customers how it will wake them to music, lull them to sleep, then shut bl -E Distr, ibutor f 
itself off. Turns appliances on or off, automatically. Choice of mahogany, ivory, an and ¢o or Contest 
red or white...at same low price. Model 546 above. Only $39.95* mplete details! 








*Prices subject to change without notice. Slightly bigher West and South, ee Ce ee 


ws 






- 
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AIR KING Fan-Mobile 


Berns Mfg. Corp., 

3050 N. Rockwell St., 

Chicago, 18, Ill. 

Device: Berns Air King Fan-Mobile 
redesigned for 1954. 

Selling Features: Features a fan 
housing easily removable by loosen- 
ing 2 side knobs so it can be used 
without pedestal on floor, table etc; 
adjustable to a full 180 degs. up or 
down; it can also be raised or low- 
ered from 22 to 37 in.; can be used 
for exhaust or intake; has a 16-in. 
blade with 3-speed operation; stec] 
chrome grille, ivory housing. 
Price: $74.95 








DAYTON Fans 


Dayton Electric Mfg. Co., 
Chicago, 12, Ill. 


Models: Dayton 18 in. 
mobile fan and Dayton 20 in. 2 
speed window ventilator. 

Selling Features: Dayton 15-in. 
mobile fan provides portable on- 
the-spot comfort; can be used any- 
where in home, store, office for 
direct cooling, no-draft air circula- 
tion with head upward, or placed 
at window to exhaust; 18-in. fan 
blade delivers 2400/16000/1200 
cfm; 3-speed switch; chromed 
guard mounts; swivels 180 degs; 
48-in. stand in tubular steel, green 
Hammerloid enamel; 2. rubber 
wheels; weighs 31 Ibs. 


3-spec d 





Dayton window ventilator has 2- 


speed motor; fits in 30 to 39 in. 
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NEW PRODUCTS 1: 


windows; exhausts 3000 or 1540 
cfm; quiet 20-in. blade; 1500/1000 
rpm motor; 22 in. high x 30 in. 
wide; rolled-edge steel panels ex- 
tends to 39 in. ivory finish; 
chromed guard; weighs 29 lbs. 





INTERNATIONAL Window 


Fan 


International Oil Burner Co., 
3800 Park Ave., 
St. Louis, 10, Mo. 


Device: International 20-in. revers- 
ible window fan No. RS-20. 
Selling Features: Special swing 
around mounting permits focusing 
air stream in any direction from 
zero to 180 degs; entire fan cabinet 
can be pivoted from inward position 
to outward exhaust without remov- 
ing unit or window screen; both 
sides are protected by grilles; three 
20-in. cloverleaf blades are driven 
by 1/10 h.p. 2-speed motor moy 
ing 3500 cfm at high speed and 
2500 cfm at low. 224 in. high, 24 
in. wide; expendable metal wings; 
no special fittings, permit easy in 
stallation in windows up to 44 in. 
wide; ivory baked-on enamel finish. 
Price $65. 





FRIGID Window Fan 


Frigid Inc., 
128-168 32nd St., 
Brooklyn, 32, N. Y. 


Model: Frigid electro-control push- 
button window fan No. WR-20-N. 
Selling Features: Cools, heats, ven- 
tilates; electro-control automatic 
push-buttons; reversibly controls 
fan at fingertips—push a button and 
the fan exhausts stale air; push a 
button and it takes in outside air; 
20-in. aluminum propellers; 6 quiet 
speeds—3 exhaust and 3 intake; 
1100-900 and 700 rpm; adjustable 
to windows from 28 to 54 in. wide; 
displaces 3520 cfm. 





VIKING Window Fan 


Viking Air Conditioning Div., 
The National Radiator Co., 
5601 Walworth Ave., 
Cleveland, 2, O. 


Device: 1954. Viking “955” win 
dow fan. 

Selling Features: Powered by 2- 
speed electrically reversible motor 
that exhausts air or draws fresh air 
in at touch of pushbutton controls 
in front of cabinet; electrically re- 
versible motor; + big 22-in. diam 
blades draw in 2000 cfm and ex- 
hausts 3500 cfm; may be operated 
manually; optional automatic timer 
may be installed to turn fan off 
after house is cooled; timer operates 
from 3 to 12 hrs; seafoam blue 
baked enamel finish. 





LAU Fans 


The Lau Blower Co., 

Dayton, 7, Ohio 

Device: Lau casement window fan 
No. 1252-1254. 

Selling Features: May be hung on 
support bar in front of screen, win- 
dows can be opened or closed with- 
out removing fan; 3-speed motor 
moves 1200 cfm at high, 1040 cfm 
at medium, and 680 cfm at low; 
reversible—pulls cool air in or ex- 
hausts stale air; weighs 18 Ibs.; 
carrying handle and _fingerproof 
guards; uses two 12-in. fans clipped 
together; may be used with adjust- 
able metal spacer panels or with 
‘Tilta-Breez”’ easel stands or “Porta- 
Breez” pedestal stands on wheels. 
A larger model with 16-in. blades 
(1652-1654) and a 20-in. model 
(205202054) for sash-type windows 
is also available; all models finished 
in green baked enamel and have 
115-volt, 60 cycle a.c. motors. 
Prices: 12-in. model, $39.95; 16-in., 
$49.95 and 20-in. $59.95. 
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REED Fans 


Reed Unit-Fans Inc., 
1001 St. Charles Ave., 
New Orleans, La. 


Models: 1954 Wind-O-Vent fans. 
Selling Features: Line includes 3 
RTS Port-O-Vent portables, a new 
RDD 20-in.; a RVU attic fan, and 
3 RTS reversible, window models. 

RTS Port-O-Vent fans are avail 
able in 22, 26 and 30-in. sizes; 
2-speed reversible; can be moved 
to any location on hard-rubber 
swivel casters; close-mesh metal 
grilles on both sides. 

RDD, 2-speed, direct drive, 20 
in. fans for apartment, bedroom 
or kitchen; safety grille. 

RVU-36N attic fan for narrow 
hallways, low pitched roof installa- 
tions—designed specifically for use 
as a lay-down type attic fan; sizes 
range from 24 to 48 in. with cor- 
responding range of cfm ratings. 

RTS Wind-O-Vent. 2-speed, re- 
versible available in 22, 26 and 30 
in. sizes; expansion panels on each 
side of case assure accurate fit. 





STEWART Multi-Vent Fan 


Stewart Mfg. Co., Inc., 
318-X East, 
St. Joseph, Ind. 


Device: Stewart-Kitchen-Aire’s 3- 
speed ventilating fan KA-17. 
Selling Features: Does 3 jobs with 
one fan—multi-vent home ventila- 
tion may be secured in any of 3 
room combinations—kitchen, bath- 
room and laundry, etc.—with one 
interior grille placed in wall, ceiling 
or hood above kitchen cooking 
range, a second vent over wall 
oven in kitchen and a third in 
bathroom—or hot air may be re- 
moved from attic, smoke and stale 
air from gameroom and moisture 
from utility room, laundry or base- 
ment. 

Weatherproof aluminum hous- 
ing; fan pulls from outside; 7-in. 
round ducting leads to grilles inside 
home; adjustable diffuser grilles 
may be substituted for second and 
third interior grilles as required by 
varying ventilating needs in differ- 
ent parts of house; 3-speed fan 
provides variations for different 
seasons; 800 cfm high, 400 cfm 
middle and 200 cfm at low. 
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It takes a CORY to make folks ‘coffee happy: ..and 
only CORY has 
a complete line 
of coffee brewers: 





America's Finest CORY AUTOMATICS, $29.95 up 
Cory Automatic Coffee Brewers in both stainless steel 
World's most luxurious coffee brewer! The gift su- and featherweight models . . . make perfect coffee 
preme. Beautiful stainless steel body, 24-karat gold- every time—keep coffee hot 'til desired—all avto- 
plated base, handsome raffia style handle! 4-9 cup. matically! 4-8 cup. Popular bridal, birthday gifts. 


New, Different CORY PERC... $6.95 Fabulous CORY CROWN JEWEL... $50.00 
Sparkling glass percolator in graceful Swedish mod- 
ern design young marrieds go for! 4-8 cup. Separate 
wrought iron Candlewarmer $2.95 retail. 


1954 SPRING 
ADVERTISING SCHEDULE 


New Yorker 
House Beautiful 
House & Garden 
Sunset 
Bride’s Magazine 
Better Homes & Gardens 
American Weekly 


Full page ads in four colors selling for 
WZolUM a Misl-M ole My olalile Mm -lale lol MG ]Lims-toltelap 


15:330.352 Circulation! 31.660.704 Stainless Steel CORY NICRO .. . $9.95, up All-Glass CORY BREWER 


- ++ $5.50, up 
Makes perfect coffee for a lifetime! Won't stain, The only all-glass coffee brewer made. Complete 
tele l-Ta7. dent, chip, or break. Complete with measure and 


with measure, upper bowl safety stand, glass filter! 
bowl safety stand. In 2-6, 4-8, 8-12 cup sizes. In 2-4, 4-8, 8-12 cup sizes! 


Don't lose sales because you don't have the kind of brewer a customer wants! Put 
all your Cory coffee brewers on the counter, and let your customers choose the type 
TN Anode tLe @ lal ban ole Mile eM oe)si-t-Mold-t.1-1 ah ie) Mt -b7-1e Me lolti(-Melile M0 7-1a Mm olllclel-tima-tehitie- 
the complete Cory line NOW as Cory’s new national 
demands for Cory coffee brewers! 


CORY ELECTRIC KNIFE SHARPENER .. . $14.95 vy Z HW 

MSUhA 
Sharpens every knife perfectly, professionally, right rae) if Coffee Mined 
at home! Can't hurt any knife. Just plug in, draw knife 


through quickly. Makes unusual, useful year around 


fl CORY CORPORATION, 221 North La Salle St 
gift! 


advertising creates new 


, Chicago], Illinois 
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4nd asa combine to 
BRING WOMEN 
INTO YOUR STORE | 


to see the new GIBSON refrigerators, food freezers, electric ranges, air conditioners! 


What a promotion! Starting May 1 and for 60 
days, Gibson dealers will be able to get in on a 
whopping big promotion, one that’ll draw plenty 
of women into the store. Its’ an offer of the new 
Pillsbury Chocolate Chip Cookie Mix—free to 
any women who come in and look at the new 
Gibson appliances! 


It’s timed right because this promotion will 
be on just at the time Pillsbury will be intro- 
ducing their new product nationally on TV, 
radio, in magazines and newspapers. And 
Gibson dealers will be provided with a com- 
plete promotion package, to do a big, eye- 
catching, sales-getting job! 





Get in touch right now with your Gibson dis- 
tributor. Get the whole story. Then get in on 
sweet sales...with Pillsbury and Gibson! 











REMEMBER: The Pillsbury promotion will start one 
month before the sales contest ends. So it will help you 
share in the big merchandise prizes...and the lavish 
Mexican vacation trips! Pushing Cookie Mix will help 
push up your Gibson sales—and put you ahead, plenty! 


Libson REFRIGERATOR COMPANY 


Greenville, Michigan 
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“21 JEWELS...and Holes bored for more!” 


This boy has sold Ais customers because he is able to point out the merits of 


his possessions. Can you do the same for your merchandise? One of the most 


important sales points of a product is the material it is made of. 


Take stainless steel, for example. It gives you sales points second to none. 


Here are questions you may be asked about stainless steel 


answers: 


Q. Just what is stainless steel? 





and the correct 


A. It’s an alloy containing 11 per cent or more of chromium. Other elements 


such as nickel are sometimes included to give it special properties, but 


it’s the chromium that makes stainless steel “stainless.” 


@ Do products made of stainless steel cost more? 


A. Not always. And even when the first cost is higher, they’re a better buy 


in the long run. For Armco Stainless Steel is a permanent investment— 


solid rustless metal all the way through. It has no plating to wear off. 


@ Are foods safe for use after contact with stainless? 


A. Yes. Foods are not affected by stainless steel; they don’t get a metallic 


taste. 
Q. Is stainless steel easy to clean? 


A. Very easy. Usually soap and water will do the trick. Use ordinary house- 


hold cleansers when necessary. Sterilizing and cleaning agents properly 
; g§ ag property 


used don’t affect this attractive gleaming metal. 


Q. Will stainless steel stand up under hard usage? 


It will. Stainless steel is exceptionally strong, durable and heat-resistant. 
b I , : 


There’s your sales story. Simple—and effective, too. Use it to show your cus- 


tomers that Armco Stainless Steel can’t be beat for its multitude of applica- 


tions, such as range burner bowls, broiler pans and grids, kitchen sinks, 


refrigerator parts, dishwashers, washing machine parts, hollowware and 


tableware. 


ARMCO STEEL CORPORATION 


2214 Curtis Strest, Middletown, Ohio © Export: The Armco International Corporation 
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ELECTRIGLAS Air Conditioner 


Electriglas Corp., 
Bergenfield, N. J. 


Model: __ Electriglas 

tures” air conditioner. 
Selling Features: Cools or venti- 
lates by air-conditioning and warms 
by radiant heat; controlled by 3 
switches for ventilating, air-condi- 
tioning and heating; uses a 3? ton 
hermetically sealed ‘Tecumseh com- 
pressor and an electrothermal glass 
panel shielded by decorative grille 
that attains a maximum of 440 
degs. F. with consumption of 1500- 
watts; for wall mounting or window 
insertion; thermostat maintains a 
year-round constant temperature at 
whatever point desired; hammered 
silver finish decoration; unit is 26 
in. wide, 15 in. high, projects 94 
in. into room. 


“Twin-Fea- 











YORK Air Conditioners 


York Corp., 
York, Pa. 


Models: 18 new models in York 
1954 line, in 4, 4, 4, 1 and 2 hp. 
sizes. 
Selling Features: The 4 h.p. price 
leader can be installed in almost 
any style window; 4-way adjustable 
air distribution grilles; heavy duty, 
disposable and easily accessable 
filter; controls are also accessible; 
compressor motor has_ external 
starting relay and overload protec- 
tion; also equipped with centrifu- 
gal blower type evaporator fan. 

The 4 h.p. model is available in 
2 styles—standard model is designed 
for hotels, motor courts, bedrooms; 
the deluxe model features a new 
drawer-type installation; York ro- 
tary grille and pump-out controls. 

The 7 h.p. conditioner is avail- 
able in 9 models—3 feature drawer- 
type instailation; deluxe model has 
modulation control. A 7 h.p. con- 
sole-type model with modulation 
control and one with reverse cycle 
heating is also available. 

Four models of l-h.p. size; a 
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window-type with modulation con- 
trol; one with modulation control 
and reverse cycle; a console type 
with modulation control and one 
with both modulation and reverse 
cycle are also available. 

The 2 h.p. self-contained con- 
sole-type conditioner is equipped 
with stepmatic control which func- 
tions as a humidity balancer; a 
selector switch on the 2-h.p. con- 
sole controls alternate “fan’’ or 
“cooling” operation; “fan” provides 
circulation and ventilation without 
cooling; “cooling” controls works 
through a thermostat to start and 
stop the 2 hermetically sealed sys- 
tems in sequence, providing step- 
matic operation. 














VICTOR Air Conditioner | 


Victor Products Corp., 
901 Pope Ave., 
Hagerstown, Md. 


Device: Victor casement window 
air conditioner. 

Selling Features: Designed to fit a 
standard 3-light opening casement 
window, mounted entirely from in- 
side without interfering with open- 
ing and closing window; steel 
3-dimensional grille supplies cool, 
dehumidified air to all sections of 
room up to 500 sq. ft.; push button 
controls give choice of fan speeds; 
lifetime-oiled motors have overload 
protector, adjustable damper, her- 
metically sealed compressor, con- 
denser coil evaporation of moisture, 
“cushion mounting”; throw-away 
filter; bonderized steel cabinet, in- 
sulated for sound, finished in pastel 
grey baked enamel. 
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THERMADOR Cooler 
Thermador Electric Mfg. Co., 
Los Angeles, 22, Calif. 

Device: 

cooler. 

Selling Features: New 4000 cfm 
(Continued on page 140) 


Thermador down-draft 
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Order two WARING BLENDORS from your distributor! 
Now you really start making money! Packed with them is a 
Credit Certificate worth 10 honest-to-goodness dollars to 
you. All you do is send the Credit Certificate direct to 
WARING and you get a third PB-5 BLENDOR for the 
staggering low cost of only $17.55! That means you can sell 
the extra BLENDOR and make OVER 60% PROFIT! 





















ae = nn" ‘Certineate 
a \O Your “Two GETS you ign LARS 
% gGooDp FOR TEN 


—_— —— 
of TEN Le eer om or rion of one 
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mey order fo “st 


Waring roducts Corporation, 25 West 43 St. New ¥ ° 
39 ork 36, ©. Y 
P 


Any way you figure it you make extra profits! 








You make over 45% profit on each of the three BLENDORS! 
OR—you make over 60% profit on the third BLENDOR! 


And don’t forget — this is based on your actual cost — 
tax included! 


——_ wees FREE! Sales-tested promotion material 
~ Manieg DIET that will really move Blendors for you! 


Here are streamers, counter cards, diet books, ad mats, radio 
and TV commercials, all designed to tie-in with the spec- 
tacularly successful WARING High-Protein, High-Vitamin 
Diet. You’ve already seen it advertised in leading national 
magazines and you'll see more this spring! 

The WARING Diet promotion has brought a terrific con- 
sumer response! It’s your key to volume sales of WARING 
BLENDORS to some of the 23,000,000 people who are diet 
and weight conscious. 


WARING PRODUCTS CORPORATION «© a subsidiary of 
Claude Neon, Inc., 25 West 43rd Street, New York 36, N. Y. 
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GE SERVICE 
‘OUT-PERFORM 


SERVICE-DESIGNED 5U4-GA 


Here’s what G.E.’s new SERVICE- 
DESIGNED Tubes mean to you: 


They cut callbacks on TV repairwork, by 
doing a far more dependable job than 
their prototypes. 


Your tube-inventory requirements are 
lower. Service-DesiGnen Tubes give top 
performance in all chassis. 


Your customers get more hours of 
trouble-free TV enjoyment... because 
Service-DesiGned Tubes have longer 
average life. 


They cost the same as their prototypes, 
despite improved performance and long 
life. You get higher tube value than 
ever before! 


,, for the first time, is a line of tubes developed 
specially for television servicing! These 6 new G-E 
SeRvicE-DESIGNED Tubes soon will be followed by others 
designed from the ground up to meet the practical 
requirements of your work. 


@ Where greater sturdiness or higher voltage capacity 
were found desirable, these qualities have been designed 
into the new types. You can install SERviCce-DESIGNED 
Tubes in any circuit with confidence, knowing they have 
the safety margin to stand up! 


@ See your G-E tube distributor today! He will be glad to 
show you the new SERVICE-DESIGNED Tubes—explain how 
they will save you time, trouble, and costs, and increase 
your list of satisfied TV customers. Tube Department, 
General Electric Company, Schenectady 5, New York. 


SERVICE-DESIGNED 5Y3-GT 


with longe ife! Mica supports Luft 


cture both top.and 


the 6BQ6-GA. Larger bulb gives ample cooling electr 
Tube handles higher pulse plate voltages. High 


° ha ©) 


meltir 
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SERVICE-DESIGNED 25BQ6-GA 


callbacks with this new tube that 


n its prototype! All the improved i-tehitia-+tmehi 


prot 


Bin 5U4-G prototype (left) was 
a tube that did a good electrical job, 
but was subject to damage from 
shocks and vibration. In the new 
SERVICE-DESIGNED 5U4-GA, you have 
a rectifier that can withstand hard us- 
age. Note the arrowed reasons why: 


(1) Substantial mica supports brace 
the tube structure at both top and bot- 
tom, instead of at the top only. Also, 
double-fin plate construction gives 
better heat dissipation. 


(2) Glass bulb now is straight-side, 
compact, and strong. It is specially 


runs cooler 


job far 


lat ol(ohi-meael lai -laullalel, 
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You can SEE the Difference! 


“necked down” at bottom, so the base 
can be the same diameter as the 5U4-G 
—enabling the same ring-clamps to 
be used when installing the tube. 


(3) Base construction has been changed 
to button-stem, with the leads passing 
through widely spaced individual seals 
at the bottom of the glass envelope, 
the same as with miniature tubes. This 
gives greater strength, also shorter 
leads and better lead separation. 
Another advantage of button-stem 
construction is improved heat con- 
duction, which in turn reduces elec- 
trolysis and air-leakage. 


SERVICE-DESIGNED 1B3-GT 


nstall and forget! This new tube do 


>pecial lead 
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“DESIGNED TUBES 
ALL OTHERS! 





Specially developed for the TV service industry. 
Cost the same as types they replace. 


SERVICE-DESIGNED 6BQ6-GA 


. You can SEE the Difference! 





Bn csing hot” shortened the life of many 
prototype 6BQ6-GT’'s (left). G-E designers 
went to the heart of the problem, and, retain- 
ing the same basing layout for interchange- 
ability, gave this tube a king-size bulb that 
means cooler operation under all normal con- 
ditions. Also, because of special mica design 
and new processing techniques, the new 
SERVICE-DESIGNED 6BQ6-GA will handle 
higher pulse plate voltages than its predeces- 


GENERAL (26) 
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sor. Internal tube arcing is cut "way down. 

In many TV chassis, Type 6BQ6-GT now 
is pushed to the limit. Replacing with 6BQ6- 
GA's means far fewer service callbacks due to 
early tube failures. 

A further important improvement in the 
SERVICE-DESIGNED 6BQ6-GA, is use of a spe- 
cial high-melting-point solder for the plate 
cap-terminal. This prevents loosening of the 
terminal when the tube is removed for testing. 


)} 
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Type 6SN7-GTA has been redesigned to give 
top performance in all synchro-guide and 
other TV circuits. Among measures taken to 
assure this result, is a special factory “chop- 
per” pulse test. The test is made at voltages 
equal to the lowest line voltages that will be 
encountered in TV chassis of any make. 


In all respects and in all circuits, the 
SERVICE-DESIGNED 6SN7-GTA now will re- 
place Type 6SN7-GT. Capacity of the new 
tube is much superior to the old, as proved by 
this cross-tabulation of ratings: 


Old New 

6SN7-GT 6SN7-GTA 
Max plate voltage 300 v 500 v 
Max plate dissip., per plate 2% w 5w 


Max heater-cathode voltage 90 v 200 v 





SERVICE-DESIGNED 6SN7-GTA 
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For a COMPLETE line... 
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REMINGTON’S new 
Room Air Conditioners 


Why lose air conditioner sales because you don’t have 
the right size or type unit for your prospect’s needs 

You can have the right size and type air conditioner 
for every room at a price for every purse when you 
handle Remington. 

Only Remington offers the most complete line of room ait 
conditioners in the world. And only Remingtons are 
built by specialists who do nothing else but make the 
world’s finest room air conditioning units. 

All these Remington units are Tropic-Tested and 
proved. All have features available in no other air con- 


ditioner at any price. 


Now is the time to get the details on the unique 


Remington Franchise—and get in on Remington’s new 
sensational FREE pre-season sales promotion program. 


HEALTH and COMFORT by the roomful 








REMINGTON AIR CONDITIONING 
9-9 Willey Street 
Auburn, N. Y. 


Please send me full particulars on the Remington franchise. 









Division of Remington Corporation 











Name Title 
Company 

Address 

City Zone State 








NEW PRODUCTS 


(Continued from page 136) 
bottom discharge cooler has been 
added to evaporative cooler line; de- 
signed for roof mounting where it 
directs air vertically through roof 
into a center hall or ducting system; 
offers maximum intake of filtered 
air through 4 sides and blows it 
straight downward. 








DEARBORN Air Conditioners 


Dearborn Stove Co., 

Dallas, Texas 

Device: Dearborn room air condi- 
toners. 

Selling Features: Available in 4, 7 
and 1-ton units; each unit of same 
size with only slight weight in- 
crease for larger capacities; pewter 
grey finish; steel construction; new 
twin-fed, internally finned copper 
tubed coils; centrally located con- 
cealed controls; front air intake; 
filtering of inside air and incoming 
outside air; constant dehumidifica- 
tion at all cooling settings; Tecum- 
sch compressor; standard equipped 
thermostat; capacitor type fan mo- 
tor and flexible, 4-way air distribu- 
tion. 


HOOVER Cleaner 


The Hoover Co., 

North Canton, Ohio 

Model: No. 12 “Lark” motor- 
driven-brush cleaner. 

Selling Features: Triple-action, full- 
sized cleaner with low motor hood 
to get under beds sofas etc; maroon 
and gray finish; gray thermoplastic 
furniture guard around main cast- 
ing; features include “throw-away 
dirt bag; automatic nozzle adjust- 
ment for rugs of varying thick- 
nesses; front cleaning tool conver- 
sion permits easy towing when 
using cleaning attachments; Veri- 
fllex hose; and a choice of standard 
or deluxe set of cleaning tools; 
standard set includes hose, alu- 
minum extension tube, converter, 
furniture brush and crevice tool; 
deluxe set has blower, floor brush, 
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dusting brush and extra curved ex- 
tension tube and storage kit; a.c. or 
d.c. motor; triple action includes 
beating, and sweeping with rug vi- 
brator and helical brushes in addi- 
tion to suction. 


Price: $84.95. 





MAJESTIC lIroners 


Majestic Major Appliances, 

The Wilcox-Gay Corp., 

79 Washington St., 

Brooklyn, 1, N. Y. 

Models: Majestic Deluxe 2-speed 
ironer No. ME 525; Single-speed 
ironer ME -522; Popular priced 
model ME-521 and Portable model 
ME-514. 

Selling Features: Deluxe model 
features 2-speed wrinkle-proof roll; 
130-sq. in. contact at a time; duo- 
thermostat control; ruffling plates; 
knee-type press control; finger-tip 


a - ° 





control; 3-way motor switch; table 
top cabinet; Bonderized white 
baked enamel finish; drop-leaf end 
tables; motor 125 watts, shoe 1500 
in.; both ends open; pilot light; 
release-kwik pressure control, knee- 
type roll control; 2 speed floating 
power; a.c. only. 

ME-522, single-speed ironer, has 
wrinkle proof roll; open ends; econ- 
omy shoe, 26-in. ironing surface; 
duo-thermostat control; pilot light; 
ruffling plates; release-kwik pressure 
control; knee-tvpe press control; on- 
off heat switch; lap boards; table- 
top cabinet; white baked enamel 
finish; 125 watt motor, 1500 watts 
shoe a.c. only; chrome plated tub- 
ular legs and ironing shoe surface. 

ME-521, popular priced single 
speed ironer, has free turning, 
22-in. long roll 5 in. diam.; pres- 
sure adjustment; adjustable thermo- 
stat with temperature range from 
“off” to 450 degs; single adjustable 
knee operated shoe and press con- 
trol; open ends; 1200 watt ele- 
ment; easy rolling casters; white 
baked enamel. 

Portable model ME-514 has 
5x22 in. wrinkle proof roll; open 
ends; thermostatically controlled; 
switch on back of shoe regulates 
low, medium-low, medium, me- 
dium-high and high heats; hand 
lever control; motor 50 watts; shoe 
1050 watts; white baked enamel 
finish. 





Only Ray-O-Vac is 


Wwe YOU WANT a durable, lasting article—have it made 
of steel! It’s the metal that makes the nation... is, 
and always will be the king for strength. And that’s why 
Ray-O-Vac standardized on steel. Pick up a Ray-O-Vac bat- 
tery. Heft it. Get the FEEL OF STEEL. It’s that sealed-in-steel 
construction of Ray-O-Vac LEAK PROOF brand flashlight bat- 
teries that delivers the absolute tops in power and performance. 

Steel makes the difference. Ray-O-Vac batteries are sealed 
completely with a casing of quality steel, top, bottom, AND 
SIDES...there is nothing else like them on the market. 
Here’s quality construction that makes Ray-O-Vac the top 
performer in the battery industry. It costs us more to make 
... but it costs you no more. Make your future orders... 
Ray-O-Vac LEAK PROOF brand. 
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FEEL the STEEL... steel’s the difference! 





fully sealed-in-steel! 





4 RAY-O-VAC 


COMPANY 
Madison, Wisconsin 
Ray-O-Vac Canada, Ltd. 
Winnipeg, Manitoba 
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Mr. Kirby has an office—but you'll more likely find 
him on the sales floor pointing out good selling features 
like aluminum deep well cookers and related parts that 
boost gas and electric range sales. 


Smart Merchandisers at Kirby-Tuttle 
Company, Inc., point out aluminum features 
in appliances... point up their sales 


How Aluminum Helps Sell 


$" ) \ \ ) : my 4 am | Mr. Cecil Kirby (center) explains various features of new room air | 
] ; ed : conditioning equipment. Aluminum parts contribute to the sales story. @& 
i \ —' ; . *& 
. — ; : 

Room Air Conditioner t bs ad a <6 é 


Great Circle Cooling 





PHILC( 
Nik (OBDTMO 


KEEP COOL 
THIS SUMMER WITH 
A ROOM AIR CONDITIONER 
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A cast aluminum crown is a feature 
of this washer, Mr. Kirby is telling mem- 
bers of his sales staff. 








More Room Air Conditioners 


ry ar Se og $e z When those Florida breezes turn on the heat in summer, 
as Wenallea Mr. Cecil Kirby just turns on the air conditioning 
i equipment in his clean, neat, well organized appliance 
= store at 40 W. Flagler Street, Miami...and his room 
a3 air conditioner sales start climbing. 

: ‘*‘We’ve been in business on Flagler Street for over 
eT a : 20 years,”’ says Mr. Kirby, ‘“‘and in those years I’ve 
watched aluminum play a great part in the advance- 
ment and progress of refrigeration and air conditioning 
equipment and in the appliance industry in general. 
We take advantage of aluminum’s advantages in our 
selling.” 












How Aluminum Helps Sell Room Air Conditioners 


Some of the aluminum advantages in room air condi- 
tioners used to point up sales at Kirby-Tuttle are the 
following: Aluminum evaporators and condensers as- 
sure rapid heat transfer. Aluminum fins and tubes 
facilitate faster, more economical cooling and more 


es 


Refrigerator and freezer manufacturers know the value of 


efficient operation... are lightweight, rustproof and 
aluminum parts. Here, Abbott M. Herring, Sales Manager of Kirby- 4 i be . 8 B ‘ Pp : 
Tuttle, follows through at point of sale and talks up their advantages. give yours of service. Aluminum louvers will not rust 
ma Sian Kas ae or stain, stay new looking, permit fast and easy clean- 
ere’s eye appeal an uy appeal a'plenty when aluminum is . * wf . . 
used in electric housewares, too. Light weight, beauty, durability, fast ing. Aluminum filters, such as the effic ient new alumi- 


heating and cooling are just a few of aluminum’s many advantages. num foil filter, are a mark of quality in modern air 

eae ae . conditioning units. Aluminum rotors, stator windings 
and housings of electric motors as well as aluminum 
wiring improve air conditioner quality and reduce cost, 
maintenance and weight. Aluminum cabinets won’t 
rust .. . eliminate outside of building stains. 





Aluminum Advantages Aggressively Merchandised 
to Consumers 


National magazine and network TV advertising by 
Reynolds Metals Company is constantly reminding 
customers to look for aluminum in the appliances they 
buy. Smart merchandisers like Kirby-Tuttle are put- 
ting this support to work for them right at the point 
of sale where dealer profits are made. Reynolds Metals 
Company, 2510 South Third St., Louisville 1, Kentucky. 


REYNOLDS @28) ALUMINUM 


MODERN APPLIANCES HAVE ALUMINUM IN MIND 


You'll soon see this seal on the appliances 
you sell. It will let your customers know which products 


offer the quality of Reynolds Aluminum. REYNOLDS 
ALUMINUM 





This seal is used by many packaged goods manufacturers 
to tell consumers that their products are 


YNOLDS wrap 
quality protected with Reynolds Wrap Aluminum packaging. a 
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Sell Attic Fan 
comfort with 
no installation cost 







































_ 
V4», 
. FRR ee. 


a 





The Reed WindeOeVent fan 
family of sizes—22, 26 and 30 
inch—covers the field for every 
type and size home. Makes you 
the fan expert—the right fan for 
every requirement. 


REED UNIT-FANS, 


NT CHARLES AVE 
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Reed WindeOeVents deliver the power of attic fans... 
no installation cost. Makes sense to budget-minded prospects, makes 
them your customers, when you sell Reed. 


INC. 





WIND-O-VENT 


FANS 


and there’s 


paegsass 


~ 


In hot weather everyone wants 
to keep cool—and everyone 
can afford a Reed. No installa- 
tion cost, powerful, quiet. 


a ee 


§ Reed Unit-Fans, Inc., 
! 1001 Saint Charles Ave., 
New Orleans 8, La. 


] 

i Send me full information 
§ about Reed Fan Line and 
Dealer Promotion Plan. 


Namé.. 
Address..... 


SPS 
M-4 


A ee 


ft. ree 





DOMINION Fryer-Cooker 


Dominion Electric Corp., 
Mansfield, O. 
Model: Dominion 
No. 2103. 

Selling Features: Completely auto- 
matic, dual purpose fryer and 
cooker; has 4-qt. capacity; automa- 
tic control provides cooking tem- 
peratures from “simmer” to 425 
deg.; E-Z cook guide on lid pro- 
vides quick reference for food, tem- 
peratures and cooking time. round, 
seamless aluminum cooking well; 
imbedded tybylar-type 1250-watt 
element, operates on 110-120 volts 
a.c. 

Price: $19.95. 


“Fryer-Chef” 





MIRRO Corn Popper 


The Aluminum Goods Mfg. Co., 
Manitowoc, Wis. 


Device: Mirro all aluminum corn 
popper. 

Selling Features: has a 24 qt. capa- 
city; 500 watt ceramic type ele- 
ment; heat resistant handle and 
knob; popper can also be used for 
heating soups. 

Price: $6.95. 





KENWOOD CHEF Mixer 


Mfgrerd by Kenwood Mfg. Co., Ltd., 
Woking, England, 

National Distributors: 

Ameris Trading Co., 

41 Union Square, 

New York, 3, N. Y. 
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NEW PRODUCTS. . Electric Housewares 


Device: Kenwood Chef multi-pur- 





pose mixer with 4 separate attach- 
ment outlets. 

Selling Features: Outlets consist of 
a planetary action outlet for beater, 
whisk, dough hook, potato peeler 
and colander; a low speed power 
outlet for mincer, coffeemill, can 
opener and slicer-shredder; an out- 
let for the juice extractor; and a 
high speed outlet for the liquifier 
and centrifugal juice separator. 

Planetary action mixer with “K” 
beater, whisk, dough hook and mix- 
ing bowl is supplied with every 
Kenwood Chef . . . plus the juice 
extractor, liquifier, meat grinder; 
100-125 and200-250 volts, a.c. or 
d.c.; white enamel finish. 

Other attachments and acces- 
sories, such as colander and sieve, 
can opener, slicer, coffee mill, 
vegetable juice extractor and potato 
peeler are available at extra cost. 
Price: $139.50 for mixer plus at- 
tachments illustrated. 





BROIL-KING Broiler-Rotisserie 


International Appliance Corp., 

222 Fifth Ave., 

New York, 1, N. Y. 

Model: Broil-King broiler-rotisserie 
No. 675. 

Selling Features: Automatic timing- 
control; motor control; infinite 
variable heat control unit; pilot- 
light indicator; porcelain enameled 
interior; removable griddle; remov- 
able heat-resistant glass panel in 
metal frame; die-cast polished 
aluminum ends; Calrod-type heat- 
ing element; multi-skewered rotary 
attachment; overall dimensions 24 
in. wide, 134 in. high. 

Price: $79.95. 





BERKO Glass Heater 


Berko Electric Mfg. Corp., 
212-40 Jamaica Ave., 
Queens Village, N. Y. 
Device: Berko “Select-a-Temp Jr.” 
radiant-heating glass panel. 

Selling Features: Tempered Pyrex 
(Continued on page 148) 
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| Get the TRUTH about | 
FREEZER SELLING... 


and you'll know WHY you need VICTOR 
QUICKFREEZERS for more sales in’S4__, 

















‘ gor 





BEAUTIFUL 
FREEZER EVER 





YOUR OWN 
FOOD PLAN... 
without the food 


supply problem... 
Write! 





















MORE 
FEATURES... 
Including the 
exclusive VICTOR 


PEDAL-DOR.... q™ 


Write! a WRITE TODAY to increase your sales! 


COPYRIGHT 1954, VICTOR PROOUCTS CORPORATION 



























Victor Products Corporation, Dept. B-2 
Hagerstown, Maryland 


WITH THE MOST SENSATIONAL NATIONAL 
ADVERTISING CAMPAIGN ...INCLUDING ADS IN LIFE. 


Vi tex” 


(CD Please send me facts about Victor's sensational advertising 
campaign for '54 and how | can boost my profits with Victor 
Quickfreezers. 

( Please send me facts about other Victor products. 







@ Regular or Casement Window 
Air Conditioners 
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Guten cence ean emi enamenin ome aun com ennaine a 


| 
| 
| 
| 
| 
| 
@ Famous Quickfreezers ; 
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| 


gto GUNS 5 cov cddaevccsitescdnceds WE ovis. ceucddepeineuens 
@ Dehumidifiers 
4 RIE in hats bs chs 3 Sd eae kaka Lavcadwansieset 
@ Farm and Commercial —— 
PIONEERS IN REFRIGERATION FOR ALMOST 35 YEARS Refrigeration Gis cccmtetnnden seb cenaeesenctyl CDs padcnvivecessous 
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vacuum cleaner 
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WATER HEATER 
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Welcome friends, too, 4S any 


cessful advertisers can tell you: 
e 


month after month, © 
owning, home- -loving families - 
whooping big 
towns under 50,000 where you 
all the owner- occupied dwe 
entire U nited States! 


most themn... make 
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n Household concentrates 
e-service an 


. places its 
circulation right "smack into 


find 71% of 


GENERAL €@ ELECTRIC 
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pressure pan 


No..-no wonder at all, that adivercises® 
and Household families see eye eye- 
are glad to meet regularly through the 
pages of Household! 


2,367,927 Household 
number. What's more, 
than average fa 
average needs and 
interest in 
products you sell. 


xergaes 


families is @ big 
it represents bigget 
an 


in the 


QUSEHOLD MAGAZINE, Topeka, Kansas 
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West Bend Aluminum’ s Ovenette, 
one of their Flavo-matic® 
Percolators, Corn Popper, and 

the Heat-Rite Base (used with their 
Bean Pot and “* Serv-it’’.) 
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Driver-Harris Company 


HARRISON, NEW JERSEY 
BRANCHES: Chicago, Detroit, Cleveland, Lovisville, Los Angeles, San Francisco 


MAKERS OF THE MOST COMPLETE LINE OF ELECTRIC HEATING, RESISTANCE, AND ELECTRONIC ALLOYS IN THE WORLD 


You can Judge 


NICHROME 


by the manufacturers 
who use it / 


West Bend Aluminum Co., West Bend, Wisconsin, is bringing cook- 
ing convenience right to the dining table with their Electric Ovenette, 
their Bean Pot, their automatic percolators in varied gay colors, in 
addition to their corn popper, and the “Serv-it” for keeping food 
warm at the table. 

With the vigorous competition among the many attractive electrical 
household aids, West Bend has chosen the surest way to build repeat 
business through word-of-mouth recommendation:—all heating ele- 
ments are made of world-famous long-lasting Nichrome. 

Says West Bend: “We use Nichrome because we realize that no 
matter how attractive the “outsides” of an electrical appliance may be, 
the heating element is what delivers lifelong reliable performance. 
Nichrome’s absolute uniformity, its great resistance to heat and cor- 
rosion, are our assurance that we are giving our customers the finest 
that money can buy.” 


These qualities of Nichrome are your assurance of satisfied cus- 
tomers too, Mr. Dealer. 





Nichrome* is produced only by 





In Canada: The B. GREENING WIRE COMPANY, Ltd., Hamilton, Ontario. 


*T. M, Reg. U. S. Pat. Off. 










NEW PRODUCTS 


Berko (Cont. from page 144) 


glass with spring loaded carbon con- 
tacts mounted on brass bus-bars to 
make electric contact with silver 
terminating edges; built-in thermo- 
stat 750 watts or 2560 btu.; avail- 
able in 2 styles. No. BT115C, 115 
volt model and BT-230C, a 230- 
volt model; 212 in.; 144-in.; 2% in.; 
mounts flush against wall. 





MIRRO-MATIC Percolator 


The Aluminum Goods Mfg. Co., 
Manitowoc, Wis. 

Device: Mirro-Matic 4-cup percola- 
tor. 

Selling Features: Automatic; fea- 
tures a twin immersion type ele- 
ment; no lights or controls; plugs in 
and stops automatically when coffee 
is done; makes 2, 3, or 4 cups; easy- 
pouring welded spout; walnut plas- 
tic handle. 

Price: $12.50. 





G-E Clock 


General Electric Co., 

Bridgeport, Conn. 

Model: Topper-kitchen clock No. 
2H-44. 

Selling Features: An angular ring 
design on dial; shatterproof plastic 
crystal; available in red, blue, yel- 
low, grey. 


PERFECTION Water Heater 


Perfection Stove Co., 

7609 Platt Ave., 

Cleveland, 4, O. 

Models: Perfection 1954 water 
heater line includes capacities from 
54 to 100-gals. 

Selling Features: There are + plug- 
in electric water heaters and a pair 
of table-top models in line; larger 
capacity models are round in shape; 
one or two units available without 
additional charge for second heat 
unit; white baked enamel finish. 
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Khe 
outstandins:s 
sales 


personality 


sellin: 
CESs-Columbia 


an KW Sets 


Practically all your prospects will see, hear, and be sold by 
the Arthur Godfrey and His Friends program—a full half hour for 
CBS-Columbia TV Sets every other week over more than 100 stations 
of the CBS Television Network. Check your local paper for time and station. 



















to a loyal 


Alert dealers are joining Godfrey in featuring the CBS-Columbia oa 
WW pe SB oe | 
Spotlight—the greatest value in TV. It’sa... = = a = 
e 
21-inch : 
I audience 


wood console 
$199.95 


listt 


of 


CBS-Columbia offers you 25 great models including a 
17-inch table model at $159.95 list,t a 21-inch table 
model at $179.95 list} and many trade-up models with 
the exclusive CBS-Columbia ‘360’* Sound System— 
the most demonstrable feature in the industry! 


more tham 


11,000,000 


A WORD TO THE WISE— 


See your CBS-Columbia Distributor. families 


WeEsT, 





* 


“ CBS-Columbia—A Division of the Columbia Broadcasting System 
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calgon’ Television and the Atom 


are convincing housewives that SOAPS and DETERGENTS 





work much better with calgo 





1. TV first! A Geiger Counter measures 
radio-activity to prove Caigon’s effective- 
ness to TV audience. The more it clicks, the 
more radio-active material is present. 





4. The Geiger Counter clicks noisily over 
the towels washed with one of today's bes? 
selling detergents, proving the towels are 
still soiled. Only 85% clean! 





7. Practically no sound when Counter is 
passed over towels washed with the same 
soap plus Calgon. Adding Calgon gets 
the towels 99% clean! 





8. Conclusive proof—up to 59% more 
cleaning power with Calgon in the water. 
This effective commercial reaches millions of 
housewives each week. 





2. Batches of towels are soiled with radio- 
active dirt, so that the amount of dirt left 
after washing can be scientifically meas- 
ured by the Geiger Counter. 


3. Towels are washed in four groups: 
(1) with detergent, (2) with detergent plus 
Calgon, (3) with soap, and (4) with soap 
plus Calgon. 





5. Hardly a click over towels washed with 
the same detergent and Calgon. The 
Counter proves the towels are 98% clean 
—Calgon made the difference. 


6. Again, the Counter clicks wildly as it is 
moved over towels washed with a leading 
soap, proving all the dirt was not removed. 
The towels are only 77% clean! 


Calgon’s Bob Crosby Show is carrying convincing 
television demonstrations like this to millions of house- 
wives each week, over a 58-station CBS television 
network. No wonder Calgon sales are zooming coast 
to coast. 

Join the hundreds of alert retailers who are cashing 
in big on the big swing to Calgon. Stock, display and 


... NOW! 


advertise Calgon at your store 


aot 


= ee rt oa 
Ss 


to cash in—tie in 


— | STOCK:O1SPLAY- ADVERTISE 








Calgon, Inc., Hagan Building, Pittsburgh, Po. 
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NEW PRODUCTS 





HOTPOINT Disposall 


Hotpoint Co., 
5600 W. Taylor St., 
Chicago, 44, III. 


Device: Hotpoint Disposall. 
Selling Features: Features an auto- 
matic reversible impeller to help 
prevent food clogging in disposal 
standard and pump drain models 
MW-S and MWP-S have. sink 
stopper which when reversed can 
be used for stopp:ng water flow 
into disposall; standard model fits 
most sinks; has attachment for 
existing drain outlets pump drain 
model is for use where a pump 
drain dishwasher is installed; im- 
peller reverses itself automatically 
cach time it is used; double-edged 
shredders grind refuse, regardless of 
the direction. 





WESTINGHOUSE Disposer 


Westinghouse Electric Corp., 
Mansfield, O. 
Device: Westinghouse redesigned 
food waste disposer, No. A-1B. 
Selling Features: Weighs 30 lbs.; 
design permits easy installation in 
majority of existing kitchens with 
out major plumbing alterations; fits 
into wall drain outlets 74 in. below 
underside of sink; motor housing 
can be rotated horizontally to any 
degree; tail pipe swivels in vertical 
plane to obtain most desirable angle 
for connecting to plumbing; new 
shredding ring has 3 serrated pri 
mary shredding elements’ with 
ground edges and 40 precision- 
ground secondary slots at bottom 
that serve as strainers and assure 
uniform particle size; shredding cle- 
ments and slots are double edged; 
holes in flywheel permit water to 
drain rapidly when not in opera- 
tion; manually operated switch per- 
mits reversing of grinding direction; 
Neoprene gaskets for quieter oper- 
ation. 

May be adapted to 2 types opera- 
tion—single load or continuous feed. 
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GET VOLUME PROFIT WITH 











OSTER gives you the industry’s biggest, most 
aggressive, continuous program for sales . . . timely 
national advertising, tied-in local advertising, sales 
promotional campaigns directed to specific markets 
... profitable markets like the multimillion doliar 
baby market! AND... 


And OSTER helps you reach 
this profitable market! 


There will be an estimated 4,000,000 babies this 
year. This means 4,000,000 new and growing appe- 
tites tosatisfy . . . from bottle through bib-age. This 
means new OSTERIZER sales ... new OSTERIZER 
profits. Get your share of this market. 


WITH AN QsteriZs BABY PROMOTION 


oly 


Show parents how the OSTERIZER FEEDS BABY BETTER 
and SAVES MONEY ... how the OSTERIZER saves hours of 
kitchen work, prepares baby foods quickly from formulas to 
pureed and chopped foods. 


“PICK THE NAMES OF THESE OSTER BABIES’ CONTEST 


Here’s the most simplified, most intriguing promotion you’ve 
ever seen! It’s easy to run. Complete promotional package 
consists of newspaper mats, window streamers, display cards, 
direct mailing pieces —everything you need to sell more 
OSTERIZERS. 


ANOTHER REASON WHY 


(yi MEANS BUSINESS! 
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¥ SALES! 












Only the OSTERIZER has 
the exclusive leakproof 
Flex-O-Matic Seal, allows 
container to open at either 
end for eosier emptying, 
faster sterilizing, better 


E 


Fits all standard Mason 
jars for processing small 
amounts of food, sealing, 
storing in same jar. 


CALL your OSTER Distributor today, or use 
the handy coupon below for full details. 


JOHN OSTER MANUFACTURING CO. 
Milwaukee, Wisconsin. 





Yes, I want full details on your money-making Baby Promotion! 


Name 





Position 





Store Name 





Address 





City 


State. 
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\* Here’s How it Works! 










“Helps Me Sell From Start to Finish... 


The customer gets hot and wants to cool off. He sees or 
hears one of our Viking selling messages. Sounds good so 
he drops in. He sees the Fan on our Viking Store Display. 
By the time I get a chance to help him, he’s ready to order. 
When you have a unit that does such a good cooling job 
for such a low price and give it the support of radio, television and 
newspaper ads, you get customers in to see and buy it. I’m going along 
with Viking Big Fans again this year”. These ideas from W. J. McGraw 
of Edward W. Lochman Co., Kansas City, Mo. 








To the man who wants low 
cost multi-room cooling that 
lets him and his family sleep 
comfortably every night all 
summer long, this new Viking 
“955” Window Fan is a sure in J 
sale.” That reaction from dealers s° 
reported by Viking Representative Bill Sieben- 
thaler of Shawnee, Kansas. 











“Year After Year 
a Big Volume Item 


We can sell dealers once but sales 
keep ‘em coming back for 





Get Volume Cooling Sales 
Order Viking Big Fans Today! 





_ NEW PRODUCTS 


EVERSHARP Mower 


Midwest Mower Corp., 
Hannibal, Mo. 

Device: Eversharp “Comet”. 
Selling Features: 18-in. rotary 
mower with 2 cycle 4 h.p. engine; 
includes automatic retrievable 


starter and mulching type precision 
ground tool steel blade; automatic 
clutch ball bearing wheel; heavy 
gauge unbreakable steel housing; 
adjustable from 3 to 23 in. high. 


Price: $79.95. 





HUFFY Mowers 


The Huffman Mfg. Co., 
Dayton, 1, O. 


Models: Huffy gas engine mowers 
for 1954 are equipped with “‘Si- 
lencer’”’ muffler. 

Selling Features: 4-blade safety 
cutter permits quiet, safe speeds; 
“Silencer” is a new design multiple- 
chamber muffler, standard equip- 





“One Unit Inventory Makes Most Sales... 


Viking’s Big Fan fills the bill for most 
of my customers. Just the size to get 
volume sales. Saves me storage space, 
inventory investment and customer 
confusion. For the ones that want extra 
convenience, I offer the automatic timer. 


This endorsement from Robt. E. Jakobe of J. G. Jakobe & Sons, Kansas City, Mo. 


ry 
-. amet 
—=. _— 


DIVISION OF THE NATIONAL RADIATOR COMPANY 


601 Walworth Ave 


Air Conditioning 
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We can install it quickly on the spot. 
Actually amounts to two models. Those 
are a couple of specific things I like 
about it but best of all I go for sales re- 
sults. I got volume last year and I will 
again this year”. 


Viking "955 


Window Fan 


Viking 
Arid-Zone” Dehumidifier 














Other 
Viking Products 
Blower Assemblies 
Blower Packages 

Humidifiers 


ment on Huffy’s 18 and 21 in. 4 
cycle deluxe models. 





CHROMALOX Range Unit 


Edwin L. Wiegand Co. 
| 7500 Thomas Bivd., 
| Pittsburgh, 8, Pa. 


Device: Chromalox Microtube 


| range surface unit. 

| Selling Features: A similar flatter 
tube that provides more contact 

| cooking surface; heats up faster; 

| conducts heat instantly to utensil; 

| larger contract area distributes heat 
with greater uniformity; quicker re- 
sponse in starting unit or in 

| switching to higher or lower heats. 
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BIG BUSINESS WELL SERVED BY 


DELCO 
MOTORS 


On the farm, as in the city, electricity serves 
in many ways to increase productivity and to 
lighten labor. Electrically powered machines and 
appliances—many of them driven by Delco 
motors—do countless jobs quickly and economi- 
cally. Delco motors are favored both by makers 
and by users of farm equipment because of their 
outstanding record for long life, dependability, 
and quiet operation. Delco motors are available 
in a wide range of types and sizes, suitable for 
farm, industrial and home applications. 








DELCO PRODUCTS 


DIVISION OF 
GENERAL MOTORS CORPORATION 
DAYTON 1, OHIO 








SALES OFFICES IN 
PRINCIPAL CITIES 
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~NEW PRODUCTS 
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REO Motors 


Reo Motors, Inc., 
Lansing, 20, Mich. 


Models: Reo 1954 mower and at- 
tachment line. 

Selling Features: Holiday 18-in. ro- 
tary with 2-cycle 14 h.p. gas en- 
gine; light weight alloy base; ad- 
justable cutting height. 

Holiday 18-in. electric rotary 
powered by a 3450 rpm Westing- 
house engine; floating handle can 
stand upright for easy storing. 

Holiday 18-in. and 21-in. reel- 
type mowers have 13 h.p., 4-cycle 
engine; 2-to-l gear reduction. 
Sabre-Jet, 20-in. _ self-propelled, 
rotary type mower; specially de- 
signed leaf mulcher optional. 

Deluxe 1954 Snow Throw plows 
a 20-in. swath through hard-packed 
snow; throws snow up to 15-ft. in 
forward or side direction; 13 h.p., 
4-cycle engine with carburetor 
heater; all-chain drive, case hard- 
ened steel jaw clutch; semi-pneu- 
matic tires, narrower blades. 

A muffler for gas engine models 
is standard on 1954 de luxe line. 
Prices: From $53.90 for Holiday 
18-in. electric to $169.50 for Sabre- 
Jet 20-in. 


Another parade stopper 








HOMKO Mower 


| Western Tool & Stampling Co., 
2725 Second Ave., 
Des Moines, 13, lowa. 


| Model: Homko Robot. 

Selling Features: Robot works on 
principle of leverage and is oper- 
ated by remote control panel which 
can be held in hand; panel is at- 
tached to mower by 40-ft. cord 
equipped with a start, stop and re- 
verse switch; a separate left and 
right directional switch; mower can 
pivot a fraction of an inch, circle 
completely within its own radius; 
trims around trees, etc., 4 h.p. motor 
and carrying arm; 10-in. reel-type 
PARADE ... The Sunday Magazine section of 43 fine newspapers in 43 major markets ... with more than 13 million constant readers, mower adjustable steel blades. 


Nearly 11 million readers stopped when they saw this picture 
This illustrated a special report from Las Vegas, N. M. on what the experts 
are doing to protect us against atomic attack. 


It appeared in Parape, the Sunday Picture Magazine. Of the millions 
who saw PARADE, 9 in every 10 stopped to read this story. 


“Hot” stories like this, week after week, make PARADE the best read publication 
in print. And they give advertisers an audience of 13 million alert readers 

in 43 key markets at less than half the cost per reader of any of the big 
weekday magazines. PARADE’s impact on these people every Sunday 

puts traffic on retail selling floors all week long. 
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; Make your sales and 
n 
enjoy profits hit new highs @S 


yA ... display the V-M phonograph line in your store. 
\ It’s complete . . . complete with styles and models 
to attract every customer, complete wéghms 
features and tone quality that buyers 
/ ~ complete range of modest prices from | 


LTT Maret de Te (MM Ads Pre-Sell YOUR Customers — 


but YOU have to tell these ready-to-buy prospects 

that YOUR store is the place to buy V-M. Ask your 

V-M distributor salesman for the factory-prepared 
P 4 —free—V-M “Congratulate Your Graduate” 

(spring of ’54) packaged retail display kit. Tie in 

your advertising to this V-M national ad schedule. 
Pd \ Double the impact on your best prospects! 


f 


j s, CASH IN—TIE IN with these V-M ADS! 


ON SALE DATE ADVERTISEMENT 
| April 
j cf H Scholastio Roto April 
sa ia-iee) sg S; Ebony April 10 
Weekly April 25 
April 25 

\ 


" 7 May 1 Y, page, 2 colors PACKAGED RETAIL 
7 5 Roto May 1 lcol., B & W DISPLAY KIT! 


a 


profit records! 
1 





V-M 990. World’s smallest 


: lightest portable automatic 
Tvs Speed Pn Ha ee pepo Tn Sa 
justable Tone Chamber Siesta phire needles in new ceramic 


=< “= honey flip-under cartridge, 4” x 6” 
. Y Switch, Lazy-Lite, 5° x7 tay IY i 
speaker. 45 spindie is in- nog sagem $6995" 
cluded. Choice of Rose and badness s 
Gray or Rich * 
Brown case $86°° 
V-M 972 Table Model Automatic . 
° Three-Speed Phono. Features 
lightly high . 
_ y ie er Siesta Switch, 2-needle tone e '@) 4 4 @) 4 AT {@) N rd 
arm gentle tri-o-matic® spindle, 
~~ . 
— . 


4” x 6” speaker. Clem-Rose fin- 
BENTON HARBOR, MICHIGAN § 1% 


ish, burgundy ac- $5995" 
”" = WORLD'S LARGEST MANUFACTURER OF PHONOGRAPHS AND RECORD CHANGERS 


cessories 
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CROSLEY TV Set 


Crosley Div., 
AVCO Mfg. Corp., 
Cincinnati, 25, O. 


Model: Crosley Super V_ 17-in. 
table TV set. 

Selling Features: Front is all screen; 
occupies 4 less cabinet space that 
conventional 17-in. models; weighs 
53 Ibs.; can be carried from room 
to room; used on porch or in car; 
side-mounted controls within easy 
reach; upright chassis eliminates 
bulk and wasted space; requires only 
15 dual-purpose tubes instead of 
usual 22; VHF and UHFP, requires 
no adapter; cabinet 14 in. high, 18 
in. wide and 19 in. deep; built-in 
tube-life extender circuit; walnut, 
mahogany or blond oak finish. 
Price: $139.95 for walnut finish. 





WESTINGHOUSE TV Sets 


Westinghouse Electric Corp., 
Radio and TV Division, 
Metuchen, N. J. 


Models: 3 new Westinghouse TV 
sets in Capri series. 

Selling Features: Capri sets are 
available in 3 metal-cabinet simu- 
lated-fabric finishes: H827T21, De 
gas, in decorator bisque; Catalan, 
H828T21, mahogany grain and 
H829T21, Sorrento, in gray linen 
stripe. 

All 21-in. screen Capri models 
may be used as table sets or as con- 
solettes by mounting them on a re- 
volving metal base as optional extra 
equipment. 

Other models in Spring 1954 
line include H798T17 Ridgeton, 
17-in. ebony-finish plastic table set; 
H799TU 17, Rosemont, 17-in. ma- 
hogany plastic table with UHF 
tuner; H769T21, Elmont, 21-in. 
maroon composition table set; 
H830K21, Engleton, 21-in. open- 
face mahogany consolette; H831- 
K21, Fairbridge companion to En- 

leton with frosted-oak finish. 
H822121 Lesleigh, 21-in. open-face 
mahogany consolette and com- 
panion H823K21 Nashton, com- 
panion; H834K21 Bayard, 21-in. 
open-face consolette with mahogany 
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veneer and aluminized picture tube 
and H835K21 Stanhope companion 
to Bayard with frosted-oak finish. 
All sets except Ridgeton available 
with UHF tuners at $40 extra; 
Features include 5-stage electronic 
clarifier; downward-slanted glass to 
eliminate glare; automatic area se- 
lector; built-in antennas; af and 
gain controls. 
Prices: Capri $239.95 for Degas and 
$259.95 for Catalan and Sorrento. 
Other models from $159.95 for 
Ridgeton to $419.95 for Stanhope. 


7 





CBS-COLUMBIA TV Console 


CBS-Columbia, 
3400 47th Ave., 
Long Island City, 1, N. Y. 


Model: Bedford 22C88, 21-in, 
open-face console. 

Selling Features: CBS-Columbia 
Power-Tron chassis, photo electron 
gun for full fidelity sight; high gain 
cascode tuner with built-in ultra 
band UHF tuning optional keyed 
age; built-in VHF-UHF antenna; 
mahogany veneers cabinet; cush- 
ioned gliders. 

Price: $249.95. 





gos be BG 
ZENITH TV Sets 
Zenith Radio Corp., 
6001 W. Dickens Ave., 
Chicago, 39, Ill. 
Models: Zenith 1954 TV line con- 
sists of 19 models. 
Selling Features: Models include 
10 table receivers in 17 or 21 in. 
screens, and 9 open-face consoles 
with 17, 21 or 24 in. tubes; 
Super K chassis to perform at 
“critical” distances from a station 
is the heart of every set in line; 
continuous tuner for all-channel 
UHF reception is optional at mod- 
erate cost on all models. Most 
models available in mahogany or 
blond finishes; Tulane, a 21-in., 
has Afara wood and veneer cabinet; 


i NEW PRODUCTS. ... TV and Radio 


Lawrence, 24-in. console has a 
rolled-grain mahogany finish. 
Prices: From $179.95 for 17-in. 
table model to $399.95 for 24-in. 
console. 





GENERAL ELECTRIC TV Sets 


General Electric Co., 
Electronics Park, 
Syracuse, N. Y. 


Models: 21-in. table TV set, No. 
21T19. 

Selling Features: Equipped with a 
2l-in. aluminized dark-face tube 
and light absorbing safety glass; 
“Glarejector,” a slanting picture 
tube and safety glass at opposing 
angles to minimize reflections; a 
companion model equipped to re- 
ceive UHF all channel tuner; 
mahogany wood cabinet. 
Prices: $259.95; UHF 
$299.95. 


model, 





SPARTON TV Sets 


Sparton Radio-TV Div., 
The Sparks-Withington Co., 
Jackson, Mich. 


Models: 4 new TV sets; Amherst, 
Stanford, Princeton, Cornell. 
Selling Features: Ambherst, is a 
17-in. wood mahogany table set; 
Stanford, a 21-in. table model in 
mahogany or Swedish blond; 
Princeton and Cornell 21-in. open 
face consoles. 

All models feature Dyna-Volt 
chassis with power output increased 
to 18,000 volts; 32-tube perform- 
ance through use of 8 dual-purpose 
tubes; 2 rectifiers and 1 crystal 
diode; a new 41 mc LF. 

Two 83 in. cascode tuners—one 
a 12-position turret tuner which 
is adaptable to UHF by using 
strips; the other, the Custom 
“2-83” a composite tuner with 
1-dial tuning for VHF-UHF; both 








tuners feature new low-noise cas- 
code circuits. 

Additional features include alu- 
minized picture tubes; ‘Tele-Optic 
filter safety glass; specially tinted, 
laminated glass for easy viewing; 
a 12-in. speaker and deluxe cabi- 
netry and casters. 

Prices: From $199.94 for Amherst 
to $359.95 for Cornell VHF-UHF 
model. 





MITCHELL Clock-Radio 


Mitchell Mfg. Co., 

2525 Clybourn Ave., 

Chicago, Ill. 

Model: Mitchell “Tone Alarm” 
clock-radio. 

Selling Features: Plays favorite 
morning program at any specified 
time; automatic buzzer alarm goes 
into action if listener dozes again: 
“Siesta” switch can be pre-set to 
automatically turn off radio at any 
time during night; plus an outlet 
for turning on appliances auto- 
matically; Telechron clock with 
gold background has minute hour 
hands. sweep-second hand and 
alarm hand; full 5-tube 535-1620 
km AM broadcast band; built-in 
“Air Magnet” antenna;  color- 
matched dial and an Alnico V PM 
dynamic speaker; available in white 
(No. 1284) or mahogany (No. 
1283) plastic cabinet. 

Prices: $39.95. 





G-E Radios 


General Electric Co., 

Electronics Park, 

Syracuse, N. Y. 

Models: 3 G-E “Tripmate”’ port- 
able radios Nos. 620, 621 and 622. 
Selling Features: The series 620 
tadios have a 4-tube chassis, a 
built-in iron core antenna; 4-in. 
speaker; speaker is equipped with 
aluminum base voice coil—no paper 
to warp or change shape due to 
humidity; leather carrying handles; 
large transparent station selector 
dial; volume control at top center 
of cabinet face has red indicator to 
warn that radio is on; weighs 44 
Ibs.; available in green, red, or 2- 
tone gray plastic cabinet; operates 
on one 75-volt “B” battery and 
2 “A” cells. 

Price: $29.95. 
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PERFECEs 
a Sales 
Eye- Opener 


FOR TODAY’S MODERE 


Here’s the modern new gas range that means faster am 
easier, EXTRA sales for you because it’s custom- 
designed to the needs of so many of your prospects 
today. The Magic Chef Perfect 36 is big-range oS 
luxury and efficiency that fits beautifully into the 
smaller space allowed in modern compact kitchens. 
Sell the range that’s designed to your customers’ 
desires ... the all-new Magic Chef Perfect 36! , 











designed especially for 
Tole fo NAM uatelo(-Vaameaelinl lola] 
kitchen!...the all-new 
bended /GAS RANGE 
it . s SNe AY : hip 4 ree ye ee Se 


i Just 36 inches wide but L-O-N-G on ‘ouati ad re 
™ The new Magic Chef Perfect 36 gives you the convenience of 
a smaller size range plus graceful styling AND the big auto- 
matic features that distinguish a really fine range. See the 
range that’s completely ahead in modern design, features and 
performance ...see the new Magic Chef Perfect 36 today! 


today’s most 
a VALUE 
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” ic flame” UNI-BURNER “magic oven-eye™ Red Wheel Regulator Swing Out Broiler | AUTOMATIC CLOCK NEW MODERN FULLY PORCELAIN DIVIDED TOP-SURNER > 


AND TIMER STREAMLINE STYLING INSIDE AND OuT ARRANGEMENT 
= D 
. 
a % — “ 
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deals ¢ 
‘ ‘ , z ‘ y 
/ jo ss ee : 5 oy 
DEPRESSED MODERN C : 
neces stitsites | ate | yeiiSSttem | rgumane | ep racah 
. 
more women cook on Magic Chef than on any other range 


MAGIC CHEF, INC. « 1641 S.KINGSHIGHWAY « ST. LOUIS 10, MO. 
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Smashing magazine campaign! Sixteen ads 
... in eight leading magazines . . . reaching more 
than 114 million readers . . . during a nine-week 
period beginning this month! 


” soon SN wth an APA VICTOR portable '0\0 | 


Point-of-sale Kit 
Form HR1020 


la 
t ho s ca 4 “Sdligy 
larg. pe tchin * Phi H. DNig 


iting Comore ors 


REAVICTOR 


j Lp, 
The pick of Ne Portables 


Hanging Mobile Display 
Form HR1020G 





Mts great going with an RCAYICTOR . 
the pick of the 


DEALER IMPRINT 


Portable Radio Billboard, Form 3B5088 


Sc te 
Also as Car Card, Form 3B5087 Die-cut Holding Display 


Form HR1026 
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Super “Personal” Portable—the 
feather-light sales leader. Has Battery 
Life Saver Switch. Comes in a choice 
of six colors. Model 2B400, $29.95 

(less batteries) 


Portable Radio Wall Chart 
Form HR1022 


A 


The Yachtsman—popular, powerful The “Globe Trotter"—the world’s 
3-way portable at a price guaranteed most famous 3-way portable, always 
to win customers. Available in brown an incomparable value. Powerful 
and green. Model 3BX51, $34.95 “Golden Throat” tone system. Model 

(less batteries) 2BX63, $49.95 (less batteries) 


“Victrola” 45 portable pho- 
nograph—the world’s fastest 
record changer in a smart cabi- 
net designed for easy travel- 
ing. Perfect at home or on the 
move. AC operation. Model 
45EY3, $49.95 


Facts you should know about the portable market 


This spring and summer, over 12 million American families 
are planning about 22 million vacation trips. They'll spend 
over $4 billion during their travels, and that means plenty of 
profitable portable radio and phonograph business—especially 
for those who go after it now! 

Dependability is the quality travelers want most in their 
vacation-going equipment. And RCA Victor portables are 
world-famous for rugged dependability ! 

So stock up on the complete RCA Victor portable line— 
now! Be ready to tie in—and cash in—when RCA Victor 
starts its BiG portable promotion this month. 


Remember to stock up on RCA batteries, too. They’re 
radio-engineered for extra listening hours. 


Call your RCA Victor Distributor now! 


A? VAs GreatGoing “Wibba 


RCA VICTO 


Radio Corporation of America 
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The “Strato-World"— 
7-band AM/shortwave 
portable, powered to pick up the world! In cowhide 
leather with scuff-resistant plastic ends: Model 3BX671, 
ator-finished cowhide: Model 3BX672, 
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$159.95 (less batteries) 


“Victrola” 3-speed portable 
phonograph— styled as smart 
luggage. Striped woven grille 
cloth of tough plastic. Power- 
ful 8-inch speaker. AC oper- 
ation. Model 2ES38, $99.95 


Suggested list prices shown, subject 
to change without notice. Slightly 
higher in far West and South, 


ALD he'Dick of the Fartables’ 
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Councpolilan OUTPUMPS, 


OUTVALUES ANY OTHER 
WATER SYSTEM IN ITS PRICE CLASS 


SAME EJECTOR FOR 
SHALLOW and DEEP WELLS 


Converts in mere minutes! Cus- 
tomer benefits—you stock fewer 
parts. 4% H.P. pump delivers top ca- 
pacity—up to 615 G.P.H. as shallow 
well, 630 G.P.H. as deep well. 
(4% H.P. pump comparably higher.) 


MORE PERFORMANCE- 
PROVED SELLING FEATURES 


Sta-Rite lets you keep your profit... 
protects against service call-backs ! 
No skimping or stripping of quality. 
The only convertible with both glass- 
lined jet and stainless steel shaft 
to prevent rust and corrosion. 





POWERFUL 
HEAVY DUTY MOTOR 
No weak, split-phase motor here! 
Powerful 44 rat 4 H.P. Capacitor 
motors, especially designed for 
Sta-Rite pumps. A guarantee of de- 
pendable, trouble-free performance. 








COMPLETE FACTORY ASSEMBLY! 
NO EXTRAS TO BUY! 


Selling’s easier! Profit’s greater! 
A complete “package”’ water system. 
Price includes combination jet plus 
foot valve and bigger tank—all neces- 
sary parts. No accessories needed ! 


Don’t miss a sale! Budget- 
priced “‘Cosmopolitan”’ avail- 
able with vertical tanks, 
too. Write, wire or phone 
for more information today! 


STA-RITE PRODUCTS, INC. © 238 S. 8th Street ¢ Delavan, Wisconsin 


LOS ANGELES 


STA-RITE PRODUCTS, INC. 
238 S. 8th Street, Delavan, Wis. 


Tell me more about the new Sta-Rite “Cosmopolitan” —the better 
quality, budget-priced convertible water system. 


Company........- erccesecccce 
PENN. Sea ceeceesecvcteceess 


CHAMBLEE, GA. 


CR ee 
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WEBCOR Radio-Phono 


Webster-Chicago Corp., 

5610 Bloomingdale Ave., 

Chicago, 39, Ill. 

Device: Webcor radio-phono No. 
150. 

Selling Features: Combines a 5-tube 
superhet radio with 3-speed auto- 
matic phono; 5-in. PM speaker 


acoustically matched; oversized 
built-in solenoid antenna with 
Ferramic QO iron core; Webcor 


“121” diskchanger with jam-free 
Velocity trip mechanism; changer 
handles records of all sizes and 
speeds; plays up to 4 hrs. with one 
load of records and shuts off auto- 
matically; “Manual” position per- 
mits playing of “inside-out” ot 
home recordings without special 
adjustments; 4-pole motor drives 
turntable, operates on 105-120 V, 
60 cycle a.c. 





TELEFUNKEN Radios 


Sole U. S. Distributor: 

American Elite, Inc., 

1775 Broadway, 

New York, 19, N. Y. 

Model: “Orchestra” table FM-AM 
radio; Portable with FM and stan- 
dard; and a small set, “Jubilate.” 
Selling Features: “Orchestra” em- 
ploys separate base and treble con- 
trols allowing user to adjust high 
and low notes to suit themselves; 
also acts as a record compensator 
when using phono attachment; 
Armstrong FM_ system; built-in 
FM antenna with matching trans- 
former; AM or standard broadcast 
and short wave bands equivalent to 
average receiver; short wave bands 
from 16 m up to 50 m band; brings 
in European broadcasts without 
use of outside antenna. 

Audio system employs 3 speakers 
one 8-in. permanent magnetic, one 
74 in., and a new type Tweeter 
(crystal) for high notes. 

Records direct from detector 
stage into a tape recorder; addi- 
tional speakers may be added 
through jack at rear—up to 10 
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speakers may be employed without 
loss of volume; magic eye for deli- 
cate FM and shortwave tuning, 
also works in AM or broadcast in 
conjunction with loop antenna; 
walnut hand-rubbed cabinet; 
weighs 364 lbs. 

Portable covers FM and stand- 
ard bands; operates on a.c., d.c. or 
its own battery, American batteries 
and tubes interchangeable; brown 
Bakelite case; leather strap weighs 
10 Ibs. with batteries. 

“Jubilate” 5-tube set with sele- 
nium rectifier; specially designed 
Telefunken speaker combined with 
a wooden cabinet and inverse feed- 
back circuit; tone control; equipped 
for record player; covers standard, 
FM, and marine ship to shore 
bnds; weighs 10 Ibs; wooden case 
with Bakelite trim. 





RCA Radio-Phono 


RCA Victor Div., 
Radio Corp. of America, 
Camden, N. J. 


Model: RCA Victor radio-phono 
table model No. 3US5. 

Selling Features: Newly-designed 
instrument in maroon cabinet fea- 
tures a 3-speed record-player and a 
5-tube radio; “Victrola” phono 
plays up to 14 45-rpm records at 
one loading; or 10 12-in. records; 
or 12 10-in records and shuts off 
automatically at end of last record. 


Price: $99.95. 





NATIONAL Radio 


National Company, Inc., 
61 Sherman St., 
Malden, 48, Mass. 


Device: National radio receiver No. 
NC-98. 

Selling Features: Equipped with 
crystal filter, “S” meter; accessory 
socket; calibrated with ham or short 
wave listening bands; 8 miniature 
tubes plus rectifier; 1 RF stage; 2 
IF stages; slide rule dials; antenna 
trimmer; noise limiter; provision for 
narrow band frequency modulation 
and separate HF oscillator; covers 
550 ke to 40 mc. 










the magic new 
selling word in 
broiler-rotisseries is 





exclusive feature 
of the 
biggest money-making 
unit in the 
business 













Model RL 


$89.95 


LIST PRICE 















FASHION ACADEMY 
AWARD 
The New 
Gold‘n Chrome Look 


DESIGNED BY 
RAYMOND LOEWY Associates 











Introduced to America with the 
greatest advertising campaign that THERMOTRON INFRA-RED SYSTEM 
ever pre-sold a new broiler model. Everybody wants it — only BROIL-QUIK has it! 


LIFE ¢ COLLIER’S ¢ SUNSET 













Thermo-Rod Tubular Heating Element ¢ most in- Full-View Control Panel ¢ easier to see, easier to 
SATURDAY EVENING POST tense, most even heat ever developed. Easy to reach. Allows unit to fit into more compact space. 
. clean, impossible to break. Pilot Light ¢ Lights up when unit is on. 
LADIES’ HOME JOURNAL Multi-Temp Heat Control ¢ not one, two or three @ New Giant Capacity—up to 20 Ib. roast 


Recessed Tray Grooves 

Removable Restaurant-type Grill 
New Extro Deep Well-and-Tree Tray 
New Slide-Away Spatter Shield 
Chrome Plated Inside and Out 
Extra Grill Spit 


ross { . a 
McCALL’S e AMERICAN HOME but an unlimited number of settings on a single 


dial. Warming heat, roasting heat, intense broil- 


WOMAN’S HOME COMPANION ing and frying heat — and anything in between. 


Unitrol ¢ 4-Hour Electric Timer and off-on switch 


Car Cards! TV! in one! Unit shuts off and bell rings when food 
Newspapers ! is done. Completely automatic. 
and complete point-of-sales aids 





PEERLESS ELECTRIC Inc. 615 W. 131st Street * New York 27 
World's Largest Manufacturer of Infra-Red Appliances 
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The way LIFE sells appliances... 


Department stores from coast to coast use LIFE appliance advertisements — 





3 | 
















Margaret Baker of City of Paris, San 
Francisco, California, says: 

“One out of every four San Franciscans 
sees LIFE each week. When LIFE hits the 
newsstands, our special LIFE-City of Paris 
posters go up on counters, in windows, by 
floor displays. There are two kinds of 
posters—one for ads, the other for fashion 
stories. We tear out the pages we need and 
paste them up. It’s as easy as that!” 














oe 


Lexa the way YOU wat i. 
ib NEW leah, var onal bso 









Mr. Howard Kaufman of Gimbel Bros., 
Milwaukee, Wisconsin, was brief and right 
to the point when he commented recently 
on the LIFE tie-in programs. 

“We at Gimbels are highly pleased with 
the LIFE continuity program. We plan to 
continue it vigorously, and are confident 
that it will continue to bring us splendid — 
results!” 





? ro A ud, 0 e ousehold Accum ule we . udience . . . 
Ten aeeiely of Germans Aagnaatan hud Every issue of LIFE reaches 11,880,000 households* in the United 
of LIFE (1952), by Alfred Politz Research, Inc. 


States. To reach this audience, appliance manufacturers put more 
of their advertising dollars in LIFE than in any other magazine. 
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sells appliance men on LIFE 


designed to tie in with their 


B. L. Posen, publicity director for Hoch- 
schild, Kohn and Company, Baltimore, 
Maryland had this to say about LIFE 
tie-ins: 

‘*‘LIFE’s large circulation in our trading 
area and its even greater readership assure 
us of reaching people already informed on 
what we are talking about. Since inaugu- 
rating our current coordinated LIFE- 
Hochschild point-of-sale presentation pro- 
gram, we expect to capitalize even more 
fully on LIFE’s readership. We have al- 
ways considered advertising and point-of- 
sale tie-ins with LIFE advertising most 
valuable.” 


DIRTY WATER 
never dr ack through 
dean clothes 


own display scheme. 


















Are they SOLD on it? 


Just listen to their enthusiastic com- 
ments about LIFE tie-ins! 
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9 Rockefeller Plaza, New York 20, N. Y. 





Mr. Ray Williams, sales promotion direc- 
tor at Cohen Brothers, Jacksonville, Fla., 
neatly sums up the feeling of those who 
participate in the LIFE tie-in program. 
Mr. Williams says: 

“LIFE strengthens our selling power by 
pre-selling over 30,000 Jacksonville read- 
ers. Tieing in with LIFE is like a tonic.” 





First in readership 

First in circulation 

First in advertising 

First with appliance dealers 


1954 
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YOU'LL GO PLACES 
WITH TRAVELER 


THE NEW 


ELF-PROPELLED 
HURRICANE 


ROTARY POWER MOWER 










{ including riding sulky (plus excise 
“s tax). Also available without sulky. 
The 22-inch Hurricane Traveler 
is well within the average 
customer's price range. 
This great self-pro- 
pelled machine opens 
up a vast new field 

of power mower 
prospects! 


! 
! 
1 
1 
! 
j LISTS FOR LESS THAN $300 ; 
I 
I 
i 
l 
I 
I 
i 
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Here’s the sellingest self-propelled mower ever to hit the market! The 
new Hurricane Traveler has everything it needs to make it the biggest 
mower money-maker of all time! Check over these features and see for 
yourself why you and Traveler will go places together! 

NEW PATENTED DRIVE a completely automatic transmission known 
as the Hurc-O-Matic® Drive makes possible simple single control 
operation. There are no confusing gadgets to adjust—no maze of con- 
trols to memorize. The machine is put in motion by pushing hand con- 
trol lever forward. To reduce speed or stop, operator pulls control 
lever back. No jerky starts, no grinding gears. 

NEW POWER A dependable, smooth-running Clinton 3 h.p., 4-cycle 
gasoline engine powers this superbly engineered machine. Easy to start 
—has automatic governor control. Full-floating friction drive. 

NEW STRENGTH — Indestructible cast aluminum chassis combines 
amazing strength with easy maneuverability. The Traveler is built for 
years and years of service. 

NEW SPEED_ The Hurricane Traveler easily will cut one-half acre of 
grass or weeds per hour. Maximum speed is 5 m.p.h. Climbs steep 
slopes without a moment's hesitation. Drive wheels carry double, trac- 
tor-tread tires for greater gripping power. Doesn’t mash or track turf. 
NEW VERSATILITY — Three machines in one! Can be operated with or 
without sulky or as a push mower. Leaf mulcher optional equipment. 


alttaateclite 


ROTARY POWER MOWERS 








—the line more customers 
put their money on! 






3 OTHER GREAT MODELS FOR 
AMERICA’S QUALITY CONSCIOUS 

















HURRICANE GLIDER 
8” economy model. 
2 h.p. engine. 


WURRICANE SENIOR HURRICANE JR. 


20” model for large 18” model for city 1 
suburban lawns. lawns. 2 h.p. engine. 
NATIONAL METAL PRODUCTS COMPANY, INC. 
Dept. E-43 ° 2722 Cherry Street ° Kansas City 8, Missouri 
- teeorrtunius seen, 








NATIONAL METAL PRODUCTS CO., INC. 
Dept. E-43 

2722 Cherry St. 
Kansas City 8, Mo. 


The Traveler story is 
too big to tell fully on 
this page. For all the 
details on this new qual- 
ity Hurricane, send us 


Name 
this coupon now. We'll 
rush you the money- 
making facts and folder PEIIOD enennnvowrneenerenenennreverenenreoiornrmrctpnarnnne 
by return mail! 
City sensi ; i sissncrninpitenesiisiniian 
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STROMBERG-CARLSON 
Portable Phono 
Stromberg-Carlson Co., 
Rochester, 3, N. Y. 
Model: Stromberg-Carlson Hi-Fi- 
Et portable phono. 
Selling Features: Uses an extended 
range push-pull audio amplifier with 
audio response from 50 to 15,000 
cycles per sec; controlled nega- 
tive feedback; 8 in. S-C concert- 
type permanent magnet speaker; 
7.5 watts audio output; separate 
bass and treble controls; automatic 
record-changer operates at any of 
3 standard speeds and plays 10-12’s, 
12-10’s or any intermixed combina- 
tion of same type, or a full stack 
og 12-7’s of the 334 rpm speed. A 
45 rpm adapter provided; changer 
stops automatically a red tell-tale 
light mounted behind speaker grille 
shown when amplifier is on; lug- 
gage-styled, case in 2-tone pigskin 
finish. 
Price: $98.95. 
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PENTRON Hi-Fi Recorder 
Pentron Corp., 
221 E. Cullerton, 
Chicago, 16, Ill. 
Model: Pentron 3 Speaker Hi-Fi 
Recorder HT-225. 
Seiling Features: Two of the speak- 
ers (woofers) for middle and bass 
tones are contained in recorder 
case, the third speaker (tweeter) 
for extreme highs is mobile and 
is mounted in the recorder’s lid 
and is removable to any part of 
the room; individual volume con- 
trol on roving speaker; complete 
LC crossover network at 1000 
cycles; pushbutton speed change, 
special editing key and magic eye 
level indicator; frequency range is 
50 to 10,000 cycles at 74 in. per 
sec. tape speed; portable, weighs 
33 Ibs; 2-tone saran plastic simu- 
lated leather case; lid can be closed 
and recorder operated with 7 in. 
reels. 
Price: $225 with microphone and 
recording tape. 
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EMERSON Phonos 


Emerson Radio & Phono Corp., 

111 Eighth Ave., 

New York, 11, N. Y. 

Models: 2 Hi-Fi models No. 800 
and No. 802 and a 3-speed portable 
phono No. 806. 

Selling Features: Hi-Fi models each 
contain a newly designed 4-tube 
amplifier that provides undistorted 
reproduction of a frequency range 
of 50 to 12,000 cycles: a variable 
control adjusts tone brilliance to 
any desirable level. 

‘Tri-o-phonic No. 800 contains 
3 6-in. speakers; mahogany cabinet; 
2 speakers on either side plus 3rd 
speaker mounted in front. 

No. 800 and No. 802 equipped 
for 334, 45 and 78 rpm with an 
iutomatic changer that accomo 
dates 7, 10 and 12-in. records. 

New 3-speed portable No. 806 
weighs 6 lbs. in plastic cabinet; 
available in an assortment of colors. 
Prices: No. 800, $129.95: No. 802. 
$99.95: No. 806, $22.95 





HOFFMAN Hi-Fi Phono 


Hoffman Radio Corp., 
3716 S. Hill St., 

Los Angeles, 7, Calif. 
Model: Hoffman Hi-Fi 
consolette record player. 
Selling Features: New unit includes 
a full 74 watt push-pull type am- 
plifier; separate treble and bass tone 
controls calibrated for frequency 
ranges from 20 to 15,000 cycles, 
similar to Trio-Phonic Hi-Fi system 
in their TV sets; a variable re- 
luctance pick-up in 3-speed record 
player gives high efficiency of sound 
reproduction; 4-pole motor drives 
turntable at constant speed; duai- 
speaker system has one large 114x6 
in. speaker and a tweeter for high 
range of tones; mahogany cabinet 
designed to fit next to an easy chair; 
controls are conveniently placed at 
front of unit as are the speakers. 
Price: $169.95 in Zone 1. 


chairside 
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for the trade-in selling that’s a vital 
















part of today’s merchandising ! 


OP notch merchandisers know that a trade-in approach that brings customers in 

down-to-earth trade-in program is a —and yet give dealers the kind of profit 
must in today’s market. And with trade-ins protection they need. If you’ve been 
affecting up to 60% of all washer sales (in wanting a broad washer line —all with ex- 
most areas) Easy knows the value of it too. clusive selling features, and equipped with 
That’s why Easy has geared its Spring pro- _ timely promotional and trade-in power that 
motions to fit this kind of market. The makes sense, better see your Easy repre- 
all-new Easy Automatic, the famous Spin- sentative today. Easy Washing Machine 
driers and Wringers—all feature a strong Corporation, Syracuse 1, New York. 



































Deluxe Wringer 2-tub Spindrier Spiralator Automatic 


Finest ever built, Favorite of 2,000,000 Easy’s newest. Loaded 
priced right! There’s women. Backed by a_ with deluxe plus fea- 
a great promotional strong merchandising tures and a solid sell- 
model too. program, ing approach. 


ALL WITH SpiralatoF WASHING ACTION ! 


Easy’s gentle roll-over Spiralator washing action gives you a proof- 
of-performance demonstrating and selling exclusive that can’t be 
beat. Nothing else like it for closing sales. 
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Buyers market? SERVEL 
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REFRIGERATION 


Servel dealers are really ready! The buyer’s mar- 
ket means MORE, not less, VOLUME for them! 
Because now it takes a refrigerator that’s really 
different to turn a prospect into a customer! It 
takes features, not just talk, to close the sale... 
and Servel dealers have the greatest array of 
product advantages ever offered the consuming 
public! 
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Only Servel Dealers Offer a Refrigerator with 
NO MESSY ICE TRAYS! : 








Makes Ice Cubes without using Trays... and 
puts ‘em in a basket AUTOMATICALLY! 





Only Servel Dealers give customers choice of 
GAS or ELECTRIC! 


ONLY SERVEL DEALERS OFFER ALL THESE GREAT FEATURES! 


Separate freezer compartment—holds up to 80 Ibs.! 
Automatic defrost—completely carefree! 
Adjustable shelves—effortlessly changed! 

Butter keeper—full pound at right temperature! 
Door shelves—roomy, wide, convenient! 
Trip-saver handle—opens at a nudge! 


Longest warranty—up to ten full years on freezing 
system! 
3 appliances in 1—refrigerator, freezer, ice-maker! 














MODEL NO. 1249C 



































AUTOMATIC WATER HEATERS! 
Both electric and gas backed by the biggest 
name on any water heater. New electric table 
top model helps you build a profitable auto- 
matic water heater business with Servel! 












WONDERBAR PROFITS! 
Only Servel dealers profit in this new, un- 
saturated appliance market! Makes ice cubes! 
Chills snacks and drinks! Perfect for offices, 
dens, bedroom, living room, patios! 




















ELECTRIC FREEZER NEWS! 
Both upright and chest type Servel electric 
freezers have Cold-Seal Construction. A great 
sales-closer! 9 to 22 cubic feet capacity. 





Dealers are ready ! 


AIR CONDITIONING ae 


Rock-Bottom Priced 9% h.p. Servel Tops 
in the Budget-Price Market! 


Priced to give Servel dealers a tremendous competitive 
advantage! Cools, dehumidifies, filters and circulates air! 
3-way directional grill for draft-free circulation! 1-dial 
control! Flush ... extends only 5 inches into room! Blond 
all-metal cabinet. 
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Ventilates 


~! 


Servel Dealers Dominate Casement-Window 
Market with % and % h.p. Models! 


Require no window remodeling! No installation extras! 
Automatic drawer-pull control—no dials! Blond cabinet 
with mahogany drawer. Handsome brass pull! 


| @ 6° a" 


Handsome! Super Quiet Servel for Big | Seca mae 
Volume in the Medium-Price Field! Sess 


¥%, h.p. and 1 h.p. Servel! Handsomest air conditioner 
made! Draft-free! 1-dial control! Available in units that 
heat as well as cool! Special turn-down for perfect sleeping 
—no chills! Blond and mahogany decorator cabinets! 
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Available in model 
that heat or cool! 








MAIL THIS COUPON TODAY! 





to: Servel, Inc., 119 N. Morton Ave., Evansville 20, Indiana 
Have the Servel distributor nearest me rush full information 
on Servel’s 1954 products and merchandising plans! 











The name to watch for great advances in 


REFRIGERATION and AIR CONDITIONING eee 


Servel Inc., Evansville 20, Indiana 
In Canada, Servel (Canada) Ltd., 558 King St. W., Toronto, Ontario 
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The Robertshaw® 
Single Dial Oven Heat Control 


It helps make the sale for you because it makes electric 
range oven operation so simple. Turn the dial to “broil” 
and then back to recipe temperature. That’s all! Because 
this simple twist of the wrist turns on both “bake” and 
“broil” heating elements simultaneously. This speeds pre- 
heating to the desired temperature. When it’s reached, both 
heating elements and their pilot lights turn off indicating 
the oven is ready for loading. The control then automati- 
cally re-cycles the lower element only to 
maintain the precise oven temperature and 
lights “bake” pilot to show it is on. Simple? 
Yet only Robertshaw gives you such set-it- 
and-forget-it operation. It really puts the 
“sell” in range selection. 


"Plea Fulton 


Mr. Controls 
CONTROLS COMPANY 
ROBERTSHAW THERMOSTAT DIVISION 


Youngwood, Pennsylvania 


The exrtiol 
hebpe you 
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NEW PRODUCTS . 


HALLICRAFTER Hi-Fi Phono 


The Hallicrafters Co., 
20 E. Huron St., 
Chicago, 111, Ill. 


Model: The Virtuoso hi-fi phono. 
Selling Features: Has a frequency 
response ranging from 30 to 16,000 
cycles per sec; speaker grill runs 
entire front of unit; 3-speed record 
changer features a variable reluct- 
ance magnetic pickup with 2 sap- 
phire needles of one and 3 mils; 
controls include separate bass and 
treble; special loudness control; a 
4th control is a 5-position record- 
ing studio compensator adjusts set 
to match type of record being 
played; 8-watt audio system has 
push-pull output with inverse feed 
back; 5-tube and 1-rectifier trans- 
former type amplifier; 2 special 
Hallicrafters wide range hifi 
speakers in a custom acoustic en- 
closure; adjustable cover stay arms 
lock into open position automatic- 
ally; outside pilot light tells when 
set is on; contemporary styling in 
blond or mahogany finish. 

Prices: $199.95 and $209.95, ma- 
hogany and blond. 


ZENITH HI-Fi Phonos 


Zenith Radio Corp., 
6001 W. Dickens Ave., 
Chicago, 39, Ill. 


Models: 6 new phonographs and 
combination phono-radio hi-fi sets. 
Selling Features: Hi-Fi phono is 
equipped with Zenith Cobra-Matic 
record changer with built-in strobo- 
scope “speedometer” and continu- 
ous variable speed control from 10 
to 85 rpm including LP, 45 and 
78 rpm plus the new “talking 
book” speed of 164% rpm; all models 
use 2 speakers to cover low and 
high frequency ranges; housed in 
special acoustic chambers and are 
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Hi-Fi & Radios 


actuated by special engineered hi-fi 
amplifying system. 

2 sets, “Prelude” and “Rhap- 
sody” are deluxe radio-phono com- 
binations; overall frequency re- 
sponse for each is rated at 30 to 
15,000 cycles per second; standard 
pickup equipment includes a 1-mil 
diamond needle and a 2-mil syn- 
thetic sapphire needle mounted in 
ceramic cartridges. “Prelude” has 
mahogany veneers and solid wood 
cabinet. “Rhapsody” has contem- 
porary styling in combed grain oak 
veneers and solids. 

In 4 “Super-Phonic”, table 

models, the cabinet top becomes 
part of acoustical chamber for 
speakers; special locking device 
holds top in acoustic alignment 
with body of cabinet; overall re- 
sponse ranges from 40 to 15,000 
cycles. Available in blue or blond 
pyroxylin, a custom model in ma- 
hogany veneers and solids, or in 
combed grain oak veneers. 
Prices: Prelude $485.; Rhapsody, 
$500; Table models from $139.95 
for blue pyroxylin, to $159.95 for 
combed grain oak. 





ARVIN Portable Radios 


Arvin Industries Inc., 
Columbus, Ind. 


Models: 2 new Arvin portable radios— 
Sportable (854P) and Vacationer 
(852P) 
Selling Features: Sportable is available 
in aqua, red or cinnamon plastic with 
a pebbled leather inset panel; crystal 
dial set low in a tilted, metallic-cloth 
field flanked by grillwork. 

Vacationer is a luggage-type portable 


= 


Se 
i 
eh 


finished in brown alligator, tan and 


scotch plaid. 
Both sets operate on batteries, a.c. 


or d.c. and feature built-in, iron-core 
Arvin Magnetenna; 4 tubes plus 
selenium rectifier and Alnico V 
permanent magnet speaker; printed 
circuit. 

Prices: Sportable, $37.95; Vacationer, 
$44.95; both less batteries. 
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Amana Geer Kurd ROOM AIR CONDITIONER 
features “TWIN-COMFORT”... 


it not only cools, but it’s quiet . . . that means real 
comfort and good sleeping. Write or wire for all 
the details on the world’s finest air conditioner, 
precision built to the standards the industry has 
come to expect from Amana. 














World’s Largest Manufacturer of Food Freezers Backed by a Century Old Tradition of Fine Craftsmanship 

























































STOP PROSPECTS with 
coffee kept hot on your 
live gas range 














Prove NEW SPEED and 
ECONOMY with Tea Ket- 
tle Demonstration 


Sell BETTER CONTROL of 
top burner heat for pres- 
sure cooking 


Show CLEANER COOK- 
ING with handkerchief 
test 


Show EASIER CLEANING 
with take-apart demon- 
stration 


Sell IMPROVED SMOKE- 
LESS BROILING with cig- 
arette test 





Sell COOLER KITCHENS 
with handkerchief test 

















Prove BIGGER CAPACITY 
with eye test 


Sell LIFETIME BURNER 
service 


Show Bigger OVEN SIZE 
and new safety features 


Dramatize MATCHLESS COOKING 
with automatic lighting 







Csr. 
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IF THE 1 OUT OF 3 HOMEMAKERS 
in your community with gas ranges 12 
years old or older knew modern gas 
ranges like you do, they’d beat a path- 
way to your door! 


Nothing: no, nothing in home appliances 
offers as many improvements in fea- 


tures, appearance, operating efficiency, 
and time-and-labor-saving advantages 
as modern gas ranges do over the old 
ranges now in use in millions of kit- 
chens. And nothing: no, nothing in 
home appliances offers the great, pro- 
fitable replacement opportunity that 
modern gas ranges give you. 


GET A BIGGER SHARE OF YOUR BIG PROFITABLE REPLACEMENT MARKET NOW! 


Put these three sure-fire selling 


ideas to work for you TODAY! 


Tie in with your Gas Company’s Big Traffic Building 


2. Use these 15 ways to sell more 
Gas Ranges dramatized in the 
popular “Quickie Demos” 
Booklet. This booklet shows 
tested, proven floor-demon- 
stration ideas that will make 
shoppers stop, look, and listen 
and buy on your sales floor. 
Write for FREE copy today. 

















“Spring Showing of MATCHLESS Automatic Gas Ranges” 


Cuichic Re 
Dante’ 


Bring your sales force up to a 
new high peak of gas range 
selling efficiency with this 
tested sales training film “How 
To Sell More Modern Gas 
Ranges.” Follow the example 
of hundreds of gas range deal- 
ers who are reaping sales divi- 
dends from it. 


Gas Appliance Manufacturers Association, Inc. 
Gas Range Division + 60 East 42nd Street, New York 17, New York 
Gentlemen: 
Please send me a copy of ‘‘Quickie Demos"’ Booklet 
Information on sales training film ‘How To Sell Modern Gas Ranges” 









Ask your GAS range | 
manufacturers’ salesmen, 











your GAS Utility or mail the prc oe 
coupon for full information— Anon — 
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Mianitowoc FREEZERS 


compare the line 


. you'll sell Manitowoc. No dogs here — 
only five models and the right sizes to fit the 
market. There are two Deluxe models, and 
two Specials to let you meet and beat com- 
petitive promotion models. Finally, there’s the 
new 2-ZONE with a 10 cu. ft. self-defrosting 
refrigerator on top, and a spacious 114 cu. ft. 
freezer below with zero to 20° below tem- 
perature control. 





compare the features 


. . . and you'll sell Manitowoc. Each model 
needs only 30 x 36 in. of floor space. Cold- 
wall design gives freezers 50 percent more 
refrigerated surface than cold-shelf units, 
keeps shelves free of frost for more usable 
shelf space. Cold-Hold inner doors on Deluxe | 
models keep moisture from packages. | : 





Deluxe model 
18%, cu. ft. capacity 


The 2-ZONE sets a new pattern for kitchen | 
convenience; no other combination puts so 
much useful capacity in so little floor space. q 





compare the profits a 


. and you'll be sure to sell Manitowoc. | 
Manitowoc knows you must make substantial {| = 
profits, so the line includes only those models 
that turn over fast, reducing your inventory 
and finance problems. Better still, Manito- 
woc’s prices on a dollar-per-cubic-foot basis 
are among the very lowest in the industry. 


Deluxe model 
14 cu. ft. capacity 


plus e e e national advertising, complete co-op program, 
direct mail and point-of-sale aids . . . and special pro- 
motions on the local level geared to help you sell. Send 





coupon now — learn how you can grow with Manitowoc 

and its distributors to build a secure future in the freezer 

business. 
- Ss dosiclialenealinateeehiiiadaietededllinath ane eencits dtineninnnisbain enn umgnamnansinanaiineel -----4 
| MANITOWOC EQUIPMENT WORKS, Dept. EM. 
] Manitowoc, Wisconsin i 
| Please rush facts on Manitowoc 2-ZONE and freezers. ! 
I 
| Name 
] Address | 
! City .- State l 
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2-BAND 3-WAY ° PORTA! 


with th 
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MITCHELL Portable Radio 


Mitchell Mfg. Co., 

2525 Clybourn Ave., 

Chicago, Ill. 

Device: Mitchell “Adventurer” 2- 
band, 3-way portable radio, No. 
1287. 

Selling Features: Equipped for 
“round-the-world” shortwave recep- 
tion in addition to full standard 
broadcast programs; standard AM 
from 535 to 1620 kes; operates on 
a.c., d.c. or from self-contained bat- 
teries; automatic volume control; 2 
built-in antennas—loop antenna for 
standard broadcast and _nickel- 
plated, 34-in. telescopic whip for 
shortwave; selenium rectifier plus 5 
tubes; brown and tan luggage-type 
case; plastic dial. 

Price: $74.95. 


~ 
* 
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WESTINGHOUSE Radios 


Westinghouse Electric Corp., 
TV and Radio Dept., 
Metuchen, N. J. 


Models: 9 new models in Westing- 
house spring radio line. 

Selling Features: Top of line is the 
No. 417T5 “jewelry” 5-tube table 
receiver mounted on brass legs; 
available in deep maroon and gold 
finish or in ivory and gold. 

No. 404T5, 5-tube horizontal 
clock-radio finished in green plastic; 
No. 422P4, 5-tube a.c.-d.c. or bat- 
tery-operated portable finished in 


> ¥. <a 
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maroon plastic; No. 423P4, com 
panion model finished in coral; No. 
424P4 companion model in beige 
and No. 425P4 companion finished 
in black plastic No. 405P5, a 5-tube 
deluxe a.c.-d.c. or battery-operated 
portable finished in red plastic; and 
No. 406P5 companion finished in 
green plastic. 

2 upright 5-tube clock radios 
with alarm and slumber switch and 
appliance outlet Nos. 397T5 and 
398TS are finished in maroon and 
ivory plastic respectively. 

4-tube personal battery-operated 
portables No. 409P4, 410P4, and 
411P4, finished in red, brown and 
beige plastic and AM-FM, 7-tube 
models 389T7 and 390T7 finished 
in brown and ivory. 





MOTOROLA Radios 


Motorola Inc., 
4545 W. Augusta Bivd., 
Chicago, 51, Ill. 


Models: 2 
and 54L. 
Selling Features: 52B features a base 
of polystyrene plastic in a choice of 8 
colors; gold plated beveled tops; gold- 
dipped leatherette handle. 


new models 52B, Escort 


No. 54L incorporates all recent 
Motorola developments including 


PLAcir chassis plated circuitry; large 
4x6 inverted speaker; sub miniature 
tubes; Bakelite baked-enamel in vari- 
ous colors with contrasting elliptical 
shaped grill. 

Prices: No. 52B, $29.95 in ebony and 
$32.95 in other colors. No. 54L, 
$37.95 in all colors. 


Briefs... 


Garco announces an iron holder 
for installation on wall or door, 
called De Luxe Hold-An-lron, of 
chromeplated steel; flanges on each 
side of guide hold iron. Price $1. 
(Garco Mfg. Co., 745 N. Ada St., 
Chicago 22, III.) 

A remote reading home freezer 
thermometer that accurately shows 
interior temperature of a home 
freezer without opening the unit 
was recently announced by Taylor 
Instrument Companies, Rochester, 
N. Y. 

Trade-Winds has redesigned the 
blower assembly of their kitchen 
ventilator model No. 3501 for 
installation in cabinet over range. 
Redesigned scroll houses the motor 
and blower units providing im- 
proved performance. (Trade-Wind 
Motorfans, Inc., 5725 S. Main St., 
Los Angeles, Calif.) 
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Exclusive Finger-Tip Air Controt 


















Sales tools to help you! 


Colorful island display with 
sales messages on all 4 sides. 
Holds 550 lbs. without wiggle 
or wobble. Only 4 minutes to 
assemble! Order R-A/C4. ~ 


New eye-catcher in- 
vites a try! Either 
%-, %- or 1l-ton 
models can be oper- 
ated on this sturdy 
chrome stand. Ma- 
sonite boards tell 
sales story. Order 
R-A/C10. 





All new, and a real stopper! 
Beautiful full-color Masonite 
drapes and sea-scape combine 
with unit above to make a 
real attention-getter! Order 
R-A/C21. 


*Prices and specifications subject to 
change without notice. 








and 4 great 
new features make 


















NEW Air Filter 
Permanent, aluminum, 
washable, efficient 


New 1/-, %4- & 1-ton models 
meet every customer’s needs! 


@ SUPER-QUIET! Delivers larger volume of cool air in 
hottest weather. 


@ DEHUMIDIFIES! Removes gallons of excess moisture 
from muggy air every day. 


@ VENTILATES 3 WAYS — No-draft circulation with or 
without cooling—fresh-air circulation—stale-air exhaust. 


@ FILTERS—Cleanses air of pollen, dirt, soot—wonderful 
for hay fever sufferers. 


Robbins & Myers give you the exclusive advan- 
tages it takes to win your share of this booming 
market. You get appealing features you can really 
demonstrate; luxury features at no extra cost! 
The ROTO-DISC DIRECTOR offers finger-tip 
control of air flow—directs air up, down, to the 
left, right, or any combination. Each model offers 
extra cooling power, whisper-quiet operation. 
Newly designed brackets make installation 
quick and easy. And for a good, strong closer, re- 
mind customers that these are dependable Robbins 


Room Air Conditioners Pay! 


& Myers products, backed by a five-year protec- 
tion warranty. Call your distributor now! 


Ya-ton model — Cooling capacity: 6100 BTU per 
hour. Room air handled: (recirculated air) 210 
CFM. Moisture removal: 1.80 pints per hour 
(high relative humidity). 115 volts, 60 cycles. 
AC. Order RUC-5054, $319.50* retail. 


¥%-ton model**— Cooling capacity: 9100 BTU per 
hour. Room air handled: (recirculated air) 330 
CFM. Moisture removal: 2.40 pints per hour 
(high relative humidity). 115 volts, 60 cycles. 
AC. Order RUC—7554, $379.50* retail. 


1-ton model**—Cooling capacity: 12,000 BTU 
per hour. Room air handled: (recirculated air) 
400 CFM. Moisture removal: 2.75 pints per hour 
(high relative humidity). 230 volts, 60 cycles. 
AC. Order RUC—10054, $439.50* retail. 


** Also available in 230 and 208 volts. 


Send for literature and distributor's name! 


ROBBINS & MYERS, INC. 


Fan Division: 387 So. Front St., Memphis 2, Tenn. 
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JFD UHF Yagi 

JFD Mfg. Co., Inc., 
6101 16th Ave., 
Brooklyn, 4, N. Y. 
Device: UHF-312 
Golden “Ultra Yagi.” 
Selling Features: Intended for 
deep-tringe reception of single 
UHF channels; picks up adjacent 
channels due to mean-frequency- 
pick-up; a 2-bay array delivers a 
gain of 13.75 db on the channel 
it is measured for; 1l-piece, com- 
pletely welded, plated with Bronzi- 
dite giving entire antenna an ir- 
ridescent gold color and protection 
iainst rust and corrosion. 

Price: $7.65 including free half- 
wave jumpers. 


12-element 








RMS Indoor Antenna 


RMS, 
2016 Bronxdale Ave., 
New York, 60, N. Y. 


Device: RMS UHI-VHF Stereo- 
scopic NevaTip indoor antenna 
No. K-38. 

Selling Features: Features a 6-posi 
tion selector switch provides cleat 
reception from channel 2 to 83; a 
turn of switch automatically turns 
proper pair of poles for best pi 

ture presentation; NevaTip base; 
brass dipoles; 5-ft. twin lead 





BINAURAL Clip-On 


Cook Laboratories Inc., 
114 Manhattan St., 
Stamford, Conn. 


Device: “Clip-On” attachment con- 
verts home phonos for playing 
binaural 3-D records. 
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TV Accessories 


Selling Features: A side-car type 
arrangement with 4-in. mounting 
holds for any 2 standard cartridges 
provides mountings which track 
the twin grooves of the Cook-sys- 
tem binaural records; regular single- 
track LP’s may also be played with- 
out difficulty. 

Price: $5.95 





PLYMOUTH UHF-VHF 
Switch 


Plymouth Electronics Corp., 
Kingsbury St., 

Worcester, 10, Mass. 

Device: VHF-UHF low-loss trans 
fer switch. 

Selling Features: 2-position switch, 
used as a channel transfer switch 
for UHF and VHF antenna leads; 
furnished in matching beige, the 
switch attaches to the back of the 
IV set so handle protrudes, allow- 
ing quick change without filters 
from one antenna to another. 





CHANNEL MASTER 
Antennas 

Channel Master Corp., 
Ellenville, N. Y. 
Devices: “Sweet 16” 16-element 
UHF yagi; “Globe Trotter” Coni- 
cal-yagi; and “Super Champ” 
VHF-UHF, and a new UHF Cor 
ner Reflector No. 409. 
Selling Features: “Sweet 16”, 16 
element UHF yagi, for UHF re 
ception has elements permanently 
welded onto crossarm, a Delta 
matched dipole for good 300 ohm 
match across all channels; a wide 
band yagi; can cover as many as 21 
channels; has an average gain of 
11 db single and 14 db stacked. 

“Globe Trotter,” No, 321, for 
all-channel VHF fringe area and 
all-channel UHF primary area; all- 
aluminum; preassembled. 






“Super Champ” No. 325-6, a 
new VHF-UHF antenna is an im- 
proved version of their stacked 
Champion, and has from 14 to 
3 db more low band gain and | 
db more high band gain. On 
UHF it delivers up to 12 db.; avail- 
able as a complete antenna, 325-6, 
or as a conversion kit, 325-7. 











Corner UHF reflector No. 409 
features optional 2-way mounting 
—can be mounted behind or in 
front of the mast; mounting styles 
are based on structural shapes— 
the triangle and the truss; can be 
adapted to any kind of UHF in- 
stallation, with or without VHF; 
can be mounted on masts, towers, 
structural members. 

Prices: “Sweet 16,” $8.20; Super 
Champ 326-6, $54.17, 325-7 


$11.81; Globe Trotter, $12.64 for 
single bay and $25.97 for stacked 
antenna, 





TENNA-ROTOR 


Alliance Mfg. Co., 

Alliance, Ohio 

Device: New Tenna-Rotor No. 
r-10. 

Selling Features: Features a con 
trol bar across the top of rectangu 
lar case in contrast to center control 
switch in older model; Reinecke- 
styled rectangular shaped; bar se- 
lects and shows actual direction to 
which antenna is pointed; plugs 
into 60-cycle 110 volt a.c. circuit. 





TECH-MASTER UHF Selector 


Tech-Master Products Co., 

443 Broadway, 

New York, 13, N. Y. 

Model: Tech-Master TV101-U 70- 
channel UHF selector for all 630- 
type T'V receivers. 

Selling Features: Designed to fit 









into front recess common to all 
630-type chassis; will bring in all 
available UHF stations, even in 
fringe areas with maximum bright- 
ness and fidelity; simple mounting 
—2 internal connections and the 
antenna lead; 1l-knob, continuous 
tuning covers entire UHF spec- 
trum; 3 high-O resonators give 
high gain sensitivity; Cascode IF 
stage is completely shielded for 
maximum selectivity. Factory as- 
sembled, wired, aligned and sup- 
plied with tubes, brackets, mount- 
ing hardware, dial, knobs and 2- 
position for VHF and UHF. 


Price: $36.95 





FALCON Antenna 


Falcon Electronics Co., 

Quincy, Ill. 

Device: Falcon “88” conical yagi 
type antenna for all VHF band use. 
Selling Features: Has 5 elements 
for low channels—4 on high; chan 
nel section consists of conical 
driven element using ‘“Vari-Con” 
adjustable head plus dual reflectors 
and a director. High channel sec- 
tion uses 2 separate driven ele- 
ments and a director for each; en- 
tire array is fed with a single 300 
ohm line. 





TRIO Antennas 


Trio Mfg. Co., 

Griggsville, III. 

Models: Trio UBT series UHF an 
tennas and a “Colorite” conical 
VHF antenna. 

Selling Features: Trio UBT series 
UHF antennas are of the bow-tie 
and reflector type with all elements 
and phasing bars of drawn alumi 
num rod for extreme rigidity, low 
wind resistance and light weight. 
In 3 models (UBTel, a single 
bow-tie with reflector; UBT-2, a 2- 
stack model and UBT-4 a 4-stack 
model for ultra-fringe areas). Pre- 
assembled except for tightening 4 
wing nuts; swing-out, lock-tite re 
flector assembly uses support brack- 
ets which are an integral part of 
mast clamp assembly. 

“Colorite” conical is easily as- 
sembled; non-hygroscpic head pro- 
vides high quality dielectric; full 
length 48 in. elements used with 
optimum forward angle to provide 
high gain through all channels. 
Available in single bays or 2-bay 
models. 
Price: “Colorite” $7.85 
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They’re all talking about the new I7” 


CROSLEY SUPER'V < 


BECAUSE IT’S LIGHTWEIGHT! 40% lighter 


than any other TV set. 


BECAUSE IT TAKES UP 337° LESS SPACE 


—most compact TV set ever made. 


BECAUSE IT’S BEAUTIFUL — Wainut-, blond- 





or mahogany-finished cabinet. 


BECAUSE IT’S AVAILABLE IN VOLUME TO 
YOU NOW—Coll your Crosley distributor. 


BECAUSE IT SELLS (and sells, and sells) FOR 


ONLY 
fe mm 


; i4 2 




















(coast To coast ) 
































—and you make a 
profit on every one! 





AND HERE’S MORE NEWS... 





@ Front is all screen—controls are on 
side. 


@ Revolutionary Super-Vertical 
chassis takes up less space. 


@ Removable cabinet makes servic- 
ing quick and easy. 








You can | SELL] them better on a CROSLEY 
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A triumph of Crosley’s 
33 years’ electronic research 


@ Uniform Interlace gives true-to-life 


@ Tube-Life Extender lengthens tube 


@ Built-in antenna. 








@ Permanent pinpoint focus. 


@ Perfect for porch, bedroom, den, 
kitchen or rumpus room. 


@ Full-Year Warranty on Picture Tube 
.- - 90 days on chassis parts. 
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NEW 


OANDER ATA 















Cash in now on this 


great buy! 


Call your distrib- 


utor today! 


ll 


No arm strain! Fast, 3450-RPM 
motor does a high-speed job. 


ideal for vertical work, too. Easy 
to sand hard-to-reach places. 







I” | OSCILLATING 
a SANDER MODEL 200 


Sanding has always been one of the toughest 
jobs in the book. Sure, there have been 
power sanders on the market. But not ata 
price many a man could afford. Not, that 
is, until now! 

With this new PET Oscillating Sander 
anyone can turn in a smooth, workmanlike 
job, easily, quickly. And best of all, at an 
equipment cost any home craftsman can 
afford. 

That gives you the biggest profit oppor- 
tunity you’ve ever had on this type of tool. 
Make the most of it by calling your dis- 
tributor now. 


ADJUSTABLE SWIVEL HANDLE—Exclusive! For 
easy right or left-hand use. Front of sander always 
in plain view. Makes for easy “featheredging” and 
corner sanding. 

HEAVY-DUTY— Weighs 714 well-balanced pounds. 
The weight does the work! Ball-bearing construc- 
tion. Direct-drive—no belts or gears to wear out. 
QUICK-CHANGE FEATURE—New-type knurled 
rollers make sandpaper easy to change—hold it 
vise-tight. 

EASY TO USE— Has convenient finger-formed han- 
die. Heavy-duty slide-type switch can be locked 
in “on” position. 


in Canada: Portable Electric Tools, itd., 425 Birchmount Rd., Toronto 13, Ont. 


Please send full de- 
tails on your new Os- 
cillating Sander. 


C] Have representative 
call. 


PORTABLE ELECTRIC TOOLS, INC., 320 W. 83rd St. Dept. EM-44, Chicago 20, Ill. 
Name 
Address 
Ci Zone State 


tact’ A HEAVY-DUTY 


cane cup Gus aus enn ome ann eum emm ame aol 
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DECOR-TENNA Antenna 


Midwest Naturlite Co., 

228 W. Kinzie St., 

Chicago, 10, Ill. 

Device: Midwest “Decor-Tenna”’ 
decorative indoor antenna. 

Selling Features: Completely ad- 
justable antenna, has _ telescoping 
horizontal elements that rotate 180 
degs; silver spirals; ebony or blond 
hardwood base bowl-inspired depth 
with holes to accomodate floral or 
foliage ensembles; horizontal twin 
coils extend from 28 in. closed to 
40 in. extended; rotating dipoles 
rotate to any required Vee angle 
for high signal gain over UHF 
band without adaptor; dipoles lock 
into tuned position by a Roto-Lok 
that slides Sees to lock and up to 
unlock. 


CARDWELL Kit 


The Allen D. Cardwell Mfg. Corp., 
Plainville, Conn. 


Device: Cardwell UHF conversion 
kit No. ES-2. 

Selling Features: For installation in- 
side existing TV sets to provide all- 
channel UHF tuning from channels 
14 to 83 continuously with 1-knob 
and easy-to-read dial; no slide wires, 
frequency doublers or spring drives 
are used, printed circuit gives sta- 
ble tuning with no drift; uses chan- 
nel 5 or 6 as intermediate fre- 
quency and does not affect present 
tuning or reception of VHF sta- 
tions. 





BOGEN Transmission Line 


David Bogen Co., Inc., 
29-9th Ave., 
New York, 14, N. Y. 


Device: G-Line, single-wire trans- 
mission line for UHF TV. 

Selling Features: Consists of an 
impedance-matching unit at each 
end, called “Launchers” which 
match the 300-ohm balanced line 
connection at antenna to the single 
wire which carries the signal to the 
set; a second “launcher” matches 
the single wire to a short length of 
300 ohm twin line, which is at- 
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. TV Accessories 


Fee 






tached to receiver. Basic G-Line 
kit consists of 2 Launchers, 150 ft. 
special insulated wire and 2 stand- 
off brackets. 

Price: Kit, $38.25. Special wire, 
$32.50 per 500-ft. reel. 


BOGEN Booster 


David Bogen Co., Inc., 
29 - 9th Ave., 
New York, 14, N. Y. 


Model: Bogen Booster No. UHB. 
Selling Features: Increases recep- 
tion range for sets operation on 
UHF channels 14 to 83 inclusive; 
a gain of 134 db is obtainable at 
lower frequencies while 8 db gain 
is available at high end; compact 
case contains a Vernier-type dial 
with pointer behind a screened 
glass-face plate; single knob con- 
trols, is automatically turned on 
and off by the TV set by ther- 
mal type relay; Coaxial-type tuning 
system; self-contained power sup- 
ply; particularly suited for use with 
UHF sets employing “strip” tuners 
and new sets employing a UHF 
type tuner. 

Price: $41. 


BOGEN Converter 


David Bogen Co., Inc., 

29 Ninth Ave., 

New York, 14, N. Y. 

Model: No. UCT-1 UHF-T'V con- 
verter. 

Selling Features: All-channel con- 
verter; single knob control; self- 
contained; easily installed; termi- 
nals at rear; brown plastic case. 
Price: $42.50. 





MALLORY UHF Converter 


P. R. Mallory & Co., Inc., 
3029 E. Washington St., 
Indianapolis, 6, Ind. 


Device: Redesigned _all-channel 


UHF converter No. 88. 

Selling Features: Smaller, single 
knob tunes all UHF channels in 
a total of 74 turns; a second knob 
switches from UHF to VHF and 
turns converter and TV set on and 
off; range: from channels 14 
through 83; weighs approximately 
34 Ibs. 
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IN A RECENT SURVEY AMONG BRIDES: 


85.1% received toasters as wedding gifts! (35% of them were 
“Toastmaster” Toasters... almost twice as many as the next 
leading brand!) 


82.1% received electric irons! 
65.7% received coffee makers! 


All of which proves that electric housewares are in tremendous 
demand as bridal gifts. 


IN ANOTHER BRIDAL SURVEY: 


82% of women (see chart) first acquired electric housewares 
during engagement or within first six months of marriage. 







Electric Housewares First Six Months Married 
(Average: Toaster, Iron, Electric Mixer) 33% 
While Engaged : ; 
; Second Six Any time 
Before — Engaged 49% Months Married Thereafter 
% 





6 
*% oxy * wey 


Source: Study of First Ownership conducted for The 
Bride's Magazine by National Family Opinion, Inc. —1953 
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TOASTERS ...THE PREFERRED GIFT OF BRIDES! 
MR. DEALER, Do you realize what a 


Gold Mine the Bridal Market really is? 
* BIG BUSINESS? AND HOW! 





Approximately 1,500,000 marriages will take place in 1954. The 
average age of all brides today is 20.5 years. Here is a tremendous 
untapped market which affords you a great opportunity. 

So sell women the first time they come into the market in a big 
way—as brides. Get them in the habit of coming into your store. 
Assure yourself of satisfied customers that will buy again and again 
from you because “Toastmaster” helps build the reputation of your 
store, as the place to buy fine quality merchandise. 


HERE’S YOUR MARKET! 


420,500 MARRIAGES IN MAY, JUNE & JULY! 


Yes, during the months of May, June and July, over 28% of all 
1954 marriages will take place, so start mow during these best- 
selling months. 

Based on the first survey shown here, the following tremendous 
numbers of appliances will be bought as bridal gifts during May, 
June, and July. Toasters—357,845. lrons—345,230. Coffee Makers 
— 276,269. 

It’s a year ‘round business, too! Weddings take place every day, 
so continue month after month to capitalize on this gigantic market. 


MARRIAGES OCCUR YEAR "ROUND! 
Ist Quarter 2nd Quarter 3rd Quarter 4th Quarter 
Jan. 7.1% Apr. 8.0% July 9.0% Oct. 8.6% 
Feb. 6.6% May 8.4% Aug. 9.2% Nov. 7.8% 
Mar. 6.6% June11.3% Sept. 8.9% Dec. 8.5% 
20.3% 27.7% 27.1% 24.9%, 
Source: National Office of Vital Statistics for 1953 
Tie in with Toastmaster Advertising 
to Get More Bridal Gift Business! 


All year, “Toastmaster” runs powerful national advertising to keep 
this brand the most-wanted of all toasters. For example, full- 
color ads will appear in The Saturday Evening Post on May 15, 
and in Look on June 15. Also colorful advertising in McCall's, 
Better Homes & Gardens, Country Gentleman, and House Beau- 
tiful. 

All year, too, “Toastmaster” advertises to the bride in all the 
major bridal magazines. (Brides hint for gifts and buy with gift 
money, too!) 

So put all this promotion to work in your store. Best way to 
do that is with this great new 


@€ TOASTMASTER STORE DISPLAY 


All ie do is take three “Toastmaster” Toasters from your own 
stock. Then, with the Merchandising Kit we will supply, you'll 
set up a beautiful bridal-gift window display that will really pull 





NATIONAL AD DISPLAY BLUE RIBBON STREAMER WHITE SILK DRAPE ‘ customers into your store. (Helps you sell other bridal-gift items 


You Get This Complete Display and Merchandising Kit for Only $2! 


Bride & Groom Ornament—Molded of Display Set-Up Diagram—Shows you 





you Carry, too!) 
And, get this, you'll set up this display in only 10 minutes! 
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i 4 
highest quality, durable Catalin Styrene. Fig- how to set up entire display in 10 minutes. I ALL THIS... ALL YOURS... FOR ONLY $2! ' 
ures are lifelike in rich, full color. 

White Silk Drape —There’s ample material H . : i ; pun elle blaatnes ee : 
here, the kind that falls into deep folds. Hurry *— Get a beautiful 6-color, 3-D : ~ 
Blue Ribbon Streamer—Smooth satin adds presins ee — at no charge if you here Send me all the following “Toastmaster” Bridal Dis- i 
another touch of color to this festive display. displ — tees ere -_ ; play and Merchandising Materials. I enclose $2. 4 
bi Pinal Splay kK P y 1), 4. i 
National Ad Display—The powerful, full- | . 
color advertising so many of your customers ! Bride & Groom Ornament Imprint folders as shown below: i 
will see in the Post, Look, Better Homes & Gar- i White Silk Drape i 
dens, and McCall's. I Blue Ribbon Streamer Store Name t 
Consumer Leaflets—Plentiful supply of § National Ad Display peer i 
leaflets on both ‘“Toastmaster” Toasters. g Consumer Folders - me 1 
‘ ALY. 7 abe 
Cut & Mat Sheet—Helps you tie in locally Automatic Toasters § Cut & Mat Sheet , 
with our big national advertising campaign. a a eee g Display Set-up Diagram Ship attention of. ‘ 
Contains bridal-gift ads. one Ttectle Compute, Mista, U- ~~ oe ee ee ee ee ee ee ee ee ee ee ee 
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Join the Gi Fan Fair 


Order your stock 


of KKM. Fans from 


@ SEE the amazing ‘oe 
All-A-Round Fan with 
4-way performance 


@ SEE the one and only 
Swing-A-Round 
reversible window fan 
e It’s a floor circulator! 
e It’s a blower fan! 
e It’s an exhaust-intake fan! 
e It’s a window fan! 


The ~KeM~ All-A-Round Fan made sales 
history in 1953 ... and now, new improved 
features guarantee even greater sales 
opportunities for 1954. 


your KM. Distributor 


A big, powerful, 20” fan that cools every corner of the 
average-sized ranch home. Easily installed in a few minutes 
...Mo tools necessary. Exclusive “KEM wind tunnel con- 
centrates air blast and increases air delivery ... changes to 
intake or exhaust positions in seconds without removing fan. 
Telescoped metal tubing permits expansion to fit all sizes of 
window openings. Tell your customers that the “KEM. Swing- 
A-Round can be used as a blower fan and circulator fan, too 
... extra sales ammunition! 


Listed below, today! 


ALABAMA 
Birmingham 
R. D. Burnett Cigar Co. 
Stratton & Terstegge Co. 
Selma 
Tissier Hardware Co. 


ARIZONA 


Phoenix 
Phoenix Hardware Co. 


CONNECTICUT 
Hartford 
Capitol Light & Supply Co. 
East Hartford 
Roskin Distributors 


DELAWARE 
Dover 
Dover Electric Supply Co. 
Wilmington 
Radio Electric Service of Del. Inc. 


DISTRICT OF COLUMBIA 
Washington 
Capital Cigar & Tobacco Co. 
Fetterman Hardware Co. 
Orgel Brothers Wholesale Jewelry Co. 
Washington Wholesale Drug Co., Inc. 


FLORIDA 
Pensacola 
Pace Holland Co. 
Tampa 
Miller Distributing Co. 


GEORGIA 
Atlanta 
Appliance Distr. Co., Inc. 
Tenenbaum Bros. 
Augusta 
Hart Electric Supply Co. 
Jernigan Hardware 
Dublin 
lovette & Tharpe Hardware 
‘annah 


D. L. Henderson Co. 


IDAHO 
Boise 
Affton-Lemp Distributors 
Lewiston 
Morgan Bros. & Co. 
Pocatello 
Billmeyer Distributors 


ILLINOIS 
Champaign 
Tepper Wholesale Electric Co. 
Chicago 


Active Electrical Supply Co., Inc. 


All American Sales 
B-C Distributing Co. 
Bruns & Collins, Inc. 
Denward's 
Electrical Wholesalers, Inc. 
Ever-Ready Electric Supply Co. 
Harrison Wholesale Co. 
Hyland Electrical Supply Co. 
Loomis Textiles, Inc. 
Rogers Supply House 
Southwest Distributors 
Weinberg & Co. 

Decatur 
Decatur Paper House 

De Kalb 
Hub Electric Supply 

Joliet 
Joliet Electric Supply 

Mt. Vernon 


Mt. Vernon Electric & Supply Co. 


Pecria 
John C. Streibich Co. 
Peoria Paper House 
Quincy 
Irwin Paper Company 


INDIANA 
Elkhart 


Elkhart Supply Corp. 
Evansville 

Aut at e Wh 5 , $ 
Fort Wayne 

Hardware Wholesalers, Inc. 





Indianapolis 
Economy Electric Supply 
Kipp Bros. 
Mooney-Mueller-Ward 
Shane Company 
Van Camp Hdwe. & Iron Co. 
Kokomo 
Wholesale Electric Service 
Muncie 
Eastern Electric Supply 
Industrial Electric Supply 
Peru 
Marburger Wholesale Supply 
Richmond 
Meller Bros. Hardware 
Richmond Electric Co. 
South Bend 
Galentine Novelty Company 
Young Heating Co. 
Terre Haute 
Levin Brothers 


IOWA 
Algona 
Thompson Distributing Co. 
(Branch) 
Cedar Rapids 
Electric Motors Co. 
Des Moines 
L. H. Kurtz Co. 
Robinson Wholesale Co. 
Fort Dodge 
Thompson Distributing Co 


KENTUCKY 
Covington 
J. C. Noyes & Son 
Louisville 
Burwinkle Hendershot Co. 
Owensboro 
Wright Supply Co. 


LOUISIANA 


Lafayette 
Butcher Bros., Inc. 


New Orleans 
Eaco, Inc. 
Interstate Electric Co. 
Lighting Fixture & Electric Supply Co. 


MARYLAND 
Annapolis 


Rhodes Electric Supply Co. 
Baltimore 

Consumer's Distributing Co. 

Electric Industrial Equip. & Sup. Corp. 

Loewy Drug Company 

Mar-Matic Sales Company 

Shofer's Wholesale Company 

David B. Taylor Company 

Wilcox & Haslup Hardware Co. 
Easton 

Easton Wholesale Distr. Co. 
Salisbury 

Del-Mar-Va Hardware Corp. 


MASSACHUSETTS 
Springfield 
Burt's Sales Co. 


MICHIGAN 
Flint 
Silkworth Distributing Co. 
Saginaw 
Saginaw Hardware Co. 
Muskegon 
Independent Electric Co. 


MINNESOTA 


Minneapolis 
Sterling Electric Co. 
S & M Company 


MISSISSIPPI 
Biloxi 


Combel's Wholesale Hdwe. & Supply Co. 


Columbus 

Puckett-McGee Electric Supply Co. 
Natchez 

Feltus Bros. Hardwore 
Tupelo 

L. D. Hancock Co. 


MISSOURI 
Fulton 


Central Electric Supply Co. 
St. Lovis 

Alf-Com 

Artophone Co. 

Blackwell Wielandy 

Markwort Sporting Goods 

Stone Distributing 
Sikeston. 

Crenshaw Distributing Co. 
Springfield 

Four States Distributing Co. 
Washington 

Bueschers Wholesale, Inc. 


MONTANA 
Great Falls 
Glacier State Electric Supply Co. 


NEW JERSEY 

Atlantic City 

Maegin Electric Supply Co. 
Camden 

Camden Electric Fixture Co. 
Elizabeth 

Merit Electric Supply Co. 
Jersey City 

Garfunkel Company 
Laurelton 

Schenck Electrical Supply Co. 
Morristown 

Morristown Electric Supply Co. 
Newark 

Newark Specialty Co. 

Reliable Electric Supply Co. 
Paterson 

Watson Flagg Sales Co. 
Union 

Surrey Electric Supply Co. 


NEW MEXICO 
Albuquerque 
Stryco Sales Co. 











































@ SEE the sensational @- 
Duo-Aire Fan... 


2 fans in 1 


The ~KeM~ Duo-Aire Fan is an exclusive product with proven 












e High velocity blower 
e Scientific circulator 


@ SEE the new, new “oe Rol-A-Round 
Fan... the coolest fan on wheels 


consumer acceptance. It's the only fan that operates as a 


powerful blower fan and a floor circulator. Patented turn- 
around motor feature affords dramatic display and clinches 


the sale. 


NEW YORK 
Albany 
Colonial Heating Equipment Co. 
Fort Orange Radio Distributing Co. 
Batavia 
Salway's Hardware 
Binghamton 
Florance Electric Supply Co., Inc. 
Brooklyn 
Adco Company 
Horn Brotehrs 
Ross Electric Corp. 
Buffalo 
Bison Electrical Distr. Co. 
Central O-B Products Co. 
Davis Electrical Distr. Co. 
Ellicott Drug Co. 
Lee Distributing Co. 
Jamaica 


Central Queens Electric Supply Corp. 


Jamestown 
Clarke Hardware Company 
Long Island City 
Graybar Electric Co., Inc. 
Meadville 
Harley D. Carpenter 
Niagara Falls 
All-Jay Distributors, Inc. 
Mount Vernon 
B. Davis Co., Inc. 
New Rochelle 
Appliance Distributors, Inc. 
New York City 
Air Equipment Distributors, Inc. 
Garfield Electrical Supply Co., Inc. 
General Distributors 
Midway Electric Supply Co., Inc. 
Royal Eastern Electrical Supply Co. 
Yorktown Electrical Supply Co. 
Syracuse 
L. Gordon Distr. Co. 


Utica 
Hammer Supply Co., Inc. 
White Plains 
Garfield Electrical Supply Co., Inc. 
NEVADA 
Ren 


Osborne-Dermody 


NORTH CAROLINA 
Asheville 

Rea Auto Supply House 
Charlotte 

Carolinas Auto Supply House 
Elizabeth City 

Aydlett Products Co. 

J. A. Hooper 

The R. S. Jordon Co. 
Goldsboro 

Smith Hardware 
Greenville 


Southern Reliable Wholesale Co. 


Hickory 

Ligon Electric Supply Co. 
Raleigh 

Job P. Wyatt & Sons Co. 
Smithfield 

Whitley Specialty Co. 
Wilson 

The Tar Heel Hardware Co. 
Winston Salem 

Ligon Electric Supply Co. 


NORTH DAKOTA 


Wahpeton 
Dakota Distributors, Inc. 
OHIO 
Ashtabula 
Anderson Sales Co., Inc. 
Cincinnati 


Hale-Justis Drug Co. 


The Cincinnati Economy Drug Co. 


Weisbrodt Sales Co. 
Cleveland 
Carnegie Radio Co. 
Edgar A. Brown, Inc. 
Feature Products 
Columbus 
H. T. Maloney & Sons 
Sharwell Tobacco Co. 
Toback, Inc. 
Dayton 
The Miami Cigar & Tobacco Co. 
Hamilton 
The Lewis Cigar Co. 
Lancaster 
Clark Candy & Tobacco Co. 


tomers will applaud. 


Mansfield 

Wagner Hardware Company 
Marion 

Probst Supply Co. 
Medina 

George F. Reinhardt 
Springfield 


Paul's Cigarette & Tobacco Co. 


Springfield Electric Motor Co. 
Springfield Paper & Mdse. Co. 
Steubenville 


Industrial Tobacco & Candy Co. 


Wooster 

The Friendly Wholesale Co. 
Youngstown 

Al-Mar Supplies 


OKLAHOMA 
Oklahoma City 
Southwestern Hardware Co. 


OREGON 
Portland 
Circuit Distributing Co. 
S. A. Sediock Company 


PENNSYLVANIA 

Allentown 

Clark Distributing 

Hunsicker's 
Altoona 

Dibert Radio, Inc. 
Erie 

Presque Isle Electric Co. 
Harrisburg 

Hensel's 
Johnstown 

Cambria Equipment Co. 
Lebanon 

J. C. Havers 
McKeesport 

Apter Bros. & Co. 
Meadville 

Harley D. Carpenter 
Oil City 

Corrin Elec. Sup. Co. 
Philadelphia 

Judson C. Burns 

Smith, Kline & French 


Pittsburgh 
A. H. Rapport Company 
Demmier Bros. Co. 
Kim Electric Supply 
Martin Hardsocg Co. 
State Electric Supply Co. 
Reading . 
Kagen's 
Penn Supply 
St. Mary's 
B & R. Electric 
Williamsport 
Neyhart's, Inc. 
York 
C. H. Stallman 
Uniontown 
The Fayette Company 


SOUTH CAROLINA 


Charleston 

Thompson Miler Hardware 
Florence 

Carolinas Auto Supply House 
Greenville 

Poe Hardware & Supply 

TENNESSEE 

Bristol 

Interstate Hardware Co. 
Chattanooga 


Chattanooga Paper & Woodenware Co. 


Duff Bros., Inc. 
Wholesale Furn. & Appl. Co. 


Knoxville 

Wholesale Furn. & Appl. Co. 
Memphis 

Ellis Bagwell Drug Co. 
Nashville 


Nashville Chair Co. 
Tennessee Wholesale Drug 


TEXAS 
Dallas 


Crabtree's Wholesole Radio 
Higginbotham Pearlstone Hdwe. Co. 
Meletio Electrical Supply Co. 

Fort Worth 

W and K Wholesale Company 








@ SEE power-packed pro- 
motion that'll give you 
a quick turnover, high 
profit fan department 


EVERYTHING FREE WITH 
YOUR PURCHASE OF 
KNAP 
FANS 





Local Newspaper advertis- 
ing with your store name 
featured ! 
National advertising... 
magazines, newspaper ond 
television! 


Giant-sized full color 
displays! 

Window streamer, counter 
cards! 


MONARCH 






From cellar to attic... the “HEM Rol-A-Round can be easily moved 
about... solving any cooling problem on the spot! A feature your cus- 





VIRGINIA 
Edinburg : 
Irwin Candy Company 
Richmond 
Radek Drug C p 
Electrical Equipment Co. 
Stanton 


Associated Hardware 


WEST VIRGINIA 

Charleston 

Anchor Tobacco Company 
Belington 

Kane & Keyser Hardware Co, 
Clarksburg 

Clarksburg Drug Co. 

Johnson Hardware Co. 

Porsons-Saunder's 
Huntington 

Riverside Paper Company 
Parkersburg 

Goldsmit-Black, Inc. 
Wheeling 

Ohio Valley Drug Co. 

Shulick-Taylor Co. 


WISCONSIN 

Beloit 

Savage Distributing Company 
La Crosse 

La Crosse Steel Roofing & Corrug. Co. 
Milwaukee 

Hesco, Inc. 

Standard Lamp Co. 

Taylor Electric Co. 

Wisconsin Deluxe Co. 
Racine 

Allen's Merchandise Co. 
Stevens Point 

Amco, Inc. 

The Central Co. 


WYOMING 
Caspe 


r 
Intermountain Whise. Co. 


And all Westinghouse Electric Supply 
Corp. Distributors 














A 3-FOOT DISPLAY AREA 
CAN SET YOU UP IN A 
MONEY-MAKING MOTOROLA 


CAR RADIO BUSINESS! 






itu ter w 


39° Motorola 





do what so many others are doing 
get that EXTRA INCOME by selling 





Motorola 


CAR RADIOS 


. ¢ 
Car radios 
tits the best tone on the road ¢@ TOP DISCOUNTS! 


uw NALUE 





STANDOUT BUYS 
PERFORMANCE | 


© EASY INSTALLATION! 
© NO TRADE-IN DEALS! 
© EXCELLENT PRICE STRUCTURE! 


This year many new cars will be sold 
without radios to hold down list prices. 
Customers will be looking to you for their 
radio buys. The name they know best 
is Motorola! If you’ve overlooked this 
steady and profitable market, now’s the 
time to get in it! So set yourself up. 
Sell Motorola Car Radios right off the 
display. No special equipment needed. 
For full details, see your local Motorola 
distributor at once. 

















brings in customers! 


Lowest price ever! Motorola Price Leader Car Radio. 
Powerful! Rugged! Dependable! Manually tuned 
receiver with five tubes, rectifier and seven tuned se- 
lective circuits. Superheterodyne receiver for razor- 
sharp selectivity. Automatic volume control. Heavy- 
duty vibrator power supply for low battery drain. 
Rich, superior tone. 





Seter See Motorola car radios 4 A7RA profitc/ 


MODEL 
404 
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NEW PRODUCTS 
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JFD Indoor Antenna 
JFD Mfg. Co., Inc., 

6101 16th Ave., 

Brooklyn, 4, N. Y. 


Device: JFD ‘““Tun-O-Matic” VHF- 
UHF indoor antenna, TA 145. 
Selling Features: Telescoping rabbit 
ears; 6-position rotary switch regu- 
lates wave-length of gold-colored ru- 
by-tipped UHF-Q-phaser; weighted 
base with felt pad. 

Price: $7.95 
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CRD Antenna Rotator 


The Cornell-Dubilier Electric Corp., 
South Plainfield, N. J., and 

The Radiart Corp., 

Cleveland, O. 


Device: No. TR-4 CDR Rotor. 
Selling Features: Augments pres 
ent line of rotors; has enough power 
to turn an array; a meter cabinet 
using 4-wire cable, can handle as 
much as 150-Ib. load; streamlined, 
weatherproof design; 12 heavy-duty 
ball bearings in two 64 in. ball- 
bearing races; die cast housing; stop 
at end of rotation; reversible clamps 
handle % in. to 2 in. masts; heavy- 
duty motor reverses instantly; mast 
tower or platform mounting; 3 
heavy-duty guy wire lugs;. 


Temco wall heaters now feature 
a grille attachment for heating 
small rooms opposite the room in 
which heater is installed. Available 
as optional equipment on No. 
358-2, the 5x11 in. warm air grille 
increases flexibility of Temco wall 
heaters providing zone heating up- 
stairs and down. (Temco Inc., 
Nashville, Tenn.) 


Commish cord sets are available 
for use with hedge trimmers, lawn 
mowers, portable tools etc. 

An electric dryer cord set, with 
molded-on, 3-pole angle rubber 
plug with “L” shaped grounding 
blades is also available. (Cornish 
Wire Co., Inc., 50 Church St., New 
York 7, N. Y.) 
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WILL THE APPLIANCE 






REVOLUTION LEAVE YOU 
VICTIMIZED or VICTORIOUS ? 





The Decision 


Consolidations and mergers of manufacturers have 
caused a revolution in the appliance industry. The re- 
sulting confusion has struck with terrific impact upon 
distributors and dealers alike. 

Distributors suddenly find themselves competing 
with other distributors in the same territory carrying 
the same line. Under such circumstances, dealers are 
faced with the problem of carrying “tag-along,” slow- 
moving products that have been forced upon them by 
the new so-called “full-line” manufacturer. 

THE BUYER’S MARKET 
Line by line, the seller’s market we all have been 
enjoying is rapidly changing to a buyer’s market. And 
the buyer’s market is a realistic, steady, profitable 
market. Consumers are buying the best of each brand 
— products made by the specialists. The public—right 
now, today—is selective in its buying, and it is choos- 
ing the dealer who sells the products of specialists. 

The time has come for you to review your own 
position. You must decide between two alternatives— 
either risk being caught in the “squeeze play” between 
the giants who are battling to corner the appliance 
market, or remain independent, sell what you please, 
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SELL THE TRADE NAME 


Deeptreeze 


TRADE-MARK BEG. U5 PAT OFF 


—THE SMARTEST DEALERS DO! 


© 1953 Deepfreeze Home Appliances, North Chicago, 
Illinois. Makers of genuine Deepfreeze Home 
Freezers & Refrigerators. 
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Is Up To You! 


and do business with the specialists whose products 
are gaining widest acceptance. 


DEEPFREEZE—THE SPECIALIST 


Deepfreeze Home Appliances, North Chicago, Illinois 
is the specialist in the field of low temperature 
equipment. Deepfreeze pioneered and leads the 
home freezer industry. No other name has such a 
reputation for quality and advanced features, not only 
in home freezers, but in its famous refrigerators. 


As a Deepfreeze Dealer, you are “your own boss,” 
you are not compelled to carry a variety of small- 
profit, ‘‘tag-along” products, you can carry any com- 
plementary lines you please. And two of the most 
modern manufacturing plants in the appliance indus- 
try are geared to meet the ever-increasing demand for 
Deepfreeze Home Appliances. 


GET ALL THE FACTS! 


Mail the coupon today and find out what Deepfreeze 
—the specialist—offers you as an independent dealer. 
We'll send you details on why we think Deepfreeze 
offers you the hottest “cold” proposition in the appli- 
ance business today. 


Deepfreeze Home Appliances 
North Chicago, Illinois 


Yes, I am interested in Deepfreeze, the specialist in the 
home freezer and refrigeration field. Send me the 
whole story at once. 


Name____ 


Pa Address__ 





City SAT State 
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JUNE BRIDE SALES 
THEME KEYNOTES 
BiG AD DRIVE 


The June Bride market, plus 
anniversary and Father’s Day 
gift-giving, is the target of the 
Hamilton Beach consumer ad- 
vertising campaign for May 
and June. June brides and an- 
niversary gift candidates are 
featured as delighted with the 
Hamilton Beach Food Mixer, 
Mixette, Home Drink Mixer 
and Liqui-Blender, while Dad 
is suggested as a fine subject 
for either the Drink Mixer or 
Liqui-Blender. 

Magazines to be used in the 
drive include McCall’s, Better 
Homes & Gardens, Good House- 
keeping, American Weekly, 
Woman’s Day, Parents’, Bride’s 
Magazine, Modern Bride, Guide 
for the Bride and Saturday 
Evening Post. 


SAYS DISPLAY MADE 
THEM REORDER 
THREE TIMES 





Mr. W. E, Russell of Loch- 
ridge & Ridgway, hardware 
and furniture dealers of May- 
field, Ky., is an ardent booster 
for the Hamilton Beach Mixing 
Center Display. Mr. Russell 
had placed his normal holiday 
order for Hamilton Beach mix- 
ers. When his Mixing Center 
display arrived, Mr. Russell 
says: 

“We placed it in our front 
window and followed your sug- 
gestion to run both newspaper 
and radio spots, The results 
were most impressive and we 
were glad to reorder three dif- 
ferent times. 

“One attractive feature of 
the display is the small amount 
of counter or window space re- 
quired to show a full line. I 
highly recommend this display 
to any dealer who wants to get 
his share of the mixer busi- 
ness.” 
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Display Offers Selection That 
Calls For A Buying Decision! 


Once you get your customer thinking 
about “which one,” she’s ready to buy. 
You can trade-up; do a quick selling job 
on the spot! Only Hamilton Beach offers 
you such a complete selection of mixers. 
And only Hamilton Beach helps you use 
the power of selection with a Mixing 
Center ! 

Here’s a complete mixer department 
only 23” high that takes only 33” x 14” of 
counter space! Flasher unit attracts shop- 
pers’ attention. Includes 50 full-color, 
6-page folders. Order any of 4 ways 
shown below, 


no take it ot leave it! 


THIS MOVES CUSTOMERS 
TO MAKE A CHOICE! 











AMILTON BEACH 


ater «4 Cerer 


10 BLENDER 


3 metioome : How to Get This 


Sales Pusher 
NEW HAMILTON BEACH $3750" HAMILTON BEACH $3950* | Gillis basenk of tah. 
LIQUI-BLENDER FOOD MIXER retail 


ette, Model G Food Mixer, 
Sell finer, faster blending for dollars less! New Easy-to-use features make it the easiest food Home Drink Mixer and new 
“Cut-’n-Fold” action delivers twice the usual mixer to sell! And, it stays sold, pays you full Liqui-Blender for $147.44 
cutting power! Liquefies, blends, purees, mixes, profit. Easiest speed control, easiest portabil- (retail value $238.00), and 
chops, grates, pulverizes. 2 speeds; no-splash _ ity, easiest bowl control. Compare! Sell Ham- get one Mixing Center dis- 
top. ilton Beach! play without charge. 






























retail 


HAMILTON BEACH «= $1975" = HAMILTON BEACH §=—- $.50* Bene a Haag Laren 
MIXETTE retat’ HOME DRINK MIXER retail Home Drink Mixer and new 


Liqui-Blender for $75.71 
(retail value $119.25), in- 
cluding one Mixing Center 
display. 

3 Order one each of new 
Liqui-Blender and Home 
Drink Mixer for $39.50 (re- 
tail value $60.00), including 
one Mixing Center display 
4 Mixing Center display. 
without Mixers...... $5.00 


*Prices subject to change 
without notice. 


America’s fastest-selling portable! Powerful, 
lightweight, easy to demonstrate. Beats, mixes, 


Once kids see "em, they keep coaxing! Makes 
real soda-fountain drinks; super malteds, fruit 
mashes, whips—in any bowl or pan. Three- drinks—cocktails. Everyone owning a freezer 
speed, one-hand operation. Beaters snap in. or freezer-compartment refrigerator is a pros- 
Holder fits on Mixing Center. pect. 1444” high. 16-oz. capacity. 


And To Keep Your Mixing Center A Busy Profit Center 
--- over 34,622,556 advertising messages will pre-sell 
readers of these well-read magazines... 


American Weekly Good Housekeeping Modern Bride 
Better Homes & Gardens Guide for the Bride Parents’ Magazine 
Bride’s Magazine McCalls’ Woman’s Day 


DISTRIBUT HAMILTON BEACH 


DISTRIBUTOR NOW! 
° Hamilton Beach Co., Div. of Scovill Mfg. Co., Racine, Wis. 





SCOTCH LASSIE SELLS right gaa ts ede he oat 


FOLKS WED YEAR ’ROUND 


U.S. Government figures for 1953 
show that weddings occur with sur- 
prising uniformity throughout the 


the Highland girl’s tam-o-shanter. 
The $37.50 price of the unit is promi- 
nently featured. 


BLENDERS FOR DEALERS 


In a new display recently made This colorful display may be 








available, a wee Scotch lassie points 
out the uses and the value combined 
in the Hamilton Beach Liqui-Blender. 


The center panel of the display 
features the fruits and vegetables 
usually associated with blender use. 
These are visible through the clear 
container of the Blender. 


obtained free of charge by writing 
Advertising Department, Hamilton 
Beach Co., Racine, Wisconsin. 


However, if you want extra profit 
from sales of the complete Hamilton 
Beach line of mixers, you'll want 
the Mixing Center display which is 





described above. 


( Advertisement) 
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year. Actual marriages by quarter 
were— ist Quarter, 20.3% ; 2nd Quar- 
ter, 27.7%; 3rd Quarter, 27. 1%; 4th 
Quarter, 24.9%. Less than an 8% 
spread between the lowest and high- 
est quarter! Looked at another way, 
any retail bridal promotion confined 
to June alone, misses over 88% of 
marriages during the year. 
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ELECTRICAL APPLIANCE NEWS 


TRADE REPORT 










TED WEBER, JR. 


Color TV Pulls, But Monochrome Pays 


Almost everyone in the TV indus- 
try was willing to agree last month 
that color television wasn’t as tough 
to live with as had been anticipated. 

Undoubtedly some sales had been 
lost because of talk about color in 
the public press. It was difficult to 
determine just how serious a sales 
deterrent this had been. But there 
was no arguing with sales figures or 
with manufacturer production sched- 
ules and these indices showed clearly 
that the industry was doing better 
than expected. 

To find a really dark cloud in the 
industry’s picture you had to look at 
radio production—which contrary to 
many people’s expectations had been 
falling during the early months of 
the year. And despite this, many 
manufacturers predicted a _ recovery 
soon in radio with 1954 final figures 
approaching 1953 levels. 

One other trend was clearly appar- 
ent last month. Color was making 
slower progress than most people had 
hoped for, and some firms had cut 
back their guesses as to how many 
color sets could be turned out in 1954. 
The answer to this trend was simple 
enough: news of the approaching 
availability of 19-inch tubes had made 
15-inch sets with big price tags look 
downright unattractive to the general 
public. 

Monochrome Upsurge. A glance at 
the graph below shows how tele- 
vision production for the first seven 
weeks of this year maintained an un- 
expectedly high level between 100,- 


® First seven-week figures show that 
black and white sales were higher than 
most set-makers expected 


® Radio production shows an unexpected 
decline, but manufacturers predict 
the rest of the year will be good 


000 and 110,000 sets. These figures 
are considerably below the same pe- 
riod of 1953, which was a time of ex- 
ceptionally high production, but 
slightly above the same period of 
1952. 

Out of 11 television manufacturers 
queried by ELecrricaL MERCHANDIS- 
ING, eight said first quarter TV sales 
were higher than originally expected, 
and one of them (Motorola) said 
business was 50 percent better than 
estimated. None of the TV makers 
said they had overestimated first quar- 
ter sales of black and white, while 
two said sales were running about as 
predicted. 

“Apparently the advent of color has 
not had an adverse effect on sales,” 
a spokesman for Westinghouse said. 

There were scattered reports that 
the presence of color sets on a dealer’s 
floor actually served as a stimulus for 
black and white sales. Apparently the 
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idea was that if the consumer could 
see the small-screen color set with a 
high price tag, he would be convinced 
that it would not be worthwhile to 
postpone buying a monochrome set 
while waiting for color. 

Second Quarter? Manufacturers 
were less in agreement over the pros- 
pects for black and white sales in the 
second quarter of 1954, although the 
general consensus seemed to be that 
they would remain at a fairly high 
level, while not as high as the first 
quarter. 

“The industry’s second quarter will 
be better than last year, but not as 
good as the first quarter of 1954,” 
said a representative of CBS-Colum- 
bia. Several other manufacturers con- 
curred with this opinion. 

However, an RCA spokesman said 
his firm believes the second quarter 
will continue to be favorable; at the 
same time. Admiral’s representative 
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RADIO PRODUCTION FIGURES 
FIRST SEVEN WEEKS 1953 AND 1954 





said the second quarter business 
would show an improvement over the 
first quarter, but would not be as high 
as the second quarter of 1953. 

Color Uncertain. New develop 
ments flew thick and fast on the color 
scene during the first quarter, but 
the total picture did not appear any 
the less obscure. Some manufacturers 
seemed to think they were at the 
mercy of the tube-makers. 

RCA announced that it had begun 
production of 15-inch color receivers 
(which give a 124-inch picture) at the 
rate of 2,000 a month, and invited 
manufacturers to see them in pro- 
duction. RCA also is working hard 
on development of a 19-inch tube. 

But G-E, meantime, announced it 
would curtail production of 15-inch 
color tubes and gave as a reason “re- 
cent indications that the future trend 
is going to be toward the large sizes of 
color tubes.”” CBS-Hytron also is de- 
emphasizing the 15-inch tube, claim- 
ing nobody wants it. 

Westinghouse rushed its first color 
sets onto the New York market as fast 
as possible, and promised “immedi- 
ate delivery,” but got very little re- 
sponse. ‘The company admitted it 
was losing almost $2,000 on every 
color set (retailing for $1,295), but 
apparently wanted to test consumer 
reaction and get a solid foot in the 
door so that it would be in a better 
position to exploit the color market 
of the future. 

Emerson’s Ben Abrams pulled yet 
another switch by announcing that 
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he would lease color TV sets, and not 
sell them, until larger screens were 
available, the price was lower, more 
color programs were on the air, and 
desirable service contracts could be 
worked out. 

How it Looks. Asked if they had 
revised their original estimates of the 
number of color sets the industry 
would produce in 1954, most manu- 
facturers said they had not. (Original 
estimates ranged from about 50,000 
to 100,000 for most set-makers.) 

“We're still hoping to produce 
30,000 color TV sets, but long delays 
on the 19-inch color tube deliveries 
now promised in the third quarter 
may make us miss our goal,” said 
Admiral’s spokesman. Motorola said 
it was “‘totally in the hands of the 
tube-makers.” 

However, one large firm said “cur- 
rent studies indicate that revisions 
downward will be the trend,” and Ar- 
vin’s Paul Tanner said original esti- 
mates on 124-inch tube models had 
been revised downward. 

None of the manufacturers said 
they had revised their 1954 industry 
estimate upward. 

Radio Recession. While the ac- 
companying charts shows a_ steady 
downward trend in production of radio 
sets for the first seven weeks of this 
year, most manufacturers queried on 
this subject said they did not believe 
the industry was in for a disappoint 
ing year. 

“Extremely heavy dealer inventory 
naturally is the cause of reduced radio 
production at this time,” said E. W. 
Gaughan of Capehart-Farnsworth. 
“There are a number of diversified 
reasons why radio sales have taken 
the unusual drop. However, we ex 
pect radio sales to pick up in the 
second quarter of this year to a point 
where such sales will compare favor 
ably with the same period last year.” 


High inventory at the manufac- 

HOW TO PUT turer and distributor level was cited 
- by Arvin. DuMont and Arvin also 

mentioned “conservatism” on the part 


of the manufacturers as one reason for 
YOUR BUSIN IN ' the falling production, and both pre 


dicted 1954 sales would be fairly even 











with last vear. 


THE CENTER KF TOWN! " Admiral predicted 1954 radio sales 
s Ss would be about 10 to 15 percent be- 


low 1953, while Emerson said sales 
would be down about five percent. 
A third firm said activity in the TV 


You don’t need a Main Street address to field may have had a bearing on early 
attract new customers season production, while RCA said it 


was too early to forecast how sales 


Use the ‘yellow pages’ of the telephone directory. ‘ would do. 


The coming of the portable season 


That’s where people look when they are ina buying > and the rapid exhaustion of big in- 
. . ventories were expected to spur radio 
frame of mind for the products and services you offer. 


sales during the second quarter of 
1954. 

The ‘yellow pages’ get your name, address, telephone number and : 

sales messages in homes, offices, shops and factories all over town. 


It’s like putting your business right square in the buying center Correction 


of your community. A caption on a photograph appear- 
ing on page 224 of ELECTRICAL 
MERCHANDISING for February in- 
advertently identifies S. J. Lonergan 


Get in touch with the Classified Telephone Directory ws Vincent Loncigen ‘snd Joun &. 


Lonergan as Jim Lonergan. S. J. 

Representative at your local telephone business office. Lonergan is president of the Lonergan 
Mfg. Co., Albion, Mich., and John 
R. Lonergan is sales manager of the 
firm. 
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STEWART 


Division of Stewart-Warner Corp 


In Canada: 


Belleville, Ontario 








The Big Value Portable... “—s ee 
Budget-Priced— Here's your BIG volume ore 
STEWART-WARNER Gadabout. Smart trim lines . . . wonderfully 

compact... the power and fine tone of the highest-priced portables—yet budget- 
priced. Full broadcast coverage ... Alnico-5 pm speaker . . . Ferrite-Bar 

antenna .. . automatic battery cut-off. Plays on battery, AC or DC. Colors: 

Forest Green, Dawn Gray or Maroon. Grill and trim accented with gold. 

Wire or phone your STEWART-WARNER distributor TODAY! 
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Leading Producers of Electronic Equipment for the Armed Forces 
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FOR YOUR 
HOME 
COOLER 


THERMADOR 


MARKET 
























IT’S 


FOR 


Profitable Galee 


“Seven Leagues 
Ahead" 








There’s cold cash in cool 
comfort. People who sit in 
rocking chairs, swivel-chairs or 
wheel-chairs are the people 
who want relief when the 
weather gets hot and dry. That 
means just about everybody is 
a prospect for one or more 
Thermador Coolers. For a 
single room or a whole house, 
you can supply exactly the right 
cooler from Thermador’s com- 
plete array of sizes and types. 
It’s a name people respect, on 

a product people want. Ask 

us, today, for all the details. 


THERMADOR 


THERMADOR ELECTRICAL MANUFACTURING CO. 
5119 District Boulevard, Los Angeles 22, Calif. 


EM 454 


Please send full information on the sales possibilities 
of Thermador Home Coolers. 





ELECTRICAL MANUFACTURING CO. 
5119 District Blvd., Los Angeles 22, Calif. 





Name of Individual 





Name of Firm 





Street and Number 





City 


Zone State 
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Service vs. Price 


A Philadelphia retailer takes a full page ad to 
explain his comprehensive service policy and to take the 
initiative away from discount houses 


A top independent appliance dealer 
in the Philadelphia area has begun 
fighting back against discount house 
competition through an advertising 
attack which has so far “produced a 
tremendous consumer response.” 

The dealer is Charles Gerhard in 
suburban Glenside, Pa. His weapon 
against price cutting is service and in 
a full page ad in Philadelphia papers 
early last month Gerhard argued that 
his store’s comprehensive service pol- 
icy amounts to “100 percent interest” 
on the consumer's investment. 

Complete Service. At Gerhard’s, 
said the ad, purchasers are entitled to 
this type of service: 

—in-warranty repairs at no cost to 
the customer, either for parts or for 
labor. 

—check-ups of appliance operation 
before the warranty expires in order 
that necessary repairs can be made 
free of charge before the warranty 
1S up. 

—service after the warranty period 
at specially reduced rates to persons 
who have purchased the product from 
Gerhard. 

—first priority on service calls on 
products purchased at Gerhard’s. 

How They Do It. The ad also 
pointed out that the store was able 
to offer this type of service because it 


aac & 






Putting the Package to Work 


sold nationally-advertised brands at 
prices which enabled a dealer to main- 
tain such service facilities. In addi- 
tion, the ad pointed out, reasonable 
trade-in allowances and a group of 
satisfied service employees also make 
it possible for the store to offer such 
service. 

Commenting on the ad, Gerhard 
said that “from now on the discount 
houses in our locality are going to be 
worrying about us instead of vice 
versa.” 


More Billboards 


Lewyt has expanded its outdoor 
advertising budget to a record-high 
of more than $500,000 for 1954, 
according to Donald B. Smith, di- 
rector of advertising and sales promo- 
tion. 

March-through-May billboard show- 
ings will picture the Lewyt vacuum 
cleaner with slogan copy in 210 loca- 
tions from coast-to-coast, Smith said. 
There also has been an increase in 
Canadian outdoor advertising. 

Smith said Lewyt’s billboard pro- 
gram is now larger than that of any 
other single major appliance firm. 
Lewyt has doubled its outdoor adver- 
tising expenditures in three years. 


UNIQUE CARTONS which can double as in-store displays are currently being 
used by two departments of G-E’s small appliance division. At right, fan sales 
manager D. T. Meskill demonstrates the versatility of a fan carton which can 
be readily transformed into a display. Both the carton itself and the interior 
packaging can be used in setting up the display; the material from one such 
carton is sufficient to display practically the entire line of fans. At left, clock 
sales manager D. A. Edwards shows off a multiple-unit carton which opens into 
a display mount. The displays are shipped prepacked with the clock already 
mounted and the dealer need only open the carton up to set up his display. 
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NEW PRODUCTS being planned by Revco were shown distributor salesmen 
last month during sales meeting. In this mock-up kitchen are a built in refrigera- 
tor and freezer (left) and a combination dinette-table and freezer (at right). Man in 
dark suit is sitting in front of freezer door. 


FF it ys A 


DISTRIBUTOR salesman of the year, Wilton Thigpen, center, is 
by Tip Lassiter, left, and Revco ad manager John Rietzke 


congratulated 





A DEALER in “control” is portrayed by Revco’s Jim Jenkins, who has two-pretty 
models following him around with a tall cool drink and his golf clubs. 
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NEW PRICES on a low-end line of freezers bring smile to face of Dea Board, 


right, sales manager of Afton Electric, Boise. Explaining the new pricing structure 
to him is Harold Overmyer, vice-president of Revco. Lowest price unit in the new 
“thriftline’’ will be an 8 cubic foot at $280 


Revco: A Look Ahead 


The company lets its distributors see three 
radically new appliances which are nearing the produc- 
tion stage; firm also shows low-priced freezer line 


Price and product stole the show 
at the annual Revco distributor sales 
meeting in Toledo early last month. 

The prices which made a hit with 
distributor salesmen were tagged on 
a low-end line of chest freezers. The 
products which caused a stir were 
three radical departures in refrigerated 
appliances—a portable air conditioner, 
a combination § kitchen-table and 
freezer, and a built in refrigerator and 
freezer. 

Budget Line. Harold Overmyer, 
vice-president of sales, told the dis- 
tributors that the new line of low- 
priced chest freezers in 8, 15 and 
23-foot sizes (to be known as the 
“Thriftline”) would be out about May 
1. Prices will not be revealed until 
April 1 for two models. The only 
price released at the sales meeting was 
that for the 8 cu. foot model—$279.95. 
There won’t be any tie-in sales for the 
Thriftline. Dealers can buy as many 
as they want, but there isn’t as much 
profit. 

The object of the new line, com- 
pany officials told the group, was to 
have a freezer that the dealers could 
advertise widely. But the profit will 
be in the deluxe models. The de luxe 
models (which will come in 10-ft., 
17-ft., 26-ft., for chest, and 15-ft., 
and 17-ft., in upright) will also have 
two firsts to the industry: a dual 
feed refrigeration system on the 26 
cu. ft. chest, and a convenient stack- 
rack on the 17 cu. ft. upright. The 
efficiency of the large 26 ft. chest 
freezer was increased 15 percent by 
the use of the dual feed system. The 
deluxe line will carry a 15.5 cu. ft. 
upright for the first time. 

The Thriftline will carry many of 
the deluxe features, but will be sold 
to distributors without deluxe trim 


APRIL, 


and signal light system. ‘The new line 
will carry a two-year food warranty in 
surance policy which is new. 

New Products. Shown for the first 
time were the three new products by 
Revco. However, the distributors were 
told that the new products might not 
be available unti] next year. Definitely 
out until next year is a } ton air- 
cooled console portable air condi- 
tioner. A custom-built kitchen table 
with a freezer built in (6-ft. capacity) 
may be out in late summer or early 
fall. Possibly out in the fall] will be a 
built-in six cu. ft. freezer and 7 cu. ft. 
refrigerator. 

Said Overmver: “In surveying the 
average size kitchen, many of the 
homes have no room in the kitchen 
for a freezer, but they did find that 
there was wasted space under the 
kitchen table. So Revco engineers de- 
signed a freezer that had a table top 
and drop-leaf sides. The freezer is 
entered at the end of the table, and 
the lady opens the door with a foot 
switch. The freezer will have no 
wasted space, since the compact 
shelves slide out to the end.” 

Ad Plans. Advertising and promo- 
tional program will be stepped up to 
help dealers get “profit dollars,” 
Overmyer told the salesmen in his 
opening remarks. Advertising man- 
ager John Rietzke added that, aside 
from the national ads, an even greater 
advertising program will be used in 
the towns of 25,000 population or less 
because that is where 60 percent of 
the freezer business is, survevs say. 

Backing up the sales program is a 
greater use of display and selling litera- 
ture. An animated Polar Pete display 
will be available and a polar bear that 
points out freezer features will be in 
each freezer lid. 
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LINE GAS HEATERS 
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® Beautiful TV Styling 


® Honeywell Automatic Controls 
oe 4 Yome @ © Super-Silent Operation 
{T} ® Highest Heating Efficiency 
ith.-- 
r You wi 


S Sales fo Superflame proudly announces America’s most beautiful and most 
Make gl in the efficient gas heater line. The greatest profit making line in the gas heater 
; without Eau field. A complete range of sizes and styles. Packed with features that 
of Hard Plans you can demonstrate, features that help you sell! Sensational “FAN 

agg d Proved Merchandising : FLAME”’ burner, the most efficient gas burner ever developed! Famous 

J Tested 0" eral CO-OP Plan You'¥ Superflame Double ‘‘Fuel-Saver’’, saves up to 50% on fuel! Honeywell 

vo The Most Libe _ controls for peak efficiency under all operating conditions. 14 other 

ost e and Radio Spots outstanding sales features. Contact your Superflame distributor or 
Litero ure, 


Trim write us today for the complete facts about the gas heater line that’s 
nd Store feature filled and profit packed! 


Selling DisPloy 


Point of Sale Material a 
oan Creates Sales — 


cinest Heater # MODELS FOR EVERY HEATING NEED — 20,000 BTU 
Thea” Features TO 75,000 BTU 


WRITE FOR 
COMPLETE L272 STOVE WORKS,INE, 


SALES PLAN FACTORY AND GENERAL OFFICES 
ALBERT LEA, MINNESOTA 
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From coast to coast, record breaking sales prove 
. . Paragon’s ELEC-trivet in authentic colonial 
styles, is the hottest gift item you can sell. House- 
wife or hostess...every woman cheers 
the way this decorator-styled food $ 95 
) warmer keeps dishes hot all through 
Complete with 
cord and plug & 


the meal. Profit now! Display and sell 


the Paragon ELEC-trivet! 


WEM Gold, 


SHOPPER- STOPPER * 
package says: 


"BUY ME Now! ” PP! sg 


ELEC-trivets move off your shelves in a hurry when you display 
them in this éexpensive-looking, gold foil gift box. Look like a million, 
yet they sell at a price everyone can afford. Small wonder this gift 
item can cook up record sales for you. 





See your distributor or write: 


PARAGON ELECTRIC COMPANY 


1638 TWELFTH STREET 





TWO RIVERS, WISCONSIN 
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WHY DO PEOPLE BUY the brand they do? 


A survey shows that there are many conflicting factors that 


a housewife considers when she buys appliances, and that she 





usually doesn’t buy the brand she already owns. 
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| Refrigerators Features Price Size 
' Television Price Recommended — of 
icture 
Automatic " Method of 
Wast Recommended Price Operation 
Vacuum Cleaners ; . Cleaning 
(Tank Type) Salesmanship Price Ability 
Radios Gifts & Prizes Price Appearance 
Electric Ranges Reputation Price Ovens 
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Brand Loyalty Challenged 


A survey of 7,183 consumers shows that only 25% 
bought the same brand appliance they previously owned 
—and price wasn’t always the biggest influence 
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When a housewife goes to buy an 
appliance, she generally likes to try 
something new rather than stick to 
the brand she already owns—and price 
is not always her prime consideration. 

These are the general conclusions 
of a survey completed by Burke Mar- 
keting Research, Inc., of Cincinnati, 
which sent its men out to interview 
7,183 housewives who had purchased 
a new appliance in the past two years. 

Burke researchers found that house- 
wives generally are fickle about appli- 
ances; that only one-fourth of them 
who bought new appliances were loyal 
to the brands they owned previously, 
although half of them said they would 
choose the same brand next time they 
buy. 

Though there were many varying 
factors which had to be taken into con- 
sideration (reliability of sampling, 
etc.), the following broad conclusions 
about specific appliances could be 
drawn: 

Refrigerators. Features are the No. 
1 consideration listed by most house- 
wives (32.9 percent). Price rates sec- 
ond; then come size, recommenda- 
tions from friends, reputation of com- 
pany, appearance, availability, and op- 
eration and construction—in that order 
of importance. 

Television. Price is the No. 1 con- 
sideration here, listed by 23.1 percent 
of the housewives surveyed. Recom- 
mendations were second, followed by 


APRIL, 





quality of picture, appearance, reputa- 
tion of company, advertising and pro- 
motion, past experience, reception. 

Automatic Washers. Biggest influ- 
ence in choice of brand was recom- 
mendations by friends (32.8 percent), 
according to Burke’s findings. Price 
was second here, followed by method 
of operation and suds saver. After that 
came reputation of company, cleaning 
ability, past experience, and construc- 
tion. 

Vacuum Cleaners (Tank). Sales- 
manship rated higher here than any 
other single consideration (25.5 per- 
cent). Second influence, again, was 
price; followed by cleaning ability, past 
experience, recommendations, attach- 
ments, ease of using, and reputation 
of company. 

Electric Ranges. Reputation of 
manufacturer and price tied for the 
prime considerations of housewives 
who purchased electric ranges. After 
them came ovens, appearance, size, 
family connection with company, bur- 
ners, and availability. 

Radios. A great many of them were 
gifts or prizes, and 36.6 percent of 
the housewives listed this as the pri- 
mary consideration. Of those who 
purchased their own radios, price was 
important (19.8 percent). Then came 
appearance, reputation of company, 
size and shape, tone, past experience, 
and recommendations. 

A glance at these figures indicates 
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that there is a wide diversification of 
factors which influence buying: i. e., 
features, which are highly important 
in selection of a refrigerator, are prac- 
tically non-existent on other appli- 
ances—while salesmanship, which rates 
as the big factor in vacuum cleaners, 
does not show up on any other prod- 
uct. 

Size of sampling was different with 
every appliance. Biggest sampling in- 
volved television (1,877 buyers); then 
came vacuum cleaners (1,113 buyers); 
refrigerators (1,030 buyers); automatic 
washers (711 buyers); radios (595 
buyers); and electric ranges (272 buy- 
ers). 

Comparisons of reasons for buying 
a certain product against reasons for 
not buving the same product indi 
cate that the price factor, while not 


rated most important in reasons for 
buying, may frequently be very impor- 
tant in reasons for not buying a simi- 
lar product. As an example, a certain 
washer scored second in the price 
category as a reason for buying—while 
the people who didn’t buy that washer 
rated price as the No. 1 factor against 
it. 

Altogether, the reputation of the 
manufacturer seemed to have a defi- 
nite bearing on the product's saleabil- 
ity. The well-established firms ap- 
peared to have the edge over the 
lesser-known ones—especially in intro- 
duction of a new product. 

The survey contains detailed find- 
ings of each brand name product rep- 
resented for the benefit of manufactur- 
ers interested in knowing how their 
products rate with the housewife. 


“Pine Board” Selling 


A Chicago department store opens a corner of its 
warehouse to sell home furnishings at reduced prices 
and expects to make it a permanent operation 


In the drug store field a “pine 
board” operator is one who uses the 
simplest display fixtures in order to re- 
duce prices. 

Carson Pirie Scott & Co., Chicago’s 
hundred-year old department store, 
has opened a branch modeled in this 
manner, in its new warehouse store 
on Chicago’s southwest side. 

Occuping 33,000 square feet of 
space, in an area surrounded by 15,000 
to 20,000 new homes, the store op- 
erates in utter simplicity in one cor- 
ner of the department store’s huge 
warehouse. 

A saving of anywhere from 20 to 30 
percent on housewares, including ap- 
pliances, is the ambition of the op- 
eration, according to Steve Smarsh, 
manager. The store carries a large stock 
of home furnishings. 

John T. Pirie, Jr., president of 
Carson Pirie Scott & Co., said, “I 
believe the warehouse store will be 
the first such permanent operation of 


its size anywhere in the country.” 

Pirie declared that the genesis of 
the idea came from the warehouse 
sale held last summer when crowds 
were so great that 7,000 cars had to 
be turned away. It revealed the ex- 
tent of the demand for lower prices 
he said. 

Shoppers reach the store in their 
cars, are encouraged to carry home 
their purchases, which are loaded by 
store employees. Approximately 18 
people staff the store and parking 
area, which now provides for 300 
cars. 

The store provides an outlet for 
special purchases, stickers, soiled mer- 
chandise and probably reverts. Cus- 
tomers can make arrangements for 
credit on the premises. ‘They are en- 
couraged to operate on a casb-and- 
carry basis. At the opening prices did 
run from 20 to 30 percent below 
downtown prices and the store was 
crowded. 





SHOPPERS flock to the store’s warehouse in their cars, park them outside in 


huge parking 


lot, select their own merchandise, 


pay cash if possible, get 


merchandise carted back to car, and drive home with it. 
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ARAGON 


de-frost-it | 


package is designed —— 
to sell! 


Now! Paragon “de-frost-its” 

are all dressed up .. . fit to 

sell faster than ever! The 
handsome new self-service carton 
was created by one of the country’s 
leading package designers to catch your 
customer’s eye and open his purse. It’s easy 
to see why “de-frost-its” turn cold prospects 
into hot customers for you. 






See your distributor or write: 


PARAGON ELECTRIC COMPANY 


1638 TWELFTH STREET ° 


TWO RIVERS, WISCONSIN 
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Supreme 
RANGE UNITS 


FiT All RANGES... EAS/EST TO INSTALL 


Best of all—your market is 
ready-made. Your service calls 
are short and sweet. Your profits 
are above average. And—you 
don’t have to sell! Chromalox 
Supreme Units are the famous 
surface units that are original 
equipment on most of America’s 
leading ranges ... and the 
range units preferred by home- 
makers everywhere. 


Keep your eye on the profitable 
service and replacement market 
for electric range units. It's a 
big business and growing bigger 
by the day as more and more 
homemakers cook electrically! 
A few Chromalox Supreme 
Units and Adaptor Rings put 
you in business—ready to mod- 
ernize electric ranges of all ages, 
makes and sizes! With a small 
stock in your truck more service 
dollars come quickly! And your 


. , ae For the Full Story—Fill in coupon. 
investment is at a minimum! 


No obligation. 


Chi ROM ALOX 











RC-74 
Edwin L. Wiegand Co., Range Unit Division 
7525 Thomas Boulevard, Pittsburgh 8, Pa. 


Yes, I'm INTERESTED in more service profits. Send me details on: 
Replacement Range Units Replacement Water Heater Elements 
Thermwire Heating Cable Replacement Water Heater Thermostats 


Nome 





Firm 





Street 





City Zone 
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TV: No Longer a Novelty 


The fifth Jordan report says TV has reached its 
maturity and can no longer be considered “harmful” to 
other forms of recreation and entertainment 


Television passed out of the “nov- 
elty” stage in 1953 and its initial 
harmful effects on other forms of rec- 
reation and entertainment have ended, 
says Gerry Jordan in his fifth annual 
report to the sports committee of 
RETMA. 

Radio, publications, concerts, track 
and harness racing and professional 
football—all of which were supposed 
to be “destroyed” by television—en- 
joyed—their best year in history in 
1953, Jordan says. Motion pictures 
and some other forms of sports were 
climbing again after a temporary de- 
cline. 

The assumption that because the 
average T'V set is turned on between 
four and five hours a day, this time 
must have been created at the expense 
of other types of recreation formerly 
engaged in by TV owners “‘is not cor- 
rect,” Jordan says. 

Jordan’s Theory. Jordan, who first 
devised his “novelty theory” four 
years ago, points out that modern liv- 
ing methods put in use since 1945 
have saved most of the time spent 
looking at television. Put another way, 
it means that labor-saving appliances, 
faster means of transportation and 
communication, and shorter working 
hours have created more time for 
recreation—and that television has 
stepped into this free period without 
detriment to most other forms of re- 
laxation. 

For example, Jordan says, in 1945, 
14,000,000 homes had vacuum clean- 
ers. Today, 26,000,000 have them. 
He calculates that every one saves 
about two hours a week over ordinary 
broom sweeping. 

At the same time, the man in the 
house also has benefited. His average 
working week has been cut to 39.9 
hours; less than one-quarter of his 
time is now spent on the job—leav- 
ing 76 percent available for other ac- 
tivities. 

An economy such as America’s can 
and does absorb new industries with- 
out disrupting old ones, Jordan says. 
He cites figures that total dollars 
spent on recreation jumped from 
$8,934,000,000 in pre-TV 1946 to 
$11,716,000,000 in post-TV 1952. 

Radio Boom. “Many prophets . . . 
agreed that radio was doomed” a 
few years ago when television came 
along, Jordan says, “but it is just 
about the liveliest corpse in America 
today.” He cites figures that show 
there are twice as many radio sets in 
use today as in 1946. 

Newspapers broke every record in 
1953, with circulation reaching an all- 
time high of over 54,000,000 copies 
daily, and advertising revenue reaching 
$2,500,000,000. Books and magazines 
also have enjoyed new prosperity, ac- 
cording to Jordan. 

Admissions to sports events dropped 
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during the “novelty” period of tele- 
vision, but they are now climbing and 
sports have an additional sources of 
income—rights fees—which amounted 
to an estimated $15,000,000 in 1953. 
Wise use of television helps to in- 
crease the number of sports fans thus 
benefiting the sports industry, says 
Jordan. Shifts in popularity of cer- 
tain sports are not due to TV; they 
are largely due to hard competition 
between sports, he adds. 

Future Prospects. Jordan predicts 
color television will grow quickly, and 
by 1957, color sets, with large screens 
and at reasonable prices, may well 
account for half of all TV sets being 
sold—possibly even more. There will 
be 750 to 1,000 T’V stations in opera- 
tion by 1957, he estimates. 

Immediate prospects for theatre 
television “are for steady, but not 
spectacular growth” as home TV 
creates more fans, he said. 





Scheduled Meetings 
EDISON ELECTRIC INSTITUTE 


(Sales Conference) 
Chicago, Ill. 


April 5-8 
PORCELAIN ENAMEL INSTITUTE 
(Midyear Division Meeting) 


Chicago, Ill. 
May 12-14 


PUBLIC UTILITIES ADVERTISING 
ASSOCIATION 


(Annual Convention) 


Boston, Mass. 
May 13-14 


ELECTRICAL WOMEN’S ROUND 
TABLE 
(National Conference) 
St. Louis, Mo. 
May 14-15 


PACIFIC COAST ELECTRICAL 
ASSOCIATION 
(Annual Convention) 
Coronado, Calif. 
May 19-21 


APPLIANCE PARTS JOBBERS 
ASSOCIATION 
(Spring Convention) 
Detroit, Mich. 
May 20-21 


NATIONAL ASSOCIATION OF 
ELECTRICAL DISTRIBUTORS 
Atlantic City, N. J. 
June 6-11 
CHICAGO FURNITURE AND 
MERCHANDISE MARKETS 


Chicago, Ill. 
June 21-July 2 
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Spring VALUE Festival! po 


FREE DISPLAY! SPE CIAL PRICES! Advertising Department 


Portable Appliances 
Westinghouse Electric Corporation 


FLYERS! MAGAZINE ADS! Mansfield, Ohio 


Please rush me a complete free Spring Value Festival mer- 


VALUE S GALORE! DEALS! chandising kit, including Multi-Mat, 27-piece store and win- 


dow display and Fan banner. 


FREE AD MATS! Westinghouse STUDIO ONE! my NAME 


STORE NAME_ 
Write, wire or phone your Westinghouse Distributor today ! ADDRESS ___ 


iv... - Sa axinced EPO feesiiaets 
ia] 


Mail Coupon NOW! 
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C. A. LANGE, left, vice president of Domestic, looks over the sewing machine 
firm's spring advertising and promotion plans with John Roeder, advertising 
manager. Domestic plans its biggest campaign in history. 


Domestic Slugs It Out 


An American sewing machine company shows how 
it revised its basic thinking about merchandising and is 
now battling back in a highly competitive market 


This spring Domestic Sewing Ma- 
chine Co. launched the biggest sales 
promotion campaign in the company’s 
history. 

The campaign itself was built 
around the company’s 85th anni- 
versary, but the techniques involved 
were the product of a post-war revo- 
lution in Domestic’s merchandising 
policy. 

To the appliance trade, Domestic’s 
post-war experience has a special mean- 
ing, since the company has long 
marketed its products through the dis- 
tributor-dealer pattern pioneered in 
the appliance trade. The readjust- 
ments which were made necessary in 
the last eight years largely because of 
increased foreign competition all were 
made within the framework of the 
established distributor-dealer market- 
ing pattern. 

“Slug It Out.” Satisfied now that 
their revamped merchandising tech- 
niques are capable of meeting the 
test of a highly competitive market, 
Domestic officials have decided to 
“slug it out” with other sewing ma- 
chine manufacturers, both American 
and foreign, according to C. A. Lange, 
Domestic’s vice president, and the 
man most responsible for the up- 
heaval in Domestic’s basic thinking. 

Domestic makes no bones about the 
fact that it was caught with its mer- 
chandising down at the end of World 
War II. Like other American manu- 
facturers, Domestic had assumed that 
the post-war market would revert to 
the pre-war status quo—with a place 
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for every American producer and every 
producer in its place. 

But through a combination of quick 
production, advanced design and hard 
promotion, the German, Italian, Swiss, 
and Japanese sewing machine im- 
porters stole a march—and a market— 
on the American makers, until by the 
later 1940’s, imports totaled 40 per- 
cent of the sewing machine market. 

In the first eight months of 1953, 
more than 300,000 Japanese machines 
were brought into the United States 
—one third of the total business. Im- 
ports from Italy totaled 62,000 units, 
from West Germany 39,000 units, 
and from Switzerland, 22,000 units. 

In addition to fighting extravagant 
claims and promotional slight-of-hand 
by some of the importers, Domestic 
also had the dubious pleasure of see- 
ing the distribution setup it had 
pioneered used against it by the im- 
porting firms. 

Independent Distribution. Prior to 
World War II, Domestic’s president 
Dodge Barnum and Lange decided to 
make their products available through 
independent dealers in all parts of 
the country, especially where they had 
not been previously available. 

“We figured we could increase sales 
volume by putting our machines on 
wider display so that more Americans 
could see them and find it more con- 
venient to buy them,” Lange said. 

When the war cut off a plan to 
extend this independent distribution 
plan, Domestic had 31 distributors 
and 1,200 dealers. Many of the origi- 


nal dealers introduced to the sewing 
machine business were utilized by the 
foreign importers to sell their prod- 
ucts in this country. 

Thus, faced with lagging produc- 
tion, a loose distribution setup and a 
market being rapidly depleted by the 
importers, Domestic launched an all- 
out drive to recover its pre-war posi- 
tion of No. 3 manufacturer. It took 
these steps: eo 

1. A modern engineering research 
department was established to 
lengthen the cabinet line, and to make 
the sewing machine easier to operate. 
Before the war Domestic had three 
basic machines and 12 cabinet styles; 
now it has five basic machines and 39 
cabinet styles. The firm controls pro- 
duction of cabinets in its own shops. 

Domestic engineering talent also 
abolished the old push-fly-wheel and 
designed machines to stitch back- 
ward as well as forward. The high end 
of the line is the “zig-zag” model, im- 
ported from Germany. Domestic 
officials explained that in their opinion 
the zig-zag model will be favored by 
only a small percentage of the pub- 
lic, and it is cheaper for them to im- 
port it than to retool their own shops. 

2. With a good many of its dealers 
and distributors gone, Domestic had 
to go out and find new ones. Today, 
it has 75 distributors and 6,100 deal- 
ers, which Domestic says “pretty well” 
covers the U. S. 

Key to the success of Domestic’s 
distributor setup is the careful selec- 
tion of these firms, Domestic says. In 
addition, the factory. aids them with 
sales training, supervisory help, and a 
merchandising program for backing 
in the field. 

3. The encroaching foreign com- 
petition forced Domestic to make a 
reappraisal of its merchandising 
methods and revise them drastically. 

As far back as 1946, the company 
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had begun publishing an external 
house organ for distribution to its 
dealers. This was the first time that 
such a publication had ever been de- 
signed to talk sewing machines ex- 
clusively. Today the publication has 
a circulation of more than 7,000, and 
contains suggestions for better dealer 
selling. 

Educational Movies. Domestic also 
pioneered a series of 16-mm. educa- 
tional motion pictures detailing sew- 
ing machines and their applications 
in the home. These movies, exhibited 
to distributors, dealers and prospec- 
tive customers, also were used as a 
part of a cooperative advertising pro- 
gram on TV, and shown in churches 
and schools. 

In line with increased merchandis- 
ing activities, formal advertising budg- 
ets were upped. Before the war, total 
advertising appropriations were rela- 
tively insignificant—considering the 
size of the business—about $100,000 
annually. Today, the annual _total 
spent reaches more than $750,000. 

In addition to media advertising, 
Domestic has stressed packaged pro- 
motions on a dealer level. The com- 
pany set up a plan whereby distribu- 
tors would take the responsibility for 
performing details that smaller deal- 
ers’ can’t handle. 

Right after World II Domestic be- 
gan placing heavy emphasis on per- 
sonal relations with dealers, and 
Lange put himself on a schedule of 
two working days a week in the home 
office, and the other three days with 
distributors ‘and: dealers. Advertising 
manager Jack Roeder also spent many 
hours conducting personal interviews 
with sales personnel all over the coun- 
try. j 

‘One example of the outcome of 
such conferences was a change in the 
type of display material sent to deal- 
ers. The emphasis previously had 
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ALL PROMOTIONAL MATERIAL needed to carry an RCA air conditioner dealer 
through the entire season is included in a single package, of the type shown at 
left. This new merchandising aid, now being shipped to distributors, is demon- 
strated by S. D. Conley, left, merchandise manager, and Paul W. Grover, right, 
advertising and sales promotion manager of RCA’s air conditioning department. 
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New ALL PICTURE Cabinets 








New ALL-OUT Price Polic 








Model 17T310M (VHF) 


1-17 


WOOD CABINETS! 


Walnut— Mahogany - Blond 





New WRAP-AROUND Chassis 
y 






Open up vast All New TV Markets! 
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This summer make a profit with 


allicrafters 7a 


The Name is Famous * Radio * Television * High Fidelity 
4401 West Fifth Avenue, Chicago 24, Illinois * Hallicrafters Ltd., 51 Camden Street, Toronto, Canada 


Here is the answer to consumer 
demands for low cost, big 
screen TV that YOU can sell at 
a PROFIT! Hallicrafters new 
“All Picture” 17” table models 
— it’s a new era in TV! 

Hallicrafters revolutionary 
new chassis design permits 
lower cost production—easier 
service—smaller cabinets—and 
the savings are passed on to you 
for more sales, quicker sales, 
more profitable sales! 





Plus a tocat advertising plan 
that makes sense—and money! 


At last—a local advertising plan 
that is realistic—hard-selling, 
tailored to your market. All the 
help you need to make these 
new sets leaders like you've 
never known before. Here are 
the sets your customers will 
buy TODAY! Here’s the way to 
really tap the extra set market 
—right now! 


PHONE OR WIRE YOUR DISTRIBUTOR NOW —THIS 1S HOT! 
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Hallicrafters, Dept. EM-44 
4401 West Fifth Avenue, Chicago 24, Illinois 


Gentlemen: I’m interested! Please rush full details of the 
complete sales program for new “All Picture” Hallicrafters! 


Name 
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Address. 





City State 
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Lowest Priced 
Window Fan 


WITH ALL THESE FEATURES! 


® TWIN SAFETY GUARDS 
© REVERSIBLE ¢ HIGH STYLING 
© 3 SPEEDS © LIGHTWEIGHT-PORTABLE 


Side View 


hyo SEE selling power in action the day you display this new 
window fan beauty! Newest-of-all styling, matchless 3-speed _per- 
formance, unequalled utility value . . . only Fasco Window Fans have them all! 

Reversible—blows hot air out, draws cool air in. Fan snaps off for use in 
any room, anywhere. Panel adjusts for windows 29” to 3714” with extra 
panels available. Powerful Fasco motor and dynamically balanced blades 
assure whisper-quiet operation. Full 5 year guarantee. 

Feature for feature, dollar for dollar comparisons prove Fasco Window 
Fans are easier to sell than to sell against. Priced lower—but with more 
profit margin for you. Stock up now and sell more! 


++» AND to help you sell =: “FRO 


MULTI-COLORED 7 
DISPLAY BOARDS 


PERFECT for demonstrating Fasco Window 
Fans. Color-matched to blend with rich ivory- 
grey and silver fan. Designed to look right in 
your showroom too. Important sales features 
let your customers see for themselves why 
Fasco is the smart buy in window fans. 













ASK your distributor to 
explain the ‘‘deal’’ 

He has the information 
you'll want fo know. 











been on floor displays—but dealers 
pointed out that often there was no 
room for such displays, and there 
was a shift to the wall display—ban- 
ners, streamers, signs, etc. 

Local Contests. The trips also were 
responsible for numerous merchandis- 
ing plans. Domestic considers a par- 
ticularly effective one to be the “count- 
the-dots” contest conducted in local 
areas, and offering a sewing machine 
as first prize, together with cash credits 
against sewing machine purchases as 
other prizes. 

In another local promotion cam- 
paign, the company provided free ma- 
terial to any Conamile who would 
come into a dealer’s outlet and use 
one of his machines to do the sewing. 
The “count-the-dots” contest and the 
free material promotion are listed by 
Domestic as two particularly good 
promotions to obtain lists of definite 
prospects. 

Domestic’s present promotion 
marks the first time that a program 
involving premium giveaways has com- 
pletely covered the three lanes to 
sales by offering one piece of silver 
for a home demonstration, a complete 
set of silver for each purchase, and a 
smaller silver set for user referral 
leads. 

The spring campaign is supported 
by national advertising, radio com- 
mercials, and a mailing of full-size, 
four-page, four-color _ broadsides, 
through Domestic dealers, to several 
million homes. Dealers participating 
in the promotion also will receive full- 
color window and inside dress-up ma- 
terial for store-wide application. 

Lange called dealer response “the 
finest we've ever received,” and listed 
a Philadelphia distributor who im- 
mediately sold 48,000 broadsides to 
seven dealers; a Fort Wayne distribu- 
tor who sold 55,000 broadsides in a 
week, and many similar examples. 

Domestic is plugging the “Full 
Power Sewing” feature of its new line 
in the spring campaign. 

Sound Position. For the first time 
since the end of World War II, Do- 
mestic believes it is in a sound posi- 
tion to regain its share of the sewing 
machine market. It is merchandising 
heavily, especially at a local level, and 
will spend about half a million dol- 
lars on co-op advertising this year. It 
has a working service program, pro- 
vided locally by dealers and super- 
vised by distributors. It has what it 
considers a strong distributing and 
retailing organization. And with the 
growing “do-it-yourself” trend in the 
American home, coupled with an in- 
creased population and formation of 
many new families, Domestic looks 
optimistically to the future of the 
business. 

“It all adds up to a combination 
that leaves us entirely confident not 
only for 1954, but for the years 
ahead,” Lange says. 

“Our foreign competition had an 
unusual opportunity and they took 
advantage of it. We were much too 
complacent and we've been taught a 
lesson. But, with our knowledge of 
mass-production methods, our new 
mechanical improvements, our ad- 
vancement in cabinet design, and our 
new thinking towards merchandising 
and sales promotion, the future looks 
secure.” 
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Switches Distributors 


In a major change of merchandis- 
ing policy, Free Sewing Machine Co. 
has discontinued marketing its prod- 
ucts through national chain distribu- 
tors and is now concentrating selling 
efforts through local independent dis 
tributors. 

“Coupled with this move was the 
discontinuing of overlapping distribu- 
torships and an immediate concentra 
tion of all sales efforts on the two 
major name brands: Free-Westing 
house and New Home,” said Irving 
X. Burg, general sales manager. 

Free’s affiliate, the National Sew- 
ing Machine Co., continues the 
National brand private label mer 
chandising and leased department 
store operations, said Burg. 

He said he felt the independent dis 
tributors had more of a stake in the 
sewing machine market and would 
be better able to move the firm’s 
merchandise in line with prevailing lo 
cal conditions. 

At a winter distributor meeting, 
Free officials explained a new mer 
chandising program supported by the 
largest promotional activity in the 
history of the company. Emphasis 
was on helping dealers and distributors 
become better merchandisers, Burg 


said. 


Buys Pfaff Rights 


American Pfaff Co. and subsidiaries 
have purchased all interests in sales, 
distribution and importing of Pfaff 
sewing machines from Rector Trading 
Corp., and succeed Rector as Pfaff’s 
general representative in the U. S. 

Paul Zellweger, president of Pfaff 
Industrial Sewing Machine Corp., a 
division of American Pfaff, has been 
appointed president of Pfaff Ameri- 
can Sales Corp 

Pfaff products, manufactured by the 
G. M. Pfaff company of Kaiserslau 
tern, Germany, are sold in this coun 
try through 1,500 dealers. 


Sewing Salesman 





DOUBLE-NEEDLE zig-zag stitching is in- 


spected by Lloyd Irvin, sales training 
supervisor for White Sewing Machine 
Corp., which recently introduced new 
model shown here, the White All-Stitch 
Zig Zag sewing machine. It is a product 
of White engineering development in 
cooperation with a German firm. 
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EKCO ANNOUNCES A GREAT NEW LINE FOR GREATER HOUSEWARES PROFITS! 


=. FLINEWARE 











A COMPLETE LINE! 










You’ll Make New Profits 
with this Great New Line! 


Flint-Ware belongs in every electric appliance store in the country 
... because its two famous names—Ekco and Flint—will bring more 





n invisible traffic into your store! 
yawere we avick Each individually boxed piece of Flint-Ware is a traffic appliance 
aw wot = s\ ee ev by itself. Flint-Ware sets become big dollar producers. Mark-ups 
pe en - , cook't ~ are long, handling is easy and inexpensive. And there are no service 
gostet Op ect oa de problems to chew up your profits! 
tess Mwigside ~ m ston" BIGGEST ADVERTISING CAMPAIGN EVER USED BY EKCO BEGINS 
we’ jeo" poo had APRIL 26 TO SELL FLINT-WARE IN LIFE—BETTER HOMES & GARDENS— 
Mos Fo ofl aby LADIES’ HOME JOURNAL—FAMILY CIRCLE—SUNSET—EBONY —THIS 
marks WIP gesiane ity WEEK—FIRST 3 MARKETS—WOMAN’S HOME COMPANION- 
print VT od. WS We Lox AMERICAN HOME—TODAY’S WOMAN! 
“ peauNtullY al 
use 


great name in housewares! 








ecutar 459 SKILLET 
ONLY °2.77 


ME ONLY...FULL MARK-UP PROTECTION 


Introduce your customers to Ekco’s new cookware line with this 
sensational offer! Consumers save $1.73 on this 7” Skillet! They'll 
discover the convenience of Flint-Ware’s vanadium stainless 
steel for easy cleaning . . . amazing Radiant Heat Core for 
faster cooking! Display the complete line. Feature No. 7667-8 
Skillet while this special offer lasts! Cut price offer at retail 
ends May 30, 1954. 






Ekco Products Company, 1949 N. Cicero Avenue, Chicago 39, Illinois 
NEWSPAPER MATS Also available from Ekco Products Company (Canada) Ltd., Toronto 





WINDOW BANNER 





ELECTRICAL MERCHANDISING—APRIL, 1954 PAGE~ 197 


“So YWou 


Daly FEDER gives ye this temrades: ebvertuing sepger 
Ye 
PSs ‘ ' 
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This 4-page, 4-color insert, the first talking record advertisement in o trade publica- 
tion, was run exclusively in ELECTRICAL MERCHANDISING by Fedders-Quigan 
Corporation, Mr. R. E. Cassatt, Sales Manager, William 1G Tory Pa Noh altilile Mautelitelel tg 
and William Hart, Account Executive for BBDO, who advised CONCENTRATING. 
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rr CONCENTRATING... 


exploding is more like it!” 


says Robert E. Cassatt reporting results for FEDDERS 


“WOW!! The results from our history-making ‘printed page that 
talks’ advertisement, which exploded like a bomb in your January 
statistical issue, have been overwhelming. In my experience I have 
never seen anything like it. Phone calls, wires and letters have 
been pouring in at a phenomenal rate. 


“T honestly wish you could see the letters we have received request- 
ing that a representative from either the factory or our authorized 
distributors visit various accounts. Dealers that we have been 
trying to close have been brought into our fold because they were 
intrigued by the ad and wanted to hear full details on our program. 
Once we got in, the rest was easy.” 


Mr. Cassatt’s letter answers the question most often put to us 
about that advertisement ... “WHAT WERE THE RESULTS 
OF CONCENTRATING?” 


It proves once again what we’ve been advising our advertisers 
who want to build distribution: 


.-.a powerful concentration 
...in the one ABC paid-circulation trade magazine in the 
field 


... With a competitive proposition 


gets you response from the biggest dealers, the smartest dis- 
tributors in the appliance-radio-TV market. 


® TLECTRICAL © FS 
MERCHANDISING 


A McGRAW-HILL PUBLICATION, 330 WEST 42ND STREET, NEW YORK 36, WN. Y. 


will 





cover the market alone 
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NOW! the Radio-TV Dealoré Own 






the 
revolutionary new 


MITCHELL 
"(> 
record repredecer 


the ONLY 
TRUE HI-FI 
retailing 


for less 


than $200 


Tw igh liye 























Eeclusie, 


RADIO-TV 
DEALER! 


















IN LIMED OAK OR 
MAHOGANY— 
custom cabinetry ... 
%” wood construction 














the MITCHELL Hi-Fi Demonstration Center 
Vv 


IT PUTS YOU IN 2 


HIGH FIDELITY 














THE HI-FI BUSINESS lato 
Here’s the ingenious 
Mitchell Comparator 
Display that does 
your sellirig for you in 
just minutes of listen- 
ing. You’re in the 
profitable Hi-Fi busi- 
ness when you put the 
Mitchell Hi-Fi Dem- 
onstration Center on 
your sales floor. 




































































PLUS every selling aid you could 
ask for: Flip Chert—explains Hi-Fi 
and 3-D superiority at a glance. 
4-Color Brochure—a beautiful 3-D 
presentation. Sales Manual— makes 
Hi-Fi selling experts of your staff. 
Comperison Chart—the comparative 
facts in a nutshell. Window Streamer 
—a Hi-Fi traffic builder. 


ONLY MITCHELL gives you 
ALL THIS SELLING HELP 
















GET THE 


— Tl 8] 


PROFIT FACTS 





ALL THE WAY 


30—15,000 CPS 


Professional Variable 
Reluctance Cartridge 















High Fidelity range from 30- 
15,000 cycles. Virtually elimi- 
nates surface and needle noise. 


Mitchell Custom-Built 
TRUE Hi-Fi Amplifier 


Full 20-20,000 cps range, 
custom-built for full fidelity, 


with preamplifier, separa 
bass and treble controls. 


te 


Extended Range Speaker 


Specially matched—wi 


th 


unusually faithful bass re- 
sponse, and crisp, clear highs. 
Housed in exclusive acousti- 
cally-tuned baffle chamber, 


5-Position Compensator 
Found only in costliest custom 


equipment; has 5 positions 


to 


provide best possible play- 


back of all record makes. 


ee oFe A fees we oe ee 
MITCHELL MANUFACTURING CO., High Fidelity Division 
2527 N. Clybourn Ave., Chicago 14, Illinois 


Send full details on your Radio-TV Dealer’s Hi-Fi 
Selling Plan—everything we need to build a profit- 


t able business around the MITCHELL 3-D Record Reproducer. a 
Name. . i 
Address 
BE sais «X's Oe area: 
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STUDENT-DEALERS at Geneva Modern Kitchens’ kitchen training school try out 
selling methods on each other as part of the firm’s week-long school. One of the 


trainees gives his sales pitch here to another trainee who acts as a consumer, 
while F. E. O’Connor, Geneva vice president of sales, looks on at left. 


Kitchen College 


After three years of holding kitchen 
training classrooms for dealers in vari- 
ous parts of the country, Geneva 
Modern Kitchens this spring gradu- 
ated its 1000th trainee—E. W. Dun- 
ham, of Bennington, Vermont. 

Headed by L. P. Thompson, di- 
rector of training, classes are offered 
bi-monthly throughout the entire year 
with the exception of the summer and 
midwinter vacation periods, and each 
separate class lasts one full week. 

The only requirement for admission 
to the one-week school is a recom- 
mendation of the prospective trainee 
by a Geneva distributor or field repre- 
sentative. 

Geneva explains its program as in- 
cluding four main topics: product, 
installation, planning and _ selling. 
Some of the classes are taught by 
Geneva executives, including F. E. 
O’Connor, vice president and sales 
manager, who handles the course in 
selling; and R. W. Sponholtz, vice 
president in charge of design and 
product control, who tells trainees 
about the products they sell. Thomp- 
son teaches the kitchen planning 
course, one of the most unique phases 
of Geneva’s program. 

The training program is brought 
to a close with a four-hour examina- 
tion in which the trainee is called 
upon to use a large part of all he has 
learned during the week of training. 
After the exam, the trainees receive 
their awards as qualified kitchen plan- 
ning experts. 


Revises Regions 


Westinghouse has announced tre- 
alignment and expansion of its elec- 
tric appliance division field organiza- 
tion as a follow-up move to its recent 
revision of its headquarters sales or- 
ganization into three separate product 
operations. 

Under the new organizational plan, 
each of three product groups—major 
appliances, portable appliances, and 
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refrigeration specialties—will have a 
regional manager, along with support- 
ing personnel, who will report to the 
respective group product sales man- 
ager at division headquarters, Mans- 
field, Ohio. 

The new regions and their office 
headquarters locations are: eastern— 
New York City; southeastern—Atlanta, 
Ga.; central—Cleveland; northwestern 
—Chicago; southwestern—St. Louis; 
Pacific Coast—San Francisco. 


Fair Trade Booklet 


The Bureau of Education on Fair 
Trade has announced publication of a 
new 16-page pamphlet answering 24 
questions involving the practice of 
fair trading merchandise. 

Entitled “How to Practice Fair 
Trade in the Marketplace,” the pam- 
phlet includes sample fair trade con- 
tracts used by manufacturers in estab- 
lishing both retail and wholesale 
minimum fair trade prices. 

The publication covers both specific 
and general questions, ranging from 
the requirements for making a fair 
trade contract and the steps involved 
in taking action to curb violators, to 
the issue of why fair trade prices 
should be enforced. 


Tops Washer Ads 


Bendix Home Appliances was the 
leading newspaper advertiser among 
all washing machine manufacturers in 
1953 for the seventh straight year, ac- 
cording to Bendix officials. 

Bendix and its dealers placed 13 
percent of all newspaper washing ma- 
chine advertising in the nation’s 81 
largest cities last year, Bendix quotes 
the Advertising Checking Bureau, 
Inc., as reporting. 

Bendix, which makes only auto- 
matic models, placed 17 percent of 
the newspaper advertising used by au- 
tomatic washer makers, the same 
source reports. 
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A Old Style “2D” Storefront with 
Shallow Display Windows 


ELECTRICAL MERCHANDISING—APRIL, 


New “3D” Visual Front that puts 
the whole store on display > 










Is your store really OPEN for business? 


Look at the stores on your street. Many of them have 
Visual Fronts. The best way to fight competition like 
that is to open up your store with glass, too. An L‘O-F 
Visual Front will put the whole inside of your store on dis- 
play for passing shoppers . . . instead of just a few display 
window items. 

And a Visual Front costs remarkably Jittle. 

Ask your local Libbey‘Owens:Ford Glass Distributor 
for an estimate. He has a lot of experience with store- 
front work. He knows local codes and conditions. He can 
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put you in touch with local architects and contractors 
who specialize in storefront work. 


And he has this complete line of storefront materials: 
1. L-O-F Polished Plate Glass. 


2. Thermopane* insulating glass to reduce steam and 
frost on windows in winter. 


. Tuf-flex* Doors for unobstructed visibility. 


4. Golden Plate to reduce fading of displayed mer- 
chandise. 


5. Vitrolite* glass paneling for exterior beauty. 


6. Mirrors of L-O-F Polished Plate Glass to enlarge 
and brighten your store. 


Ww 


Mail the coupon for your free booklet on Visual Fronts, 
and the name of your nearest L:O-F Distributor. *® 


For a modern VISUA Lo, RONT see your nearest 


G 


LIBBEY'OWENS:FORD 
GLASS DISTRIBUTOR 














Libbey-Owens-Ford Glass Co. 
8044 Nicholas Building 
1 Toledo 3, Ohio 
: Send me your booklet on Visual Fronts and the name of the nearest L-OF Distributor 
| Name —— 
| (Please Print Plainly) 
I Address stencil is 
| 
| i aad a State. sec 
| 
| 
| 
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“WITH DEALERS FOR Profits! | 
.. WITH CUSTOMERS FOR Satisfaction! 
we \ fe 
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Federal Tax 
included 
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* Guaranteed b 
Good Housekeeping 
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fENTERPRISE 
home aicl 
ICE CREAM FREEZER 





NO SALT! 
NO ICE! 
NO MESS! 


Makes Delicious Ice Cream Automatically 
In Any Electric Refrigerator! 


You positively OWE it to yourself and your customers to sell this 
new marvel. It’s the hottest selling sensation on the market today! 


NOW AVAILABLE! > 
HARD -SELLING, SPACE-SAVING COUNTER MERCHANDISER 


To help you keep this exciting new appli- 
ance before your customers at all times, 
Enterprise now has a colorful, hard-selling 
counter displayer available for your use. 
For more information toward greater 
sales and profits call your distributor or 
write us for full information without delay! 


ENTERPRISE 
hewme 
CE Cream 
PREtzER 












3rd & Dauphin Sts 
@ Philadelphia 33, Pa. 
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Buying Plans: A Good Omen 









Federal Reserve survey shows almost as many 
people plan on buying appliances this year as last; lower 
prices are offered as reason for these purchases 


Consumers’ plan to make 1954 a 
relatively big year for dealers, accord- 


ing to the Federal Reserve Board’s 
latest report on “Consumer Inten 
tions To Buy.” The FRB survey 


firmly established as a reliable tip-off 
as to the public’s state of mind—shows 
that if all goes along without a big 
hitch, sales of major appliances this 
year will be almost as big as for 1953. 


There is this warning, though, 
sounded by the consumers inter 
viewed: 


A year ago, they said they would 
buy because they expected to be mak 
ing more money before the year was 
out; this year, consumers say the big 
reason for their buying plans was that 
they expect prices to be lower. 

In the past, consumers have shown 
a tendency to stick fairly close to theit 
plans as reported in January and Feb 
ruary. But there was an added word 
of caution this year from the FRB 
the survey has never had a test in a 
period of generally declining business, 
and might not be as accurate a guide 
of what to expect as heretofore. 

The Prospect. Here’s the percent 
age of consumers who expect to buy 
this year, as compared with previous 
years: 


Early 
1952 


Early 
1953 


Early 
1954 
Furniture and ma- 
jor household ap- 
pliances 
Houses 


26.8% 31.9% 23.2% 
6.8% 88% 6.4% 


Another appliance market sample 
are the intentions to improve and 
maintain homes. The number of con 
sumers having such plans is up for 
1954—19.2 percent of those inter- 
viewed compared to 16.9 percent last 
vear. But on the average, they intend 
to spend a little less. 

Later Buying. Experts at the FRB 
were puzzled by a tendency on the 
part of consumers to place their buy- 
ing intentions later in the year than 
previous surveys had shown. They 
don’t know whether this means a 
pick-up in business will come later 
this year, or whether consumers are 
waiting to see what is going to happen 
to their jobs before buying the things 
they want. 

Among major household appliances, 
FRB reports considerable variation in 
buying plans. The survey indicates 
considerably fewer plan to buy TV 
sets and refrigerators, for example. 
But plans for buying washing ma- 
chines are close to those reported a 
year ago. 

In addition to plans for buying 
houses in 1954, consumers were asked 
about plans extending into 1955. The 
two years combined—1954 and 1955— 
indicate about the same level of house 
buying that was indicated in the sur- 
veys for 1953 and 1952. 

How They Figure. Behind con- 
sumer thinking is an increasing doubt 
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about the chances of improved in 
comes. In January-February of 1953, 
34 percent expected to be making 
more money at the end of the year. 
his year the comparable figure is 19 
percent. Last year, 10 percent thought 
their incomes would decline; this year, 
15 percent expect to be making less 
by the time 1954 ends. 

There is a comparable decline in 
present earnings as reported in the 
survey. In early 1953, 16 percent 
said they were making less than the 
vear before. This year, 23 percent 
said they were making less than a year 
ago. Similarly, a year ago 48 percent 
of the people reported higher incomes 
than they were making a year earlier; 
this year, only 41 percent reported 
higher earnings than they had a year 


g 
ago 


Freezers Rented 


Chicago citizens can now rent 1] 
cubic foot home freezers for $5 a 
month under a deal being promoted 
by Polk Bros. ‘They are available in 
Chicago and within 25 miles of the 
city. 

The customer must rent for three 
months at a time and pay a fee 
thereafter of $5 a month, plus $10 
for delivery and pickup. Freezer 
renters will purchase frozen foods at 
their markets, and there is no 
obligation to buy the freezer. 

However, any renter who decides 
to do so will receive full credit of 
rental payments toward purchase. The 
Deepfreeze models being used in the 
promotion hold 250 pounds of frozen 
foods. The proposition is being ad 
vertised on television, radio and news 


papers by Polk Bros. 


own 


Flowers for Sales 


“Sell It With Flowers” is the 
theme of a new spring sales promo- 
tion designed to sell RCA Estate 
“Space King” kitchen ranges. 

Four seed packets from a prominent 
seed company, attractively wrapped in 
an envelope carrying the story of the 
30-inch series of RCA Estate ranges, 
will be used to draw traffic to dealers’ 
stores, according to Lewis W. Sel 
meier, director of advertising for RCA 
Estate. 

The complete package, valued at 
one dollar will be provided to dealers 
at 10 cents each. Included to kick- 
off the campaign will be cooperative 
advertising mats and four-color post 
cards. 

Material for the promotion is being 
mailed to dealers and the “Sell It 
With Flowers” promotion is sched- 
uled to run through May, said Sel- 
meer. 
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Get months of turnover in 5 days! 





Trips to LAI) 


for your customers 


and \Yo)(U) 


@ Gay, glamorous trips-for-two to 
fun-filled Rio de Janeiro and modern 
Sao Paulo—completely paid for by 
General Electric. Visit South 
America’s two most exciting cities... 
enjoy Sao Paulo’s centennial 
celebration. If one of your customers 
wins—you can win a free trip 

for you and your wife. 





General Electric Co., Radio & TV Dept., 
Electronics Park, Syracuse, New York 


You C@H7e ple Pe age confidence 











OPEN EXCLUSIVELY TO G-E TELEVISION DEALERS! 


e Here’s a proved traffic-building contest complete with ads, doorknob hang- 
ers, posters, prizes...everything e All wrapped up in a single package you 
couldn’t put together for ten times its cost e Imagine a deal that puts in your 
hands these sure-pull merchandise prizes which you could easily sell for 
far more than the total cost of the package: 


VALUABLE 
STORE 
AWARDS... 


5 Stainless Steel Steak Knife Sets 5 Genuine New Hampshire Pine Ice Buckets 








...and that’s only the beginning. On top of this you can offer your customers the opportunity to 
win free trips-for-two to Rio...plus a chance to win a free trip to Rio for you and your wife if 
one of your customers wins! All paid for by General Electric. On top of that, you get a complete 
operating package containing— 


Plans book 4-color counter display 

1000 doorknob hangers Contest Entry Box 

5 TV Credit Check Books 4-color Window Poster 

Free ad mats Mystery Footprints Floor Display 


Every item designed to jam your store with record-breaking traffic. 


Don’t delay—April 30th is the deadline for free trips to Rio! Order dealer kits now from your 
General Electric distributor—be set to turn in new April sales records. Remember, you can tie 
in any time before April 30th BUT there’s a big advantage in getting started FIRST. 


Call your G-E representative today for complete information. 


GENERAL @ ELECTRIC 
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Tax Relief? Still Struggling 


Congress moves to reduce excise taxes to the 10 
percent level on many products, but gives no relief to 


The appliance industry lost the 
opening round in its fight to abolish 
excise taxes on appliances last month, 
and the chances of any immediate re- 
lief appeared slim. 

Acting in Mid-March, the House 
of Representatives rejected a move for 
repealing the tax from ironers, dryers 
ind household water heaters. The ex 
cise taxes were continued at the cur 
rent rate of 10 percent. 

All other taxes on electrical appli- 
ances, including TV and radio, will 
be continued at the 10 percent rate 
also under the House bill. 

About all the electronics industry 
had to show for the billion-dollar 
whack in excise taxes was a reduction 
of $20-million that the public will pay 
in taxes on electric light bulbs and 
tubes next year. The tax on these was 
reduced from 20 percent to 10 per- 
cent. 

Senate action on the measure, which 
provided excise relief of $912 million 
was expected to follow swiftly in order 
to meet the April 1 deadline on expira 
tion excise taxes. Senate members of 
the finance committee believed the 
tax structure would be passed in about 
the same form. 

However, at least two Democratic 
senators came out for excise tax re- 
lief on appliances, and Washington 
observers believe there is a possibility 
of a tax revision when the general tax 
bill comes up before the Senate in the 
months ahead. 

Future Relief. Chairman Dan Reed 
of the House Ways and Means com- 
mittee said he hoped his committee 
would be able to take up additional 
excise relief later in the session, but 
he didn’t indicate what items he 
would consider 

Congressional action put a damper 
on hopes of the home laundry 
manufacturers in particular. For about 
six months, they have been making a 
strong pitch to influential legislators 
that the 10 percent tax is “discrimi- 
natory” and threatens extinction of 
both the ironer and dryer business 

On February 18, each member of 
the House Ways and Means commit- 
tee, met with a constituent from his 
respective district who was engaged 
in the manufacture, distribution or 
retail sale of dryers and ironers in a 
last-ditch attempt to repeal the tax. 

Why it Hurts. In a 32-page bro 
chure, prepared by the American 
Home Laundry Manufacturers’ Asso- 
ciation, Congressmen were told that 
tax had resulted in: 

42 percent decrease in ironer sales. 

Withdrawal of two manufacturers 
from the ironer field. 

Drver sales at five percent of mar- 
ket potential. 
Increased inventories, unemploy 


ment, and greater consumer buying 
resistance 
Average annual tax revenue of 





PAGE 204 


the appliance-radio-TV industry 


only $9,000,000. 

AHLMA spokesmen claimed that 
the “extra $20 to $25 which this tax 
adds to the consumer’s cost has re- 
moved these two appliances (ironers 
and dryers) from the average family 
budget.” 

AHLMA spokesmen quoted Presi- 
dent Eisenhower’s May 20, 1953 
message on taxation, in which the 
President said: “The wide variety of 
existing excise rates makes little eco- 
nomic sense and leads to improper 
discrimination between industries, and 
among consumers.” 

However, President Eisenhower and 
Secretary of the Treasury Humphrey 
both opposed what slashes in excise 
taxes the House did pass last month. 


Repeat Campaign 


A comprehensive direct mail co 
operative dealer campaign, similar to 
a successful promotion last fall, is now 
underway by Whirlpool Corp. and is 
expected to include more than 3,000, 
000 pieces of direct mail material. 

First mailing in a series of three 
was made March 15, and two others 
will follow at 30-day intervals. Each 
dealer was allowed to select a mini- 
mum of 300 pieces monthly to be 
mailed to households in any specified 
area. 

Consumers receive a different full- 
color tabloid mailing piece in each of 
the three months. For March, eight 
pages opened the campaign. The 
April four-page piece features the top- 
of-the-line Imperial automatic washer, 
matching gas or electric dryer, and 
ironer. Four pages in the May tabloid 
concentrate on selling features of the 
Imperial washer and dryer. 

Last fall’s campaign, in which 1,452 
dealers participated, was the largest of 
its kind ever held by Whirlpool. 
Total orders were in excess of a mil- 
lion, according to Jack D. Sparks, na- 
tional sales promotion manager. 


Ad Budget Doubled 


Mitchell Manufacturing Co. has 
doubled its advertising budget for 
1954, with a record $2,000,000 outlay 
to promote its line of room air con- 
ditioners. 

Heart of the campaign will be full- 
page and one-half page ads in na- 
tional magazines. Selection of media 
has been based on circulation, and 
representatives of various consumer 
groups are included. 

The ads, which will appear on the 
average of more than once a week 
through June 7, will have a total] mass 
impact of more than 200,000,000 
reader impressions, according to How 
ard Haas, Mitchell director of adver 
tising and sales promotion. 


Huddle at Ray-O-Vac 











































































MERCHANDISING PLAN board of Ray-O-Vac Co. is shown here following meeting 
to discuss program for 1954. Seated left to right: G. R. Van Aartsen, Grand 
Rapids, Mich.; C. S. Dacus, Atlanta, Ga.; E. C. Eaton, Boston, Mass.; and R. R. 


Ross, Portland, Ore.; 


Back row: W. C. Krause, v-p, McCann-Erickson; 


5. A. 


Reese, Ray-O-Vac headquarters staff; W. L. Bender, chairman; A. M. Anderson, 
headquarters staff; R. A. Whelan, Ray-O-Vac International 


What Farmers Want to Buy 


A rural publication polls farmers of the upper 
Midwest on their buying plans for 1954 and finds they 


want television sets more than any other product 


A sampling of farmers’ buying 
plans, obtained recently by question- 
naire in the upper Midwest, by The 
Farmer, a rural publication, provides 
data on demand for electrical appli- 
ances in the upper Midwest for 1954. 

In this area, 55 percent of all pop- 
ulation is rural, with 38 percent liv- 
ing in farm homes. 

Figures show that the biggest item 
on the farmers’ lists of things to be 
purchased is television sets, with 27,- 
574 replying in the affirmative to the 
questionnaire, This figure is 15.4 per- 
cent of the number asked. 

Another product which held a high 
place in the farmers’ buying plans was 
the freezer. A total of 23,109 farmers 
said they intended to buy freezers. 

The sampling, according to The 
Farmer, revealed the following plans 
to buy: 


Number 


% Intending Intending 


PRODUCT To Purchase To Purchase 
Wiring for electricity. 2.3% 4,202 
Pressure water system 

(Pump, tank, pipes) 8.9 16,019 
Washing machine: 

eS 13,918 

Automatic . 2.8 4,990 
Clothes dryer: 

Electric 6.2 11,029 

L-P gas A 788 
lroner (mangle) 19 3,414 
lron 3.5 6,303 
Dishwasher 1.6 2,589 
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Garbage disposal. . 
Refrigerator: 

Electric 

L-P gas 
Home food freezer 
Vacuum cleaner 
Range 
Sewing machine 
Oil burner 
Mixer 
Waffle iron 
Coffee pot 
Roaster 
Toaster: 

Automatic 
Non-automatic 
Fans: 

Built-in 

Portable ‘ 
Room air conditioner 
Radio . 

Television 
Combination 

Radio-Television 
Combination 

Radio-Phonograph 
Record player 
Motors: 

1 hp or above 

Less than 1 hp 
Drills: 

Portable 

Bench 
Saws: 

Portable 

Stationary 
Electric fence control 
Battery charger 
Poultry brooder 
Pig brooder 


15.4 


2.9 
3.4 


4.0 
2 
2.3 

6 
7.5 
2.6 


1.6 
1.2 


525 
8,140 
23,109 
10,768 
7,354 
10,504 
4,726 
14,969 
8,140 


5,778 
788 


10,768 
1,576 


4,465 
3,938 
788 
6,827 
27,574 


788 


2,364 
3,414 


5,253 
6,039 


7,091 
2,364 


4,202 
1,051 
13,398 
4,726 
2,889 
2,101 
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NEW CHEVROLET TRUCKS 


deliver hour-saving power 






that saves you money, too! 








New Chevrolet trucks bring you great new engine power in 
every model—from light-duty pickups to heavy-duty tractors. 
And this new power means important savings of both time and 
money on the job! 


YOU SAVE TIME 
WITH GREATER SAFETY 


That's because new Chevrolet trucks permit you to maintain 
faster schedules without driving at higher maximum road speeds. 
Thanks to greatly increased acceleration and hill-climbing 
ability, you can save time where it counts. Instead of trying to 
make up for lost time, you actually cut down the time lost at 
traffic lights and on steep grades. 


MOST TRUSTWORTHY TRUCKS ON ANY JOB! 





YOU SAVE PLENTY 
ON OPERATING COSTS 


New Chevrolet trucks bring you high-compression power that 
saves you money every mile. All three great engines—the 
“Thriftmaster 235,” the “Loadmaster 235” and the “Jobmaster 
261”* deliver greater horsepower plus increased operating 
economy. In addition, the mighty “Jobmaster 261” engine 
reduces the need for operating in low gears on heavy-duty jobs. 
As a result, you shift gears less . . . save more on gas. 


Now’s a good time to see your Chevrolet dealer about a time- 
saving, money-saving truck. . . . Chevrolet Division of General 
Motors, Detroit 2, Michigan. 





CHEVROLET 
ADVANCE-DESIGN 
TRUCK FEATURES 





THREE GREAT ENGINES —The new “Jobmaster 261” engine* for extra heavy hauling. The “Thriftmaster 
235” or “Loadmaster 235” for light-, medium- and heavy-duty hauling. NEW TRUCK HYDRA-MATIC 
TRANSMISSION* —offered on 4-, %4- and 1-ton models. Heavy-Duty SYNCHRO-MESH TRANSMISSION 
—for fast, smooth shifting. DIAPHRAGM SPRING CLUTCH — improved-action engagement. HYPOID REAR 
AXLE—for longer life on all models. TORQUE-ACTION BRAKES —on all wheels on light- and medium- 













BRAKE—greater holding ability on heavy-duty models. NEW RIDE CONTROL SEAT*—eliminates back-rubbing. NEW, LARGER UNIT- 
DESIGNED PICKUP AND PLATFORM STAKE BODIES — give increased load space. COMFORTMASTER CAB — offers greater comfort, convenience 
and safety. PANORAMIC WINDSHIELD—for increased driver vision. WIDE-BASE WHEELS—for increased tire mileage. BALL-GEAR 
STEERING —easier, safer handling. ADVANCE-DESIGN STYLING —rugged, handsome appearance. 
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duty models. TWIN-ACTION REAR WHEEL BRAKES—on heavy-duty models. DUAL-SHOE PARKING 


*Optional at extra cost. Ride Control Seat is available on all cab models, “Jobmaster 261” 
engine on 2-ton models, truck Hydra-Matic transmission on 1/2-, 34- and 1-ton models. 
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THESE WE DON’T Have... 





You’ll find no cats and dogs, no tag-along products in the 
Wilson line. 






Wilson concentrates on freezers, gives you a complete 
line of both chests and uprights . . . and the most saleable 


chests and uprights on the market! 


What makes them so saleable? That’s easy. They’re 
customer-designed . . . have every feature a freezer should 


have... including a competitive price. 


Looking for a Freezer line? Look into Wilson. Wilson 
has the freezers and the franchise arrangement you’ve 


been looking for. 


WILSON 1954 
‘““WIFE-SAVER"’ FREEZERS 


America's Most Beautiful Freezers" 



















REFRIGERATION, INC. 


Division Tyler Refrigeration Corp. 


Smyrna, Delaware 
MAIL COUPON FOR DETAILS 


WILSON REFRIGERATION, INC. 
102 Glenwood Ave., Smyrna, Del. 
Please send me complete information 
and details on Wilson Freezers and 


Franchise availabilities. | am inter- 
ested in: 


Wilson Distributor Franchise 





Name 





Company 





Address 








| 
| 
| 
| 
{ 
| 
| 
| 
| 
Wilson Dealer Franchise | 
l 
| 
l 
| 
| 
| 
| 
| 
| 


City Zone State 
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Show ‘Em How It Works 


That's the philosophy of Macy’s, New York, 
and the Jay Broiler Co., who combined forces to pro- 
duce an outstanding small appliance promotion 


What are the ingredients that go to 
make up a successtul housewares pro 
motion? 

hat was the question that Fred- 
erick I. Vreeland, manager of Macy’s 
housewares department, New York, 
asked himself when he sat down sev- 
eral months ago to work out his annual 
February “Macy’s Housewares Fair 
and Sale’’—a promotion which turned 
out to be the most successful in the 
history of Macy’s housewares depart- 
ment. 

Vreeland already had at his disposal 
an ideal location for a housewares pro- 
motion—the center of Macy’s base- 
ment, where thousands of shoppers 
pass by daily. He also had Macy’s ad- 
vertising facilities to make use of. 

Plans Worked Out. Vreeland ap- 


proached Arthur Bregstein, sales vice 
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president of the Jay Broiler Co., and 
while the two men were touring Jay’s 
new manufacturing plant in Long 
Island City, Vreeland suggested the 
possibility that they tie-in for the 
forthcoming housewares fair.. These 
are the steps worked out by Bregstein, 
Vreeland, and Vreeland’s assistant, 'T’. 
I’. ‘Turadek: 

1. The size of Jay’s permanent 
Roto-Broil broiler display and demon- 
stration center in Macy’s basement 
was doubled and decorated with 
colorful trappings to give it a carnival 
like effect 

2. Jay’s _ television —_—impresario, 
Lester Morris, the “Roto-Magician,’ 
announced over his kinescoped tele 
vision programs that he would appear 
in person in Macy’s basement at 
specified times during the week to 
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professor and 


director of the school’s Viru 
and by 


gs P a ; i 
ths : 51 had begun working on polio it 
under a large grant from the Natianal B..-.2 


NOW—A GREAT NEW 
1955 LINE OF 3-WAY 
PORTABLE RADIOS from 












Backed by a Smashing 
National Advertising Campaign 





Three sensational new models...five gorgeous 
“clear-through” colors...from the tiny book- 
through the 
transcontinental “Super Deluxe’”’...created to 


size ‘‘Personal” ultra-powerful 
appeal to every segment of the big summer port- 
able radio market! Styled right, priced right, 
and backed by 4-color advertising in the POST, 
LOOK and COLLIER’S—here’s the line to pull 
profitable business in through the front door 


‘ 


and sweep so-called “summer doldrums” out 


the back! Call your Admiral Distributor now! 


New Portable Radio Sales Aids 
READY NOW! 


Take full advantage of Admiral’s smashing cam- 
paign to introduce these sensational new port- 
ables...make use of the many brand-new sales 
aids available through your Admiral Distribu- 
tor! There’s a strikingly dramatic new mer- 
chandise display stand...sparkling new enve- 
lope stuffers...eye-catching newspaper mats... 
and attention-getting radio spot announcements. 
Put these new sales tools to work for you! 


.subject to change without notice. 
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1955 ADMIRAL PORTABLE RADIOS.. 
finest performance...longest battery life ever 
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Model 4821 


2955 


Ebony 
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.with smartest styling... 





ichieved! 











DELUXE 


dly built: 





e rugee 
pattery 
2 AC/DC/bAr 


e new Civi 
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On AC, on DC, or new "Extended—Life" batteries... 
built to outpull, 





compact 









Model 47212 


{83 795° 


All Colors 











outplay them all...ANYWHERE YOU GO! 





* Slightly higher South 
and West... subject 
to change without 

notice 



































DETAC HABLE AERIAL 
$ 


FASTENS TO 


PLAYS ANYWHERE! 
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Plastilux'' 


way up, too!” 


Ask your distributor for a Plastilux® 
or send us the list of brands you sell to find out 
which ones have Plastilux® signs for you. 


NEON PRODUCTS, INC. 


NEON AVE, LIMA, OHIO 


>P.L 


TARY ARDWARE, 
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plastilux’ 


bring more people in and increase 


appliance sales . .. the economical way! 


Practically all major electrical manufacturers provide 


easier to clean, less trouble to maintain. 


sign 


illuminated signs for their dealers . . . and 
pay part of the cost. Dealers by the thousands have told 


us: ‘‘When our Plastilux" sign went up, our sales went 


Brighten your storefront and dominate your neighbor- 
hood with a sales beacon that's visible night and day. 


Patented features assure long life and make Plastilux' 






S1GMvertising® 


LOOKING OVER promotional material used in the Macy’s-Roto-Broil promotion 


are (left to right 
Vreeland, Macy’s housewares manager 
assistant buyer 


give his Roto-Broil pitch. 

3. A Roto-Broil 400 display was 
put up in a Macy’s window, placards 
announcing the Roto-Broil demonstra 
tion were placed in strategic positions 
in the store, and the event was 
plugged in steadily Macy’s current ad- 
vertising. 

When Morris first appeared for his 
demonstration on Feb. 1, thousands 
of people stopped to watch his half 
hour pitch, during which time he 
actually cooked roast beef, and chicken 
in Roto-Broil 400’s and passed out 
samples. (See pictures on preceding 
page.) He talked for about half an 
hour, answered questions for another 
half hour. Roto-Broil cookbooks with 
Macy’s bookmarks were given away 
by the thousands. 

Wearing his chef’s hat and jacket, 
Morris appeared twice a week during 
the month of February to give his 
pitch. When he wasn’t there, Roto 


Broil’s regular demonstrator, Paul 
Kent, took over. 
“Most Successful.” “This was the 


most successful Roto-Broil promotion 
ever run at any time in any store in 
the United States,” Bregstein said. 
“It worked out even better than we 
expected.” 

Vreeland, while not releasing any 
sales figures, estimated they ran into 
several hundred thousand dollars. He 
called it “‘the most successful small 
appliance promotion in the history of 
Macy's.” 

In addition to being the biggest vol- 
ume producer at Macy’s February 
housewares carnival, the promotion 
marked the first time that Macy’s 
name actually was linked with that of 
a product. The banner above the 
Roto-Broil booth read: ““Macy’s Roto- 
Broil headquarters, U.S.A.” 

“We were extremely pleased with 
the way the Macy’s-Roto-Broil promo- 
tion went over,” Vreeland said. “It 
was so successful that we are working 
on another similar promotion for 
Macy’s anniversary celebration next 
month.” 
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Arthur Bregstein, sales vice president, Jay Broiler Co.; F. | 
and his assistant, T. T. Turadek, senior 


Contest Spurs Sales 


A contest among distributors has 
helped spur Hotpoint kitchen and 
laundry appliance sales as much as 
SO percent m some market areas, ac 
cording to John F. McDaniel, vice 
president, marketing, Hotpoint. 

National winner of the year-long 
sales incentive contest for the com 
pany’s annual President's Award fot 
Achievement in Distribution was Gen 
eral Electric Supply Co., Charlotte, 
N. C., which was awarded a silver 
trophy. 

McDaniel said that sales perform 
ance over quota and comprehensive 
merchandising activities launched dur 
ing 1953 by GESCO, Charlotte, were 
major factors in bringing them to a 
high national position. 

At the same time, Hotpoint an 
nounced development of a new 25- 
minute, 16-mm sound colored film 
entitled “Design for Tomorrow” to 
be used by appliance dealers for edu 
cational and civic groups. 

The movie takes the viewer through 
every step of the manufacture of re- 
frigerators, from the first sheet of raw 
steel to the final assembled refrig 
erator. 


Advertising Aid 


“Basic Retail Rate Index,” a new 
annual service publication, reveals the 
local retail advertising rates for 1,377 
daily newspapers in 1,042 American 
cities. 

The publication is described as a 
reference authority for manufacturers 
to check and verify department store 
and dealer cooperative advertising bill- 
ings. All rates are local, not national. 

“Basic Retail Rate Index” is a 135- 
page permanently bound manual, list- 
ing all newspapers and rates on a state 
by-state, city-by-city, paper-by-paper 
basis, with circulation figures for all 
papers and populations of all cities. 
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ANNOUNCING 


A BURNHAM 
Window Model 


Note These Powerful Selling Features! 


¢ Easily installed — no drains or water connections. 
¢ Tubular-type cabinet construction. 
¢ Drawer-type chassis. 
¢ Filters and circulates air. 
* Zephyr-Flo Grille— (Quiet, gentle breeze). 
* Cools comfortably. 
¢ Thermostatically controlled. 
* Cabinet insulated—no sweating. 
¢ Dehumidifies. 
Eliminates noise. 








— 7 

———_ 
{|} $554 | | ¢ “Chill Chaser” electric 
| |= sate heater for Spring and 
ees ee | Fall (optional). 

* Positive ventilation and 

pressurized exhaust. 

| || 

LIK _____U BuRNHAM “WESTCHESTER” CONSOLE. 





Two powerful models — 1 and 11/2 hp 
— easily take care of even tropical 
temperatures. 


ELECTRICAL APPLIANCE DEPT. 


Zanesville, Ohio 


‘NON addition 






... a distinguished 


to a distinguished line! 


The quality, engineering and value that 
have been synonymous with the name 
BURNHAM in heating equipment since 
1873, is faithfully reflected in this new line 
of room air conditioners. Check the special 
BURNHAM features listed on the left and 
note the painstaking regard for customer 
wants which has always been a BURNHAM 
characteristic. BURNHAM AIR CONDI- 
TIONERS are engineered by experts to give 
your customer carefree comfort —finger-tip 
automatic control and smooth, uninterrupted 
enjoyment. Mail the coupon below for full 


information on the BURNHAM line. 


BUILT RIGHT AND PRICED RIGHT 


FOR GONELOUS PROFIT! 














1954 
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eee See eee ee 1 
| Burnham Corporation EM-44— I 
| Electrical Appliance Dept. | 
| Zanesville, Ohio | 
| Please send me complete dealer information on BURNHAM | 
AIR CONDITIONERS. | 

| 
| Name | 
Address. seiinieaimaenliabicnsiiite 
| City _State | 
bccn ep ees cath ity deatislahe calhehil daaiipaitetts lees aiid esis J 
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4th 


National Independent Housewares 
and Home Appliances Exhibit 


It's BIGGER than Ever! 










































8 South Dearborn Street 
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to be held at 








CEntral 6-0693 





ATLANTIC CITY 
Hotel Chelsea 


on the Boardwalk 
JULY 11th to 16th, 1954 


The Trade Press Agrees... 


“The best place to find the latest in 
promotional merchandise is at the In- 


dependent Housewares Exhibits.” 


R. for Success .. . Be there! 


JULY at the Chelsea—Atlantic City 
JANUARY -—at the Morrison—Chicago 


Applications now being accepted for both shows 


INDEPENDENT HOUSEWARES EXHIBIT, INC. 


Chicago 3, Illinois 





FINANCIAL 





Record ‘53 Sales Reported 


Stockholders statements issued by 13 radio-TV- 
appliance manufacturing firms reveal 10 had record 
high sales but four had lower profits in 1953 


len appliance radio-l'V_ manufac- 
turers issued statemepts to stockhold- 
month reporting record high 
1953. Three others also re 
ported an increase over 1952. 

However, four firms reported net 
income was down from 1952 although 
sales remained high (two had record 
high sales). They attributed the de 
cline in profit to a bad second half and 
smaller defense contracts. 

Among those reporting record sales 
for last year were some of the biggest 
manufacturers in the industry—includ 
ing General Electric, Westinghouse, 
RCA, and Philco. 

Some of the manufacturers issued 
supplementary statements predicting 
sales would be good in 1954, while 
idmitting a more competitive market. 

Here are the individual reports: 

General Electric. Sales during 1953 
set an all-time high record of $3,128,- 
127,000, an increase of 19 percent 
wer 1952. Net earnings were $165,- 
728,000, up nine percent over 1952. 
President Ralph Cordiner predicted 
1 decrease in sales in 1954, but “a 
more favorable earnings climate than 
the last several vears.”” More defense 
work is anticipated at G-E. 

Westinghouse. Sales rose nine per- 

ent during 1953, to a record high 
of $1,582.047,000. Net income was 
$74,322,000, compared with $68,581, 
000 for 1952. President Gwilym 
Price forecast a more competitive mat 
ket in 1954, and said the company 
was stressing reduction in costs and 
expenses. 

Philco. Record sales of $430,420, 
000 were reported, representing a 17 
percent increase over 1952. Net in 
come was $13,068,000. “Increased 
competition” is making itself felt, said 
president William Balderston, and 
emphasis in 1954 will be on sales and 
merchandising ability. 

RCA. Volume of business in 
creased for the seventh consecutive 
vear, reaching an all-time high of 
$853,000,000 in 1953. It represented 
a 22.9 percent increase over the pre 
vious year. Net profit was $35,022, 
000, compared with $32,325,000 in 
1952. 

Sylvania. Net sales totaled $293, 
267,408, an increase of nearly 25 pet 
cent over 1952 and a record for the 
52-vear-old company. Net income 
amounted to $9,536,181, a gain of 37 
percent over 1952. Increased competi- 
tion expected for 1954, but Sylvania 
management is “better equipped” to 
mect the challenge than ever before, 
Svlvania officials said 

Whirlpool. Net sales for 1953 were 
3149,129.142, a record for Whirlpool 
Net sales for 1952 were $118,429.- 


ers la { 
sales for 
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286. Net income was $4,203,036. 
compared with $3,797,905 for the pre 
fiscal vear. President Elisha 
Gray reported that “we expect to hold 
our total sales at or above their present 
level...” 

Mavtag. Net sales for 1953 totaled 
$89,008,499, compared with $86,894, 
946 for 1952. Net profit was $9,030, 
374, compared with $6,702,317 for 
1952. 

Stromberg-Carlson. Net sales for 
1953 were $65,241,861, largest in 
the company’s history and an increase 
of 35 percent over the $48,098,209 
for 1952. Net earnings were $1,667, 
308, also an increase of 35 percent 
over the net of $1,240,746 in 1952. 

Torrington. Sales for 1953 reached 
a record $12,841,679, as compared 
to sales of $8,070,334 in 1952—an in- 
crease of 59 percent. Net earnings ad- 


vious 


vanced from $387,331 in 1952 to 
$539.030 in 1953. 
Thor. Sales totaled $37,649,342, 


compared with $32,558,215 in 1952. 
Net income was $446,045, almost half 
of the 1952 figure of $880,124. Drop 
in profit was attributed to a poor final 
quarter and cut-back in defense pro- 
duction. 

Admiral. Sales reached a record 
peak of $250,931,605 in 1953—31 
percent higher than the 1952 figure of 
$191,224,356. Net earnings were $8,- 
213,165, down slightly from the 1952 
figure of $8,711,133. Decline in earn- 
ings was attributed to retooling and 
higher production costs required in 
the manufacture of new products. 

Wilcox-Gay. Net sales were a rec- 
ord-breaking $17,747,842 in 1953, as 
compared with $17,641,548 in 1952. 
However, earnings dropped from 
$330,110, in 1952, to $201,515 last 
vCal 

Stewart-Warner. Net sales for 1953 
mounted to $128,798,000, as com 
pared with $122,552,000 in 1952. Net 
income came to $4,081,000, as com 
pared with $4,234,000 in 1952. 


New Credit Plan 


Westinghouse this month will put 
into operation a new financial assist- 
ince program designed to strengthen 
the company’s dealers and help them 
obtain inventory and retail sales aid 
“in areas where credit facilities are 
inadequate. 

The first office for the credit cor- 
poration probably will be opened up 
in mid-April to serve the states of 
Pennsylvania, Ohio, West Virginia, 
New York and Maryland. Additional 
offices will be set up later as required 
by dealer needs. 
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Brings in the Crowds, brings in the Business! 


Hit features mean heavy traffic. Emerson 
has the features, and they’re hot! 


NEW EMERSON “DO IT YOURSELF” INSTALLATION. 
Saves money! And when you show savings 
to your customers, you’re a cinch to show 
plenty of profit! 


SIMPLEST CASEMENT WINDOW INSTALLATION. 


Emerson’s answer to the growing case- 


ment window market means increased air 
conditioning profits for you! 


EMERSON PRICES ARE LOW! And the dis- 
counts are substantial! Emerson units are 
decorator designed for beauty! Emerson 
engineered for superb performance. 
They’ll cut some fine figures, for you, 
when the going gets hot. Call, write or 
wire for the details...now! 


Emerson... the complete Air Conditioning Line, 
features handsome room units and 
new, compact residential and commercial units! 





4 Emerson ‘‘Residential” Unit 
provides compact central 
air conditioning for homes 
priced within the reach 
of every home-owner. 
(2 and 3 H. P. models.) 


Emerson ‘Commercial’ Unit 
is so compact, so low- 
priced, even the smallest 
store can afford the bene- 
fits of air conditioning. 
(2 and 3 H. P. models.) 
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Emerson “Custom” Room Unit 

Features Four-Season Weather Selector — 
COOLS when it’s hot, HEATS when it’s cool. 
%, % and 1 H. P. models. 


PRICES START 
AS LOW AS 


19923... 
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Emerson Radio & Phonograph Corporation 
111 Eighth Avenue, New York Il, N.Y. 
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THE VIEWS of management... 
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TIPS from factory 








EXPLANATIONS from the men who design the units .. . 


A REVIEW of developments in the field are all a part of . . . 





Che central figure in most of the 
pictures above is Sil Thompson, serv- 
ice manager for Interstate Electric in 
New Orleans. The photos themselves 
offer a random sampling of the ac 
tivities of Thompson and 100 other 
distributor service managers at a two 
day national service meeting held last 
month by Fedders-Quigan. 

The variety of topics covered, the 
caliber of speakers addressing the meet- 
ing, and the way in which Thomp 
son and his 100 compatriots were 
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treated were carefully designed to do 
one thing—convince the service man- 
ager that Fedders considers him a vital 
factor in successful merchandising of 
room air conditioners. 

That was the keynote struck by 
Fedders vice-president A. J. DeFino 
(top left) in opening the meeting 
and it was the theme carried out 
throughout the two day session ar- 
ranged by service manager George 
Schwartz. 

In attempting to give the visitors 





service experts ... 








SHOP-TALK with other distributors . 





A CHANCE to meet the men who sell them and... 


rass Hat 


Treatment 


for Service Men 


Fedders-Quigan rolls out a red carpet for 
the 100 distributor service managers at- 
tending the firm's first national service 
meeting in Buffalo in March 


a broad view of the industry and their 
place in it, Schwartz lined up an im- 
posing array of speakers. The size of 
the industry and its aims for the future 
were outlined by general sales manager 
Robert Cassatt (middle row, right), the 
products Fedders thinks can capture a 
substantial share of that market were 
explained by designer R. H. Mever- 
hans (middle row, left); other speak- 
ers included chief engineer R. W. 
Morgan, heat pump specialist Gerry 
La Porte, as well as Fedders service 
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specialists like Amos Keirn (top row, 
center). 

After hours there was plenty of ac- 
tivity too. Some of it came in the 
form of informal sessions with other 
distributor personnel (in photo at top 
right) Thompson visits with service 
managers, S. C. Ludwig, Jr., of Phila- 
delphia; Bette P. Yanko of Pittsburgh 
and Otis Wood of Clearwater, Fla. 
Other after-hour activity included 
cocktail parties, dinners, and a tour of 
Niagara Falls. 
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PRICED TO FIT 
EVERY CONSUMER’S 
POCKETBOOK ! 





it 
= 





FULL DISTRIBUTOR 
AND DEALER MARK-UP ! 





Z 
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EASIEST DRYER 
ON THE MARKET 
TO SELL AND SERVICE! 


shia ——~ 


THE LOW PRICE DRYER 
WITH HIGH PRICE FEATURES 


e EVEN FLOW HEAT e FRONT & REAR VENTING 
e FULL 10 LB. CAPACITY e SOLID DRYER TUB 
e STEADI-GLOW HEATING COIL ¢ EASY ACCESS FRONT LINT 


m 


DISTRIBUTORS! DEALERS! 


Write for complete details! Get in touch with us at once for the 
Some choice territories are still open! name of your nearest distributor! 
































GAS OR 
ELECTRIC MODELS 


DOUGLAS HOME APPLIANCES - vivisionor PENNSYLVANIA RANGE BOILER CO. 


24TH AND ELLSWORTH STREETS, PHILADELPHIA 46, PA. | “QUALITY PRODUCTS SINCE 1881’’ 
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LET 
IBGE 
TT STREAM 
coffee filters 
add profit “cream” 
to all your 


coffeemaker 
sales! 





CUT COFFEE COSTS 


and because “coffee tastes better, filtered for flavor” 





For all types and sizes of home PERCOLATORS and DRIP 
coffeemakers. They save coffee (use less of finer grind) 
and filter out smoggy dregs, bitter sediment. Put the 
display carton on your coffeemaker counter and watch 
sales start! Rapid turnover for the “cream” of the profits! 


NATIONALLY ADVERTISED IN 
LIFE « SATURDAY EVENING POST ¢ BETTER HOMES & GARDENS 


and other leading national magazines 
FOR ALL TYPES and SIZES of PERCOLATORS and DRIP COFFEEMAKERS 
ASK YOUR JOBBER or write Dept. ED for samples, data and prices 


‘First in Filters” 


SCHWARTZ manuracturinc cO., Two Rivers, Wis. 
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COMPLETE LINE! 
ATTRACTIVE APPEARANCE! 
FEATURES THAT SELL! 

EASY INSTALLATION! 
» TROUBLE-FREE PERFORMANCE! 
FULL PROFIT! 





















GOT WHAT YOU WANT 
in WATER SOFTENERS! 


No two ways about it— MODERN ’s 
the moneymaker in water softeners! 
Because MODERN gives you— 
everything you want. Top quality line 
—in models and sizes for every need. 
Exclusive features that close sales 
quick. Easy installation. Trouble- 
free performance. Right prices— 
with full profit on every unit. Go 
MODERN-—and make money in 
the softener business. Ask your 
wholesaler—or mail coupon for 





COMPARE! SEE WHY! 


Complete line—automatic elec- 
tric, single control, brine tank, 
and dry salt models « Residential 
sizes to 100,000 grains capacity, 
commercial te 1,000,000 grains 
© Triple-duty minerals soften, re- 
move iron, filter sediment ¢ Extra 
heavy gauge steel tanks elec- 
trically welded and hot dip galva- 
nized © Top styling, attractively 
finished in white baked enamel 





°10 year warranty details. 
Mgr rays 28) ts) ag a Re SNES cette 7 
MAIL COUPON FOR DETAILSP; = moperN WATER EQUIPMENT CO. i 
; Dept. EM, West Chicago, III. : 
Mn Hi) E Ri i Send full details on your complete line of water softeners. 1 
1 i 
: Name ae ; 
$ : — : 

1 
r] a a 
1 i 
mean bysiness 1 
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ASSOCIATIONS 










CO-FEATURED SPEAKER at San Diego appliance conference is W. |. 













I 


Buchanan 


(at rostrum), western regional sales manager, Frigidaire Sales Corp. At left is 
Ed Nystrom, chairman of the conference, and at center is Bob Galvin, executive 
vice president of Motorola, the other featured speaker. 


Two Reasons for Optimism 


. . . about the future of the appliance and radio- 
TV industries are talks by a pair of industry executives 
before a West Coast dealer-distributor gathering 


Good business in both appliances 
and television sales for the months 
to come was foreseen by industry 
executives speaking to the more than 
500 dealers and distributors attending 
the annual Winter Conference of the 
Bureau of Home Appliances at San 
Diego. 

Television set sales should show a 
definite improvement within the next 
six months, according to Robert Gal- 
vin, executive vice-president of Mo- 
torola, who also discussed a general 
upgrading of the discount structure to 
dealers and distributors. 

Pointing to the constantly increas- 
ing population, to more interest in 
home owning and home building, 
and to the general economic sound- 
ness of the industry, W. I. Buchanan, 
western regional sales manager, Frigi- 
daire Sales Corp., predicted a bright 
and growing future for the appliance 
industry. 

Sites Factors. Giving cause to be- 
lieve that television set sales will get 
better and better, said Galvin, are 
several factors evident in the industry 
today: low inventories, another 150 
to 200 new TV stations in 1954, low 
prices that are proving to be an in- 
centive to customers, expectation of 
better margins for the dealers and 
distributors, and an interest in pur- 
chasing black and white sets when 
color TV has been discussed and dem- 
onstrated intelligently. 

Galvin told the conference that re- 
cent progress in the development of a 
19-inch color TV tube will most likely 
revise downward the expected 1954 
production of color sets using the 
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present production tube. He told the 
dealers that they would likely see a 
demonstration of 19-inch color TV on 
the West Coast within six months. 

Dealers should not overlook the op- 
portunities that radio set sales present, 
said Galvin. He pointed out that 
radio is still a very important com- 
modity with 1954 sales expected to be 
about 74 million units. Galvin saw 
an increasing opportunity for dealers 
in the sales of auto radios during the 
coming months because the auto man 
ufacturers will be installing fewer ra- 
dios in their 1954 models. 

He said that dealers will be wise to 
remember that 40 percent of all radios 
are purchased as gifts, and that they 
lend themselves to promotional tech- 
niques. 

Increase Expected. Buchanan took 
a statistical look at the future to em- 
phasize his contention that the ap- 
pliance business is destined to in- 
crease. First he pointed out that 
eleven appliances that were not on the 
market in 1940 accounted for “over 
a billion dollars worth of business in 
1953, or more than the entire appli- 
ance business in 1940”. 

In addition, he said, there are three 
appliances which accounted for only 
a negligible amount of business in 
1940—automatic washers, room air 
conditioners, power lawn mowers— 
which by themselves represented a 
volume of over one billion dollars in 
1953. 

Buchanan anticipates an increase of 
10,000,000 wired homes and an an- 
nual average home use of 3,800-kwh of 
electricity by 1960. 
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HER 


HIGH RESOLUTION 
PICTURE! 

Sell the greatest picture 

accuracy, depth and 


contrast in television! 








HIGH RESONANCE 
SOUND! 


Sell television’s finest tone, 


from precision-engineered 


circuits, quality speakers 
and acoustic cabinet! 


@ There is only one Du Mont quality. It sells for a 


little more... and builds surer profit for you. No 


costly dealing or “right-about-face” sales policies, 


in this line you can sell with conviction! 


Now with HI-R PICTURE AND SOUND, Du Mont 
puts added selling power in its “Complete Comparison” 


with every other make, in every feature, at every price! 


* Du Mont BRADFORD 
Traditional 


Handsome traditional cabinet 
in genuine mahogany hard- 
wood veneers. 21-inch Du Mont 
Selfocusing tube. Optional one- 
knob 82-channel tuning. Built- 


in antenna. 


UMOnr® 
There is only one p T 





Du Mont RUTLAND 


Traditional style cabinet in 
hand-rubbed genuine mahog- 
any or blond veneers. 21-inch 
Du Mont Selfocusing tube. 
Acoustically matched tone sys- 


tem. Provision for UHF. Built- 


in antenna. 








SELL DU MONT 
The Short Line 
with the Long Profits! 








DU MONT... 
WITH OPTIONAL 
ONE-KNOB 
82-CHANNEL 
TUNING! 








PROFIT wit tice n 


better mark ups! 


PROFIT... with shorter ine 


faster turn over! 


PROFIT with wr ana 


Complete Comparison! 








YEN 

































~ 


e 


> 


. Solid raised legs for easier 
dusting 


Thirty tube equivalents. 


Cooler operation for longer 
set life. 


. Shielded chassis to prevent 
interference 


. Highest auality control 
standords. 


Built-in antenna. 


Underwriters’ Laboratories 
opproval. 


. Exclusive automatic picture 


; ilies cabinet woods for 
. Hluminated channel 

. Optional one-knob 

. Authentic decorator cabinet 
. Puncture-resistant speaker 

. Removable safety glass 


. Dust proof picture tube 
| 





DuMont lelevision 


A SOLID SALES AND PROFIT BUILDER! 









stabilizer corrects outside 
picture interference. 

Tilted sofety glass and 
picture tube for reflection- 
free viewing 

Harmonizing metal picture 
mask for easier viewing. 
Continuous adjustable tone 
control. 

Heavier permanent magnet 
speaker. 

Phono-jack and switch for 
record playing 









better acoustic value. 








selector dial. 









82-channel tuning 
styling. 

grille cloth. 

front for easier cleaning. 

















A Sevective Du Mont Deaver FRANCHISE IS MORE VALUABLE THAN EVER TODAY! 


Write, wire or phone your Du Mont Distributor for full details, or write to: Allen B. Du Mont Laboratories, Inc., Television Receiver Division, East Paterson, New Jersey. Canadian Affiliate: Canadian Aviation 
Electronics Ltd., Du Mont Television Division, Montreal, Canada. *Trade Mark. **Prices include full-year picture tube Warranty, Federal Excise Tax. Prices slightly higher in the South and West and subject to change. 
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PF ae CAPRI ROOM AIR CON. 


~. DITIONERS. tt cools! It heats! 


/ NEW! EXCLUSIVE ELECTRO. 


~ CONTROL PUSH-BUTTON 
4 WINDOW FAN. 


NEW! ECONOMY WINDOW 
FANS. 

®@ ATTIC FANS 

© EXHAUST FANS 

® HASSOCK FANS 


el 


Wren 





« Comb 

. Shears 
Attach 

ment 


WAHL 


HOME-BARBER KIT 


. by the World's Largest 
Manufacturers of Electric Clippers! 


Display it... sell it! Complete 
4-piece set ir ttractive self-sellir 
carton, with free instruction book 

ts rr you may wish to 
products separate I 
WAHL ne ncludes profe i 
type ha pers, dryers, 





combs, shears—backe« 


guarantee of satisfaction! 





FRI GID incorporate 


126-168 THIRTY-SECOND STREET 





§ Please send ful! details on your line of 
] Home Hew cutting ppers and other 
i products 

ep 7 SiS 2 eee ed 
Address _— ee 
j a State 





oe WRITE FOR DETAILS 
r ao fe ae ee 






This quality line of home 
and industrial ventilat- 
ing equipment, priced 
right, are ready to give — 
"you more profits in ‘54. 
Jobbers: Get the full FRIGID ; 
STORY before you place your. 
1954 order. WRITE NOW 


for more sales, greater profits = 


with FRIGID! ag ti 






HOT 
WATER FAST 


With 


Hlahizal 





America’s Favorite 


Electric Water Heater 


Just put Flasheat in a container of water 
ind plug into electric circuit (110 volt 
AC or DC). Weighs 1 Ib. 2 oz. Heats 
water in record time. 7-foot rubberized 
cord. Bright chrome finish. Attractively 
packaged. 

Has many uses: Heating water for 
laundry, bath, shaving, warming baby’s 
milk, sterilizing bottles, heating canned 
foods, etc. 


Ideal for homes and farms not 
having any other good way to heat 
water fast and conveniently. 


ony $595 ist 


DISTRIBUTED THROUGH JOBBERS ONLY 
Write for Literature 
G | ELECTRIC CO. 
ob 


20725 Harper 
Detroit 36, Mich. 









BROOKLYN 32, N. Y. 
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OVER COFFEE, Julia Kiene, Westinghouse, discusses Electrical Womens Round 
Table workshop with Madeline Mehlig, workshop chairman, and Dahy Barnett, 
Household Magazine, chairman of the Chicago chapter 


EWRT: A Saving in Time 


Chicago electrical women attending their annual 
round table workshop hear how modern electrical appli- 
ances save time and energy for the home-maker 


How electrical appliances save time 
and energy, and using that time saving 
to advantage were the topics that 
brought several hundred home 
economists, advertising and cditorial 
women to the fourth annual two-day 
workshop of the Chicago chapter, 
Electrical Womens Round Table, held 
February 26-27 in the Commonwealth 
Edison Company assembly hall, Chi 


cago. 
In his address of welcome to the 
gathering, B. G. Harrington, dealer 


sales promotion manager, Common- 
wealth Edison Co., described the 
home economist as the girl who often 
saves the sale the salesman thought 
he made, plus doing a fine job of mass 


selling. 
House-financing has evolved into 
“home financing’ by means of the 


open-end and the package mortgage, 
to the advant»ge of all concerned, a 
cording to Morton Bodfish, 
dent, First Savings & Loan Association 
of Chicago. Housekeeping too, has 
evolved from the early methods of 
Mrs. Rip Van Winkle to our modern 
frozen and ready-mix foods, all to s2 
time and energy, according to Ruth 
Church, “Mary Meade” of the Chi- 
cago Tribune, in her talk during the 
early part of the program. 

Demonstrating a large display of 
small appliances on the platform, Lil- 
lian Curtis of the “Jane Foster’ staff 
of the Chicago utility, showed how 
these fitted right into the time-saving 
plans of home-makers. 

In line with the theme of the after- 
noon session, “EWRT goes to a 
Party,” Lucille Bush, director of con- 
sumer education, Johnson Wax Com- 
pany, brought in the use of house- 
cleaning aids in preparing for guests, 
while Vivian Overand, director of 
home economics, Admiral Corpora 


pre Sl 


APRIL, 





HOME FINANCING is topic of conversa 
sation between Morton Bodfish, First Sav 
ings and Loan Association, Chicago, and 
Vivian Overand, Admiral Corp., at speak- 
ers’ luncheon 


tion, demonstrated with refrigerator 
freezer, rotary broilers and range how 
to prepare party foods in quick, easy 
steps with satisfying results. 

Clean-up Easy. Following in se- 
quence, the necessary food clean-up 
procedure with the aid of the food 
waste disposer and the electric dish- 
washer is easy and most sanitary, as 
shown by Julia Kiene of Westing 
house, with charts and demonstration 
explaining the appliances. 

he electric blanket, inducing rest- 
ful slumber after a party, isn't too 
complicated to launder, said Helen 
Kirtland, manager, Hotpoint Institute, 
heading a panel with Betty Morrissey, 
home laundry specialist of Hotpoint, 
and Henry Theodore, president Elec- 
tronic Parts Corp., who told of plans 
for 48-hour service for electric blankets 
repairs now under way. 
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One of the characters above reminds us— 
of us! You see, we think that every appliance 
dealer not in the cleaner business—should be 
in it. And we just won’t change our minds. 

We can’t—not in the face of facts like this: 
Gross profits last year were $106 million* on 
sales of $267 million.* If you didn’t get your 
share, we think you ought to make a move to 
get it now. After all, cleaners are appliances 
—and appliances are your business. 

And the best way to get your share of the 
profits is the G-E way. Thousands of success- 
ful dealers tell us it’s the most sensible plan 
in the business. Here’s why .. . 


e G.E. has the fastest-selling cleaner on the 
market—the 1954 model of the famous G-E 














What makes you think I'm bullheaded ? 


Swivel-top — more handsome than before! 


e G.E.—and only G.E.—has the hottest at- 
tachment to hit the business in years—a 
2-in-1 floor-and-rug tool! 


e G.E. has the best-selling theme of any 
cleaner—‘‘Reach-easy”’ cleaning—and wom- 
en know it and want it! 


e G.E. has the biggest backlog of customers 
in the business thanks to the biggest tele- 
vision and magazine advertising campaign in 
cleaner history! 


e G.E. has the easiest-to-use promotion going 
to make these pre-sold customers your cus- 
tomers. Just look at this example. —~> 


*Source: Electrical Merchandising,1954 Statistical Issue. 


The easiest cleaner sale in the cleaner business! 


GENERAL @@) ELECTRIC 
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Show Customers G. E.’s 


Cleaning Power With Wonderful, 


New Dirt Visu-o-lizer 


Unique Visu-o-lizer of clear plastic lets cus- 
tomers see dirt—watch G. E.’s steady and 
strong suction power in action! Fits locking 
or non-locking attachments. Comes with 
special adapters, 100 fibre filters and com- 


plete set of easy directions. 


Get one today from your G-E distributor. 
Tomorrow, sell in-store customers with a 
real visual demonstration of the Swivel-top’s 


amazing cleaning power! 


General Electric Company, Smal! Appli- 
ance Division, Bridgeport 2, Connecticut. 
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A. R. HINES, left, chairman of the executive committee of the National Adequate 


Wirin 9 Bureau 


congratulate 


Power, Nebraska, for work in adequate 


Merrill Mentzer 
Mountain Electrical League, Denver; and W. H. Sinke, right, 


center, A-W rep of the Rocky 
f Consumers Public 


wiring 


Wiring: “Target H-W" 


Electrical industry men attending the conference 
on adequate wiring hear a utility explain the Cincinnati 
plan and take a stand against subsidized wiring 


An analysis of how the _ utility- 
financed adequate wiring program in 
Cincinnati is working and emphatic 
opposition to any idea of utility-sub 
sidized rewiring were highlights of the 
tenth annual adequate Wiring Confer 
ence in Chicago, Feb. 25. 

Functions of the Cincinnati plan 


“Target: H-W,” which was originally 
explained in the article “Copper Cur- 
tain to Tomorrow’s Sales,” in the 
November, 1953, issue of ELEcTRICAI 


MERCHANDISING, were described by 
Frank E. Wiatt, Cincinnati Gas & 
Electric Co. 

Basically, the program consists of 
the utility financing the wiring, and 
idding the monthly cost to the bor 
rowers electric bill. Credit loss is 
small and standard FHA rates of in 
terest nearly cover the utility’s out-of 
pocket costs. 

Subsidies Rejected. Wiatt said the 
Cincinnati utility was besieged with 
requests to subsidize part of the cost 


of 1 tired by major appliances. 
“Wee feel this approach to the prob- 
lem both ineffecti ind stly,”” 





FRANK WIATT, electric sales depart 
ment, Cincinnati Gas & Electric C to!d 
conference of his utility's unique wiring 
financing plan: ‘Target H-W 
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Wiatt said, “and we want no part of 
it. For example, about 10,000 electric 
ranges and electric water heaters are 
sold each year in our area without any 
subsidy. If we subsidize wiring to the 
extent of only $20 for each unit, we 
would pour $200,000 in this market 
before we obtained one additional unit 
on our lines. Suppose we assume this 
subsidy did increase our sales by 10 
percent. This would result in a total 
wiring allowance of $220,000 for 
which we obtain 1,000 additional ap 
pliances on our line. 

“If we assume an average annual 
revenue of $30 per appliance, our gross 
revenue would increase by $30,000. 
Thus, we would have spent several 
years of gross revenue in order to ob- 
tain this increased business. And by 
the time you reduce this gross income 
to net income after taxes, this method 
of approaching the inadequate wiring 
problem is evidently not the answer.” 

Called ‘target H-W” which stands 
for home wiring, the promotion en- 
compassed a cooperative effort by con- 
tractors. dealers, distributors and 
wholesalers. 

Heavy Attendance. Following a 
mail cumpaign, display cards, lapel 
tags, a meeting was held at which 300 

ere expected and an audience of 
nearly 600 turned out. 

(he plan is extremely simple and 

based upon the credit rating of the 
1ome owner. It applies to any resi- 
lence within the Cincinnati utility’s 
rvice area that is wired and being 
rved on a residential rate. It does 
not include commercial customers nor 
es it include 3-phase installations in 
residences 

[he owner and the electrical con- 
tractor reach an agreement on the 

ork to be done. The utility is not 
involved in such negotiations. ‘The 
owner executes a note to the contrac 


tor covering the contract price plus 
interest to date of maturity, and agrees 
to pay this note in monthly install- 
ments over 12, 24 or 36 months. 

They then execute an agreement— 
on the same form containing the note 
—whereby the owner agrees to the con- 
tractor assigning the note to the utility 
and agrees to pay these monthly in- 
stallments to the utility as a part of 
his regular electric bill. The contrac- 
tor endorses the note without recourse, 
and mails the form in triplicate to the 
utility. If the owner’s credit rating is 
satisfactory, the agreement is executed, 
one copy going to the owner and one 
to the contractor. 

When the contractor’s work is fin- 
ished, he sends an invoice for the 
contract price together with a copy 
of the approval certificates issued by 
the local inspection bureau. The 
certificate is sent to the owner advis- 
ing him that the utility is sending 
a check to the contractor for the full 
contract price, and he will start 
monthly payments on the next electric 
bill. [he minimum monthly pay- 
ment is $2. Interest rates are stand- 
ird FHA rates. In the case of rental 
property, the agreement must be with 
the owner of the property. 

Within four months after the 
Cincinnati utility announced the plan, 
159 jobs had been accepted from 77 
contractors with a total value of 
$35,338. 

Awakened Interest. “I think we 
must give the room air conditioner 
credit for finally awakening the broad 
interest in adequate wiring that seems 
evidenced today,” said M. E. Skinner, 
vice president and director of sales, 
Union Electric Co., St. Louis. 

New with Union Electric Co. is an 
architectural advisor. He works with 
the three trade cooperation representa- 
tives in building and real estate fields. 
His job is to assist the builder in re- 
ducing cost of construction and im- 
prove design or methods. 

In selling electrical living, said 
Skinner, the utility works with 60 elec- 
trical distributors, approximately 800 
appliance dealers, 300 plumbers, and 
500 home builders, 130 architects, 350 





electrical contractors and some 450 
real estate agents and representatives. 

Fire Insurance Premiums. Farm 
mutual fire insurance companies are 
waking up to the hazardous wiring 
conditions that are found on farm 
premises, B. F. Hoffman, REA Co-op 
electrical inspectors, Wisconsin, said. 

Some of the companies are offering 
a 5 cents per $100 reduction in imsur- 
ance premiums upon submission of a 
certificate signed by competent in- 
spectors. 

The production of electrical energy 
will exceed 1,500 billion kilowatt 
hours in 1975, predicted Walter L. 
Cisler, president of Detroit Edison 
Co. The consumption of this current 
must occur in existing facilities, such 
is home building. 

Cisler declared that 1954 could well 
mark the turning point. The industry 
has been pioneering up to now, it has 
been hard to interest dealers when 
appliances were in short supply, but 
with outside groups offering to lend a 
hand, and the National Association of 
Home Builders aware of the inade- 
quacy of wiring in the homes they 
build, it looks as if a corner has been 
turned. 

Speaking on the appliance dealer's 
role in the adequate wiring campaign, 
Emerson Dole, Wichita, Kans., said 
the dealer was the only “substantial 
segment in our industry” which has 
failed to make its contribution to 
furthering adequate wiring. He said 
this was because of a traditional sus- 
picion that “there wasn’t anything 
in it for him.” 

However, he said that because of 
a combination of circumstances and 


progress in the industry, the aver-- 


age dealer recognizes now that “un- 
less an adequate program on his wir- 
ing problem is carried forward, he will 
some day run out of a market for his 
merchandise.” 

Dole suggested a program of stimu- 
lating the dealer to take a bigger part 
in the adequate wiring drive, includ 
ing working with contractors, getting 
help from distributors, and empha- 
sizing that more wiring means more 
money for the dealer. 


M., E. SKINNER, vice president and director of sales, Union Electric Co., St. Louis, 
chats with visitor at Chicago conference. Skinner told meeting room air condi- 
tioners brought to the industry the realization of the adequate wiring problem 
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Maybe the old washer does take 20 minutes or 
so longer... and a bit more work ... and jiggles 
a little... but it still works. So she hesitates. 


But right at this moment of decision you have 
an important extra “‘salesman’”’ working for you 
... 8he reads McCall’s. 


She knows from McCall’s articles what the new 
washers will do for her, why they’re better than 
her old one . . . so she wants a new washer. 





Does it meet competition? 


The competition: her present washer. 


MecCalls 









She knows from advertising in McCali’s that 
she can trust and rely on the brand . . . so she’ll 
buy it here, now! 


That’s how McCall’s helps you meet ‘‘compe- 
tition’ —by making women want what’s new. 


That’s why so many appliance advertisers use 
McCall’s. 


It helps to clinch the sale! 





keeps things moving! 
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: hbyor UG. the aristocrat of 
AUTOMATIC PERCOLATORS 


NEW PRODUCT... FOR A NEW FIELD 


Percolator only 


$39.95* 


4-pc. set (Percolator, 
creamer, sugar, tray) 


$66.65* 


*plus Fed. Tax 


A true Aristocrat SILVER KING brings the luxury of fine 


silver in a fully automatic percolator fashioned after the elegance of 
the Old English Gadroon period. ‘Perks’ 4-10 cups... 

shuts-off automatically 
ony coffee strength . 


. keeps coffee warm . . . adjusts to 

. . has non-drip spout cool plastic handle 
U.L. approved . . . fully guaranteed. As a set or percolator only. Perfect gift for 
Mother's Day and other gift occasions 


JOHN H. KING COMPANY + LA GRANGE, ILLINOIS 
THEY'LL GET MORE 





BAR-BROOK 


AVP Package Unit 


~ ATTIC FANS 


TWO SIZES 
36” and 42” 


Low-cost attic fans designed for fast, profitable 
installction—and to provide maximum cool breezes. 
Fan, motor, safety fuse-link switch and shutter 
compleicly factory-assembled and wired as a single 
unit. Sealed ball bearings. Certified ratings. UL 
Approved. Can be installed from stepladder without 
having to get into attic. es 


Write for Catalog of Bar-Brook Attic and Window 


Fans. 
BAR-BROOK MFG. CO., INC. 


6135 Linwood Ave. Shreveport, Louisiana 
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: Nae Pe . ! 
AMONG WOMEN EDITORS participating in the Steel Kitchen Cabinet Manufac 
turers’ Association round-table in New York recently was Bernice Strawn 
Women’s Home Companion, shown here with Mike Miller (left), Miller Metal 


Products Co., president of the association, and R. W. Sponholtz, vice president of 
Geneva Modern Kitchens 


Kitchen Cabinet Makers .. . 


THINKING OVER questions posed by women editors are Joe Guertin, left, sales 
manager, Crosley; and Fred Hastings, sales manager, American Kitchens. Women 
wanted to know why kitchen makers didn’t allow more flexibility in counter 
height, and said 36 inches was sometimes too high. 


_.. Meet the Women’s Press 


- ~ 
AFTER DINNER conversation finds Edith Evans, editor of Living for Young 
Homemakers, involved in discussion with C. D. Alderman, vice president of 
Mullins Manufacturing Co., and Dave Rucks, general manager of Mullins 
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CHROME 
STAINLESS 
STEEL 








| @ ECONOMICAL 


—Can make as few 
as two cups 








&) BEAUTIFULLY 
STYLED 





| @ COMPLETELY 
AUTOMATIC 





More Sales Appeal Than Ever In 1954 


CAMFIELD 


World’s Finest Coffee Maker! 


son” 











A. Biggest Sales Advantages In 


Dent proof—lifetime finish, inside and out—interior 
can be cleaned with abrasives indefinitely without 
harm—stainless steel pump and heater nose. 


Saves on coffee, time, electricity —fast-perking—can 
make as few as two cups—wonderful as a ten-cup 
server. 


Smooth, clean lines of Swedish Modern—no other 
coffee maker like it—no-drip spout—light and per- 
fectly balanced. 


Strength selector—automatically keeps coffee piping 
hot—Readylite shows when coffee is done—fully 
guaranteed—U.L. approved. 


o 6869 8 8 





@ Camfield Also Makes The WORLD’S 

FINEST TOASTER ... The Only Toaster 

With Automatic Controls and Color Ad- 
justments At Both Ends. 
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1954 


@ Here’s just the coffee maker you need for 
real profits in today’s economy-conscious 
market—Camfield’s brand-new, two-to-six 
cup Automatic! Feature it as a coffee saver as 
well as a coffee maker and server, because it 
virtually eliminates waste by precision- 
brewing the exact number of cups desired. 
And because it can make as few as two cups 


ADDRESS jeaiiliaeati 


— a ee Ea 


Camfield Manufacturing Company, Dept. EM-44, Grand Haven, Michigan 


* . , Mi 
matt Please send me prices and catalog sheets on the 1954 Camfield 


line and name of nearest distributor. 






The Field! 


at a time—axtomatically—it’s tailor-made 
for career girls, bachelors and small fami- 
lies. Gift-buyers go for its lifetime beauty 
of stainless steel chrome and for its rich 
styling—a graceful addition to any table 
setting. And you'll go for Camfield’s big 
sales demand and good profit margin! Mail 
the coupon below for price information! 
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| 

! 
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electric 


range cord sets 





5 


3., 4-, 5- and 6-ft., type SR rubber covered 
range cable. Two #6 and one #8 conduc- 
tors for 50 amp., or two +8 and one #10 


conductors for 35 amp. service. CORNISH 
#500 molded-on plug vulcanized to cable 
for long-time water-repellent security. 
Equipped with suitable terminals and metal 
strain relief. Each cord individually boxed. 


Dota sheets on request 






electric 
rye 
cord sets 


Series #5533, utilizing a new molded-on 
three pole angle rubber plug equipped 
with “L’ shaped grounding blades. Used 
primarily for application to 10/3 S cord 
or type SR range cable. Rated at 30 amperes 
250 volts, approved by Underwriters’ Labo- 
ratories. Individually packaged in a carton 
that serves as a shipping container 


replacement 
cord sets — 


for Lamps, Radios, Small 
Appliances 

6-, 8- and 10-ft., 18/2 type 
SP-1 brown cord, with 
molded-on plastic plug. 
Appliance end stripped 
%" Hanked, with UL 
Green Cord Set label ap- 
plied. 














for Vacuum Cleaners, Small 
ools, Mixers, etc. 
6-, 10- and 20-ft., 18/2 
type SV black cord, with 
molded-on plug. Appliance 
end jacket removed 2”; 
conductors stripped 1” 
Hanked, with UL Green 
Cord Set label applied. 











for Trouble Lights, Small 
Motors, Tools, etc. 

6-, 10- and 20-ft., 18/2 
16/30 SJ black cord with 
molded-on plug at one 
end. Appliance end jacket 
removed 2”; conductors 
stripped 1 Hanked, with 
UL Green Cord Set label 
applied. 











Support your local 








Adequate Wiring Bureau program 


CORNISH WIRE COMPANY, inc 
50 Church Street, New York 7, N. Y. 
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New Wiring Plan 


Home wiring jobs on a no down 
payment, at a cost as low as $5 per 
month, and up to 36 months to pay, 
is being promoted by the Nebraska 
lowa Electrical Council. 

Eight Omaha banks are cooperating 
to put through FHA Title I loan for 
home wiring improvements and the 
utility is promoting the deal with all 
branches of the local electrical in 
dustrv. 


Bad Distribution 


“The chaotic system of distributing 
appliances must be corrected or major 
and small appliances will disappeat 
trom hardware stores.” 

hat’s the opinion of R. H. West 
brook, president of the National Re 
tail Hardware Assn., who was in San 
lrancisco to speak before the Cali 
fornia Retail Hardware Assn.’s annual 
convention Feb. 7-10 at the Fairmont 
Hotel. 

Said Westbrook, “People can buy 
ippliances cheaper at auctions, dis 
ount houses, and through employees 
ot appliance manufacturers at a dis- 
count. ‘I can get it for you whole- 
sale’ is a widespread slogan.” 

He told of one hardware store 
owner who tried to meet competition 
by setting up his own discount house, 
under a different name, where he 
caters to customers with union labor 
cards 

\ few appliance manufacturers are 
working hard to uphold fair trade 
igreements, Westbrook conceded, but 
idded, “Just a few.” Supreme Court 
clarification of fair trade agreements 
may mean better enforcement in the 
future, he said 

Because thev facc 


gin, Ownec! 


1 dwindling mat 


many of hardw stores 


Media-Minded 


PLANNING Republic Steel Kitchens’ 


are dropping appliances—mainly in the 
city areas, said the hardware associa- 
tion head. Another problem for the 
hardware man, according to West- 


brook, is new, inexperienced store 
owners who don’t realize all their 


costs and offer too much money on 
trade-ins and other inducements. 
There’s a high mortality on that kind 
of operation, but it hurts the estab- 


lished hardware store owner, said 
Westbrook. 


Named President 


Walter W. Botts Jr., branch man- 
ger, apparatus and supply, Westing- 
house Electric Supply Co., Providence, 
R. I., has been named president of 
the Electrical League of Rhode Island. 
He succeeds James G. Armstrong as 
head of the league. 

Other officers are: Clarence F. 
Werner, associated clubs; Cyril H. 
Buckley, retailers division; Pearce B. 
Johnson, distributors division; Alfred 
V. Bartlett Jr., contractors division, 
vice presidents; E. Pulver Cook, treas- 
urer, and William M. Freudigman, 
executive secretary. 


Muntz Petitions 


\ petition for involuntary reorgani 
zation of Muntz, TV, Inc., and sub 
id lele-Vogue Inc., and Muntz 


Caries, 
Industries, Inc., was filed in federal 
ourt in Chicago March 2. 

The petition asserted that the 
\Inntz companies have liabilities of 


S13 million, assets of $3 million. Earl 


\W. Muntz acknowledged that the 
ompany had incurred — substantial 
losses since March 31, 1953. He at 


tributed the losses to the considerable 

number of repossessions of the Muntz 

television sets, especially in southern 
is of the country 


{ 


, 
LIVIN 18 
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1954 advertising campaign are (left to right) 


William K. Northrup, vice president of Meldrum and Fewsmith, Inc.; E. E. Bang, 
Republic Steel Kitchens advertising manager; and H. A. Pfeiffer, of Meldrum and 
Fewsmith. Twenty national magazines have been selected to tell Republic’s steel 


kitchen cabinet advertising story this year. 
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Need Real 
Hard Hitting 


Sales 
Representation? 


We are equipped, organized, 
and ready in 
METROPOLITAN NEW YORK 
AND NEW JERSEY to 


GET 
THE ORDERS 


If you need sales help, we offer 
an established organization with 
the field contacts and experience 
necessary to do the job for 
you. Inquiries held strictly con- 
tidential. 


NOW REPRESENTING 


Toastswell Company 

The Shetland Company 

Finders Manufacturing Company 
Electric Steam Radiator Corp. 








SMITH-BENNY SALES CO. 


‘Sales Representotives - 
11 West 42 Sr. 


New Yorx 36 





Ty AT 


119 MILES 
FROM 
STATION 
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Permanent, one-man tower erection 
—fewer guy wires—no special tools, 
Offer better reception at lowest cost 
— eliminate 
service calls. 


mounting troubles and 







height. 
So a 


— 

Adapter locks 
mast or serves 
as rotor bracket. 














“ — 
“All-Angle” 
feet fit 


, \ any roof. 














NEWTON IOWA 
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Radiation: TV Headache 


FCC and RETMA takes steps to crack down on 
low-end television makers who are cutting expenses by 
going back to 21-megacycle intermediate frequency 


Che problems of radiation, intensi- 
fed by the cost-cutting construction 
of some low-end TV sets, have be- 
come so acute that both the FCC and 
RETMA are planning immediate ac- 
tion. 

First step is setting up an industry 
“seal of approval” for each TV set 
sold that complies with the industry 
standard. If this industry action doesn’t 
take care of the radiation situation, 
then there’s the threat that FCC 
might formally require some such cer- 
tificate of approval. 

In a telegram to a RETMA com- 
mittee recently, FCC Chairman Rosel 
Hyde urged the industry to adhere to 
the 4l-megacycle intermediate fre- 
quency of suppressing radiation and 
to minimize spurious responses to TV 
receivers. Some low-cost sets have 
gone to a 2l-mce IF, thus causing in- 
terference problems to more expensive 
sets and even to aircraft communica- 
tions. 

From the Commission’s standpoint, 
the entire success of UHF television 
depends upon strict adherence to the 
+l-mc IF’, since the allocation plan is 
based on it. From the public stand- 
point, Hyde warns, if this standard is 
not observed, millions of receivers will 
be unsatisfactory when large numbers 
of UHF stations are placed in opera- 
tion. 

Testing Labs. As a volunteer asso- 
ciation, RETMA cannot force manu- 
facturers into line. However, it can 
give a certificate to attach to a set, 
indicating that the receiver complies 
with the standard. According to pres- 
ent plans, RETMA will set up three 
testing laboratories, one on the West 
Coast, one on the East Coast, and 
one in a central section of the coun- 
try, for this purpose. 

It reasons that if the manufacturers 
do not comply on a voluntary basis, 
FCC will force compliance with more 
stringent regulations. While FCC 
could get action from Congress prob- 
ably as it did in the case of marine re- 
ceivers, it is believed that the Com- 
mission now has authority to take a 
number of steps. 

FCC could require that the manu- 
facturer certify that his set has been 
tested in accordance with standards 
set up in the Commission regulations; 
rules could be amended limiting radi- 
ation from an oscillator receiver. Cer- 
tain types of radio equipment now are 
required to measure up to standards 
in the rules (part 15) in interference 
complaints, and the FCC could indi 
cate that it will penalize the person 
with the uncertified set. 

Commissioner Sterling has ques 
tioned whether it is good business to 
“omit a few cents worth of shielding 
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on a TV receiver which by horizontal 
sweep radiation will limit the market 
for sound receivers.” He said the man- 
ufacturers spend money extolling the 
merits of radio receivers, including 
some with high frequency bands, but 
permit horizontal sweep frequency har- 
monics from T'V receivers to interfere 
with aural reception on these bands, 
whereas if a little shielding and filter- 
ing were added to receivers, this inte1 
ference could be eliminated. 

Poor Policy. Manufacturers, Sterling 
says, are following an inconsistent, as 
well as a short-sighted, policy in th« 
manufacture of communication equip 
ment. One branch of the family 
manufactures receivers for the mili 
tary, aeronautical and other services 
with high sensitivity and selectivity, 
while another branch of the family is 
manufacturing receivers as home prod- 
ucts that “spew their harmonics and 
other spurious emissions” into the 
bands for which the other equipment 
was designed. 

He warned that growing use of the 
radio spectrum, particularly of UHF 
and color TV, is assured only if the 
industry takes prompt and effective 
action in minimizing potential inter- 
ference problems. 

FCC Commissioner Doerfer also 
voiced his views on the subject recently 
when he advocated that oscillator ra 
diation be declared a “nuisance” and 
subject to municipal ordinances. 

While the user and not the manu- 
facturer would be subject to penalties 
for violation of municipal ordinances, 
Doerfer said that the reverberations in 
terms of good will of the public is of 
vital concern to the manufacturer of 
the offending product. 


NTSC Award 


@ AS 





CHAIRMAN of National Television Sys- 
tem Committee, Dr. W. R. G. Baker, 
shows ‘‘Emmy”’ statuette awarded by the 
Academy of Television Arts and Sciences 
to NTSC for contributions to TV indus- 
try. Dr. Baker is General Electric’s gen- 
eral manager for electronics. 


1954 





Course on Color 



















PRINCIPLES of color TV are explained by David Doss, left, genéral manager of 
Hoffman Sales Corp. of Missouri, to Hoffman dealers Noel Fields and George 
Ziers, Independence, Mo. Instruction on color TV is being offered dealers and 
servicemen at Hoffman‘s new TV plant in Kansas City. 


Color Spurs B&W 


With color as the bait, J. W. 
Knapp Co. of Lansing, Mich., held a 
week-long television demonstration re- 
cently which resulted in sales of 42 
black and white television scts. 

Knapp displayed one Sparton. color 
set, with a 124 inch screen and a price 
tag of $1,195. All around it were 
black and white sets in 21, 24 and 
27-inch screens, tuned to the same 
program as the color set. 

Crowds elbowed their way to the 
mezzanine floor where the color set 
was on display, according to Neal 
Hoeksema, merchandising manager of 
Knapp’s TV and appliance division. 
“If we had it to do over again, we 
would put the set in a larger area 
of the store,” he said. 

The side-by-side display of the high 
priced color set with small screen 
and the lower-priced monochrome sets 
with larger screens seemed to give the 
customers the idea that “we think 
the color picture is beautiful, but 
there’s not much use in waiting now 
for it—at that price.” 

When crowds became “too large 
to handle,” Hoeksema said, the firm 
stopped advertising the showing. Sales 
of black and white Sparton sets were 
45 percent above the same period last 
year, and there was increased activity 
at other dealer stores in Lansing, 
Hoeksema said. 


Outlook for TV 


There should be a market for close 
to 6-million television sets at retail 
this year, according to Robert C. 
Sprague, chairman of the board of 
RETMA. 

Speaking to the New York Society 
of Security Analysts, Sprague said sales 
of TV probably will not set this pace 
early in the year, but sales will pick 
up to 1953 levels in the latter part 
of the year, when the limited avail- 


ability and high cost of color TV 
becomes evident. 

Despite the possibility of continued 
unemployment and confusion over 
color ‘I'V, Sprague said new broad- 
casting facilities and the replacement 
market will create a market for “very 
close to 6-million sets’ at retail in 
1954. (Total production of TV sets 
in 1953 was 7-million, according to 
ELEcTRICAL MERCHANDISING figures. ) 

Sprague predicted that “no more’ 
than 150,000 color TV sets will be 
turned out in 1954, and that it will 
be 1956 before a “true mass market” 
in color scts will be obtained, taking 
into consideration the cost of making 
such sets. 


Trickle of Color 


Arvin’s first few color TV sets are 
scheduled to be made available to 
distributors this month with the sug- 
gestion that they be used for exhibit 
and rotated among dealers for display 
use. 

No suggested dealer or retail price 
is being placed on the sets, according 
to Paul W. Tanner, general sales man- 
ager. Each distributor is allotted two 
color sets. 

Initial shipments of the color sets 
will run through March and April, 
lanner said, and additional sets are 
to be made available later. The sets 
have 26 tubes and a 15-inch picture 
tube. 


To Make Antennas 


J. Tunkl, head of the Jetron Manu 
facturing Co., manufacturers of elec- 
tronic and industrial component parts 
for radio and TV, has announced 
plans to produce TV antennas shortly. 
Engineering has been completed and 
tooling is underway at the Chicago 
firm’s plant, he said. 
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Four Expand in Chicago 


Motorola, Hallicrafters, Mitchell and Admiral 
announce expansion of manufacturing, warehouse, and 
research facilities in and around the Windy City 


Four appliance-radio-TV manufac- 
turers last month announced plans 
for expansion of manufacturing re- 
search and warehouse facilities in the 
Chicago area. 

Metorola. Arrangements have been 
completed to purchase a 40-acre tract 
in Niles, Ill., bordering Chicago on 
the nerth. Investment in developing 
the preperty in the next few years is 
expected to exceed $5,000,000, ac 
cording to president Paul Galvin 

Ultimately, Motorola expects to re- 
locate its engineering laboratories and 


idministrative offices on the Niles 
site, which would comprise a head 
quarters campus. Motorola’s present 
headquarters facilities are on Chi 
cago’s West Side, and it has several 


other plants in other location 

here will be no manufacturing fa 
cilities located on the Niles site, Gal 
vin said. Initial excavation on the sit« 

heduled for this spring 

Hallicrafters. On Chicago’s South 
Side, Hallicrafters Co. is building a 
new $1,500,000 plant to be used for 
manufacture of television 
housing and as a central 
point for all of the 
products 

lhe building, with 200,000 squat 
feet of floor space, is expected to be 
ompleted next summer. About 1,000 
persons will be employed in the new 
facilities, according to William J. Hal 
ligan, president of Hallicrafters. Hal 
licrafters recently put into operation a 
new factory at Toronto, Canada, to 
meet demands of the expanding 
Canadian market 

Mitchell. Bernard 


sets, wart 
shipping 


company s 


Mitchell, 


presi 


dent of Mitchell manufacturing Co., 
said recent additions of manufacturing 
and warehouse facilities in Chicago 
have more than doubled capacity of 
the air conditioning firm. 

[wo new plants have been ac 
quired. One has 150,000 square feet 
of floor space and the other 170,000 
feet of floor space, Mitchell said. 

One of the new buildings is being 
used primarily for manufacture of ait 
conditioning equipment components, 
while the other is mainly for 
storage, Mitchell said 

Admiral. [immediate construction 
of a million-dollar consolidated ware 
house on a 10-acre tract of land in 
Leyden Township 15 miles from the 

enter of Chicago is planned by Ad 
miral Corp 
‘| he new 
ure will 


used 


152,000-square foot struc 
t eliminate the use of 
varchouse locations in the Chicago 
iccording to John B. Huarisa, 
executive vice president of Admiral. 
Ihe warehouse is scheduled for com 


June 


sever 


irCd, 


yletion in 


Plans New Lab 


Ravtheon 
nnounced 
truction of 


Manufacturing Co. has 
tentative plans for con 
1 large electronics engi 
neering and research laboratory in 
Wayland, Mass., near Boston. 
Plans call for an initial building to 
be erected in two stages, to provide 
ibout 110,000 square feet of floor 
pace, with a possibility of additional 


sections in the futur About 400 


Putting Color Sets Together .. . 





FACTORY ASSEMBLERS oat Westinghouse’s TV plant in Metuchen, N. J., slide 


color tube into chassis on assembly 
average of 20 color sets a day 
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line 
was the first manufacturer in regular production 


Westinghouse is now producing an 





ie 





MEMBERS OF Mayflower Sales Co., Kansas City, distributors for CBS-Columbia 


TV, and CBS-Columbia 


Mayflower manager and vice president 
branch sales manager 


Roger G Brown 


] 
related 


engineers and personnel will 
occupy the first l’otal em 
ployment is expected to reach about 
1,500 eventually 

C. l’. Adams Jr., president of Ray 
theon, notified the city of Wavland 
of his firm’s intentions to build on the 


elected site 


sections. 


Electronics Boom 


Electronics is the world’s fastest 
growing major industry and within the 
next eight years its sales will probably 
exceed $13 billion annually, says Frank 
Mansfield, director of research for 
Sylvania Electric Products Co. 

The electronics 


industry currently 


representatives 
resulted in the opening of 40 new dealer accounts 
Harold A. Bell, Mayflower Kansas City 
Herbert Delp, CBS-Columbia district sales manager; ar 
CBS-Columbia southern sales manager. 


recent dealer 
Left to right: Alvin J 


meeting which 
Hicks 


discuss 


brings in $8 billion annually, he said 
Mansfield predicted that in_ the 
period 1957 to 1959 television set sales 
will average between 5,300,000 and 
6,900,000 a year, representing a vol 
ume of between $1,900,000,000 and 
$2,500,000,000 annually. He said that 
in the period 1960-62, unit sal 
should average between 5,400,000 and 
8,100,000 scts a vear with an an 
nual dollar volume ranging from 
$1,650,000,000 to $2.470,000,000 
[he government is by far the big 
gest customer of the electronics indus 
try, Mansfield said, with a great pet 
centage of purchases going for defens« 
Government spending for electronics 
products for defense mav reach S2 
900,000,000 in 1954, he said 


_.. at the Rate of 20 a Day 





CONTRAST IN CIRCUITRY between black and white set and color set is demon- 


strated here by engineer at Westinghouse’s television plant 


Color set at right 


has 1,500 parts as compared to monochrome set at left, which has 700 parts 
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IS BUILDING THE BIGGEST FIRE EVER: 
BURN UP THE WIRES AND GET THE FACTS: 















LEADING DISTRIBUTORS SAY THEY NEVER SAW A PROGRAM 
WITH SUCH SALES SIZZLE—IT’S A 90 DAY WONDER! 





It’s the greatest traffic-making, the greatest profit-making plan in appliance history. 
The merchandise is tops in quality, super in value. The starting date is April 1. The selling 
race will cover April, May, June. Get started now. Let us help you turn the heat on spring sales! 


rE COOLERATO 
. 4 GET ON THE Pp, Lf ON. E See your Coolerator distributor or write for complete details today. 


AY 


Vi CET THE DETA LS / COOLERATOR COMPANY, Duluth 1, Minnesota 


Lh A Division of International Telephone and Telegraph Corporation 
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_ 
One No-clamp base 
and handle takes 


ALL 


attachments. 


the Chop 
and Salad Ma 


Ker 


SLICING MACHINE CO., INC. ° 
GET PROFIT FACTS « 


SALAD MAKER 





The Appliance Field 
Has A 


SMASH HIT! 








CHOPPER 
——— > 


SHREDS MINCES General has done it again—with the most spec- 
SLICES CHOPS tacular success in the home appliance field since 
GRATES cuTs General's famous rotary home slicer hit the market 
CRUMBS six years ago. Nothing else anywhere like Merry 
CHIPS GRINDS G’Rinder! In terrific demand—the only appliance 
that’s a meat grinder and a saladmaker all in one! 

Dept. 448 Order now. Yes! We have a smash hit 


on our hands and it isn’t easy! Orders 
are piling up. So get yours in today. 


Complete Chopper 
Outfit 


and Saladmaker 
retails at $18.50. 


Get the 


profit-making facts TODAY! 


WALDEN, NEW YORK 


SLICING MACHINES WITH BOTH CLAMPS & SUCTION CUPS 















Easy opening sections 
for sheet changes. 





END THE CATALOG MESS! 


READY 
get VET ee 
catalog 















No. 12 completely filled with 
ten additional sections. 
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catalog for a 
was like looking for 
stack?” Most likely 
it easily at 
were hunting 


Ready Catalog Holders 


balance. ONLY 


a later date — 
for another catalog. 
keep every catalog 
sheet instantly available and in place. Each 
section holds one inch of punched sheets 
... keeps them in place... 
stantly removable without disturbing the 
$5.65 Starts You Off — 





Ever Ready Catalog Holders 
keep catalog data at correct 
reading angle 
hands free. They can be used 
on sales counters, 


with both 


buyer’s 


desks and in warehouses for 
quick reference. Dozens of 
‘a other uses 





No. 12 


Customer’s Side 


Save Time e Temper ¢ Money! 


Ever have the experience of searching for a 
waiting customer and find it 
“a needle in a hay- 
you were able to find 


when you 
Ever 


makes them in- 


Order Additional Sections As You Need 
No. 12 — Clerk’s Side Them! 

GhOER TODAY:  ~"-” — 
Geneva Mfg. Co., 420 Stevens St., Geneva, Ill. \ 
Gentiemen: Please ship me: i 

Ne. 12 EVER READY Holder. |5 in. wide, 
! deer turdy steel, dork Company.. i 
yreen Dakeg ename 3 y d i 
With wings and 2 sections: $5.65 Ea Att. of i 
No. 24 2 but 30 in. wide and j 
with copacity for sections. Priced with Address. 1 

two sections $8.50 each 

—_— Add'l Sections, $!.00 Ec. City as 1 
NOTE: Types of punching — Kalamazoo 4-post [], Ring Binder 3-post (J } 
Money Back Guarantee! 


MANUFACTURERS 





Quick Insulation 





UNIQUE PRESS developed by Norge engineers to apply Styrofoam insulation to 
refrigerators and freezers is shown in action here at Norge’s Muskegon Heights, 
Mich., plant. Workmen are lifting an insulated refrigerator evaporator from press 
after 30-second operation 


Shaver for Ronson 
Ronson Art Metal Works, Inc.. 


makers of cigarette lighters, have an- 
nounced completion of an agreement 
vith a West German firm which will 
put Ronson i 
ness. 

Louis V. Aronson II, president of 
Ronson, signed the $15,000,000 leas- 
ing agreement in Frankfurt, Germany, 
with the Max Braun Co., which will 
supply parts for shavers. The Braun 
firm is an established electronics com- 
pany in Frankfurt, employing around 
4,000 persons in two plants. 

Distribution of the shaver, which 
will be sold under the Ronson name, 
will begin in April, starting on the 
West Coast and working eastward. 
Ihe new shaver will retail for about 
$28 50 

While most of the parts for the 
new product will be made in Ger- 
many, Ronson expects to expand its 
manufacturing facilities in this coun- 
try to make more of its own parts. 
Ronson is planning to produce shaver 
parts at a new plant in New Jersey. 


1 the electric shaver busi 


Display for Fans 


NEMA is making available a variety 
of display material to dealers partic- 
ipating in this May’s window display 
contest, which offers a total of $3,000 
in prizes. 

Material includes the industry win- 
dow streamer which emphasizes “May 
Days Are Fan Days” and suggests to 
potential electric fan customers that 
they “Plan Now for Summer Com- 
fort—Buy Now for Complete Selec- 
tion.” 

[he contest material also offers a 
four-page window display suggestion 
folder, which includes photographs of 
last year’s prize winning windows, and 
reprints of the advertisement an- 
nouncing the 1954 contest. 
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Now It’s Peerless 


Broil-Ouik Co., makers of broilers 
ind fryers, has completed moving its 
manufacturing facilities into a larger 
plant in New York and plans to 
hange its name to the “Peerless Ele« 
tric Co.,” according to Max Stein 
book, president. 

Added space provided by the new 
location will make it possible for the 
firm to double its production capacity, 
Steinbook said. 


Manufacturers Briefs 


e Torrington Manufacturing Co., has 
completed a new plant in Oakville, 
Ontario, for its wholly-owned sub 
sidiary, the Torrington Manufacturing 
Co., of Canada, Ltd. The new plant 
will help make Torrington’s line of 
fan blades and blower wheels available 
to Canadian customers. 


e The Tyler Refrigeration Corp. of 
Niles, Mich., has announced that it 
has absorbed the Harder Refrigerator 
Corp. of Cobleskill, N. Y., and Wil 
son Refrigeration, Inc., of Smyrna, 
Del. The two companies, previously 
operated as subsidiaries, now are divi- 
sions of ‘Tyler. 


e The Pennsylvania Range Boiler Co. 
of Philadelphia has acquired 75,000 
square feet of additional warehouse 
space, according to Charles Kaufman, 
vice president. The new facilities will 
be used for warehousing an accumula- 
tion of stock for special orders. 


e Universal Match Corp., has ac- 
quired the Majestic Manufacturing 
Co., St. Louis, manufacturer of stoves 
and other kitchen equipment. 
Majestic will continue in operation as 
a Universal subsidiary. John E. Rus- 
sell will continue as president of 
Majestic. 
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ONE-WAY EXHAUST 


THE LOW-COST LEADER IN WINDOW FANS 


The W-201 is superior in 

quality features to many 

fans selling $10.00 higher 

. . . has Signal’s ‘‘Stout O5 
Heart’’ motor, 3800 

C.F.M. Guaranteed for * 
5 Years— guaranteed 

to sell. 


Model WR-202, & 
Delivers 3800 C.F.M. 
Sells for $69.95 




















2 Model WR-162A, 
Delivers 2000 C.F.M. 
Sells for $54.95 






Electricaliy-Reversible ‘Fit-any-window” 
Fans. All Standard Models. 
All Guaranteed for 5 Years. 










Model WR-122A, 
Delivers 1100 C.F.M. 
Sells for $43.95 


veuxt WINDOW FAN 


THE "ROOM COOLER”’ 















Gives You The Sweetest, Most Complete Fan Line For Fast Summer Selling 
DWR-162, 2000 C.F.M., Sells at $64.95 « DWR-202, 3800 C.F.M.., Sells at $79.95 


eThere You have it! The Coolest-looking, Hottest-selling Window 
Fan Line in America. Get ready for every window fan sales oppor- 
tunity! Get the Signal line, the ‘‘take-home,”’ guaranteed profit line! 
Order Now! 


Ce atvotted te ~ 
ELECTRIC MANUFACTURING COMPANY, MENOMINEE, MICHIGAN 


Subsidiary of KING-SEELEY CORPORATION 
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Motor Repair Shop Foreman 
Finds KLIXON Protectors 


A Big Advantage 


SO. NORWALK, CONN.: Vincent Golia, shop foreman of 


the Electric Motor Repair Shop, knows from experience 






































how KLIXON Inherent Overheat Protectors prevent 








motor burnouts. 

















“We have seen so many cases where a seized bearing or 














starting switch failure would have caused a motor burnout 








but was prevented by a KLIXON motor protector that we 





feel they are definitely a big advantage.” 







Klixon Protectors Reduce 
Service Calls and Repairs by 
Preventing Motor Burnouts 


The Klixon Protectors illustrated keep 
motors in electrical appliances and other 
motor-driven equipment from overheating 
and burning out. Look for equipment with 
Klixon-Protected motors for trouble-free 
motor operation. 


Automatic 


LIxO 


Kir 


SPENCER THERMOSTAT 
Division of Metals & Controls Corporation 
2504 FOREST ST., ATTLEBORO, MASS. 





N 





INTERNATIONAL 
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Foreign TV-Radio Climbs 


Sales of TV sets in Canada increased 130 percent 


during 1953, while Great Britain’s sales also were up; 


West German radio exports made good gains 


Production and sales of television 
sets in Great Britain, Canada, and 
West Germany generally were at a 
high level during 1953, according to 
a roundup of McGraw-Hill World 
News Bureau reports. 

A total of 1,080,000 TV receivers 
were sold in Great Britain last vear, 
an increase of 269,000 units over 1952. 
Radio set production was 1,050,000, 
down slightly from the 1,234,000 mark 
in 1952. 

In Canada, total unit sales of TV 
sets in 1953 was 365,400, with dollar 
volume placed at $148,246,826. The 
figures for 1952 were 146,373 sets, 
worth $64,677,682. The increase 
amounted to 130 percent. 

West German production of tele- 
vision sets reached an_ estimated 
50,000 in 1953, while production 
of West German radio receivers 
amounted to about 2,500,000. Ex- 
ports of radio sets, however, are said 
to be considerably higher than 1952, 
when about 400,000 sets worth 63,- 
000,000 marks were exported. 

Replacement Market. For the first 
time, signs of a replacement demand 
were reported by British T'V interests. 
Manufacturers calculate that there are 
35,000 TV sets between six and seven 
years old, and 90,000 five to six years 
old. , 

Some manufacturers sum up pros- 
pects by saying that while their 1953 
TV sales to retailers reached 1,500,- 
000, it would be reasonable to assume 
that this year they will be nearer 
1,000,000. Others, however, feel that 
the moves towards completion of a 
98 percent coverage on the BBC’s first 
service, coupled with what must be a 
growing replacement demand, will 
help hold sales at 1953 levels. 

Radio Resurge. Although _ total 
radio production was down from 1952 
in Great Britain, manufacturers were 
quick to point out that during the last 
quarter of the year sales were well 
ahead of 1952 levels. It is believed 
that sales of radio sets may further 
recover this year and return to the 
high 1952 level of 1,234,000, which 
would be an increase of 20 percent 
over 1953, 


This Is Big Screen? 


While American manufacturers 
were striving to perfect color TV sets 
in the 19-inch plus class, Russian en- 
gineers last month announced “big 
screen” black and white sets are sched- 
uled to hit the Russian consumer mar- 
ket for the first time this year. 

The “big screen” Russian sets have 
12-inch picture tubes and are now 
being readied for quantity production, 
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according to McGraw-Hill World 
News. Development of a 20-inch 
screen is under way. 

The standard Russian monochrome 
set now in limited use has a seven 
or nine-inch screen. TV production 
totaled about 135,000 sets in 1953. 

Russian publications are giving con- 
siderable publicity to establishment 
of TV relay centers to serve large 
apartment houses in Moscow. The 
relay center guards the quality of re- 
ception for all TV sets in the build- 
ing. 

“Simplified” receivers consisting 
mainly of the picture tube and loud 
speaker are placed in the individual 
apartments and connected to the relay 
center by cable. With only one TV 
transmitter in Moscow, station selec- 
tion is no problem. 


Appliances for Reds? 


Russia is putting out feelers in Can- 
ada with the apparent intent of en 
larging its trade and may be in a posi 
tion to buy substantial quantities of 
electrical appliances from Canada. 

This was the report of an ELEc- 
TRICAL MERCHANDISING correspondent 
in Ottawa who recently had an inter 
view with Dmitri S$. Chuvahin, the 
Kremlin’s ambassador to Canada. 

Chuvahin said Russia is sending a 
commercial attache to Canada to look 
into the possibility of contracting for 
goods such as electrical appliances, al 
though this would depend on price, 
quality, and other conditions. 

Under existing laws, Canada cannot 
export any commodities classified as 
strategic—including steel, iron and 
products which could be used in de- 
fense industries. 


Output Increased 


Canadian production of domestic 
type electric refrigerators during the 
12-month period of 1953 increased 
nearly 16 percent to 274,126 units, 
from 236,866 units in 1952, Canadian 
government reports reveal. 

Increased production in the first 
seven months of the year outweighed 
unbroken decreases in the last five 
months. Factory stocks of domestic 
electric refrigerators at the close of 
1953 were up to 41,268 units, com- 
pared with 35,991 a year earlier. 
Stocks of home and farm freezers 
stood at 874 at year’s end. 

For the first 11 months of 1953, 
imports totaled 183,816 units as 
against 189,542 in 1952. Exports of 
refrigerators in the full year 1953 
totaled 1,944 units compared with 
1,691 in 1952. 
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A COMPLETE Line... 

A Freezer Size for Every Home 
1954 BEN-HUR 

AMERICA’S FINEST FREEZERS 







BEN-HUR 20 cu. ft. Model 2054 
Holds up to 1000 Ibs. frozen food 


BEN-HUR 16.8 cu. ft. 
Model 1754. 

Holds up to 840 Ibs. 
of frozen food. 


BEN-HUR 16.8 cu. ft. Model 1754 
Holds up to 840 Ibs. frozen food 





BEN-HUR 13.2 cu. ft. Model 1354 
Holds up to 660 Ibs. frozen food 


— 


j 


BEN-HUR 9 cu. ft. Model 954 
BEN-HUR wis Sra’ FREEZERS Gee 

“Growth Appliances”, the newer home appliances freezers — and makes them so well you can sell / 
with LOW MARKET SATURATION, provide your them with complete satisfaction. Not at all sea- 7 
best means to profit-building in the hard-selling year sonal, BEN-HUR Freezers sell all year ’round — 

ahead? And of all these “Growth Appliances, freez- aided by a powerful array of Merchandising Helps ay 

ers—- BEN-HUR FREEZERS—can be your top and a steady barrage of Dealer Promotional Ideas. ‘ 
money-makers! 


Here’s why! BEN-HUR Freezers provide higher STAY INDEPENDENT 
net profit— with few if any trade-ins. Every family 
can benefit by using a freezer — and only about 12% . . . For Bigger Sales in '54 

} . Homemakers know’ the advanta of § 
— oa 2, _ 4 = on Tie up with the manufacturer whose sole effort in . are BEN-HUR 20 cu. ft. Upright 


“frozen food living’— and are pre-sold by BEN- design, engineering, and production is focussed on s\ Model U5320 


HUR’S National Advertising, and by the enthusiastic ae freezers — no other unrelated or . Holds up to 770 Ibs. frozen food 





recommendation of friends and neighbors. You need Witap fer the gratieiie:Meiedine Bedies Helaiiiee 


not stock slow-moving, high-saturation tie-in prod- story. It's today’s fastest profit-maker. 
ucts, because BEN-HUR makes only ONE line — 


-§_ > 


BEN-HUR MFG., CO. 





Dept. EM, 634 E. Keefe Ave., Milwaukee 12, Wis. w : : valle ° wendy 4 Moe ae 


4+.2cu. ft. Holds.up to 150 Ibs 














CBS-Columbia 





SEYMOUR MINTZ 


Sevmour Mintz has been appointed 
CBS-Columbia. Mintz 


new ifter serving as 


presidc t of 


come to his post 


vice president of the Admiral Corpora 
tion of Chicago. Recent regional ap 
pointments include Anthony Dillon 
is midwestern sales manager, and J. H, 
David is eastern sales manager. 


Fedders-Quigan Corporation 





A. J. DeFINO 


4. J. DeFino has been elected a 
vice president of the corporation and 
will continue to manage the com- 
panys air conditioner, automotive, 
heating, condenser and defense manu- 
facturing divisions. 


Avco Manufacturing Corp. 





JACK E. SCHLEGEL 


Jack I ° 


sales promotion 


Schlegel has been named 
manager for the 


Bendix home appliances advertising 
department. Schlegel was previously 
associated 


with the Dexter Co. 
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New Positions 


Coolerator Company 











Westinghouse Corporation 





ROGER H. BOLIN 


Roger H. Bolin has been appointed 
manager of general advertising for 
Westinghouse Corporation succeeding 
Harry J. Deines 


vho has rc signed 


Servel, Inc. 





G. HOWARD CHRISTINE 


G. H. Christine has been appointed 
product manager of the room air con- 
ditioner division. Christine will con- 
tinue temporarily in his present post 
as contract sales manager. 


Magnavox Company 





GERALD L. HARTMAN 


Gerald L. Hartman has been ap 
pointed director of sales and advertis- 
ing for the company succeeding H. C. 





Beresford who has resigned. Hart- 
ELLIS L. REDDEN salle - 
man was formerly associated with 
Ellis L. Redd ee the Bendix home appliance division 
I has becn ¢ . , . 
is L. Redden, has becn appointed = 4f Ayco as sales manager for major “ 


by the Magnavox Company to the 
post of director of advertising, sales 
promotion 


ippliances 


ind training 


Philco Corporation 
Gibson Refrigerator Co. 





ALBERT J. ROSEBRAUGH 
FRANK H. FISHER 

Albert J. Rosebraugh has been ap- 
pointed vice president in charge of 
sales for the refrigeration division. In 
his new capacity Rosebraugh will have 
supervision of all Philco household ap- 
pliance sales. 


l'rank H. Fisher has been named 
to the position of advertising and sales 
promotion manager for the company 
succeeding G. V. Drumm who has 
resigned. 





Sessions Clock Co. 


Deepfreeze Appliance Div., Motor Products Corporation 





J. A. RISHEL, JR. 


John A. Rishel, Jr., has been ap- 
pointed general sales manager-appli- 
ances, and Raymond A. Johnson to 
the post of advertising and sales pro- 









R. A. JOHNSON 





DOUGLAS A. LAPHAM 


B. G. SANDERSON 
Douglas A. Lapham has been ap- 


motion manager for the division. pointed manager of the marketing de- 
B. G. Sanderson becomes general partment. Lapham, who has_ been 


sales manager for contract sales in the 
new executive appointments. 


manager of the company’s clock sales 
division will continue in this position. 
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hard sell. Selling is getting harder. 


So advertising will have to work harder, too. 
What does that mean? Bolder type? Gim- 
micks? Hypos? For some, yes. For the more 
thoughtful, it means getting closer to more 
real prospects and talking to them in the 


right place, at the right time—and for long 





enough. There has never been a better 








way of doing just that | 








than to talk from the 
pages of The Saturday 


Evening Post.” It gets to 







the heart of America. 





A CURTIS MAGAZINE 





SPSS C SEE E EEE SEES TEES TES ERSTE TEESE SEES EEE EERE SESE SEES ORES SEES EEE EERE EEE HEROES EES E RR EEE 
POSSE EET E TESTES TEESE ESTEE SESE E ESE SEES ESTEE EEEEESS EEE SEES EEE E EEE R SEES EER ES EEE EEE SEES 
SESE T STE TT ESET SESE ESSE ESSE E ESSE ESET E SESE SE EEEEE EERE EEEEEEE ESSE SESE OER REESE EEE REESE EEE EEe 


CCRC RRR E EEE ETERS EEE EEEe 
CC RS ROR R RETR EEE E SESE ESSE ES 
SPCR TS RE RSET EEE HE SEE ERE EEEe 
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aw 
“Just Katha tie. I've got Hong Kong!" 
\ 










There's a fascination about listening 
to far places that is unbelievable! And 
this interest plus performance, is the 
very thing that is selling so many 
Hallicrafters World-Wide Portables. 
Eight bands provide more coverage 
than any other portable radio on the 
market — offer the finest broadcast re- 
ception, too. This is the portable 
backed by the most famous name in 
communications radio—Hallicrafters. 


Guaranteed to outperform 
any other portable radio 
— anywhere — any time — at any price! 


hallicrafters 


THE NAME IS FAMOUS 
Radio * Television * High Fidelity 


Hallicrafters Model TW-2000 
WORLD-WIDE PORTABLE 


Smart to look at in ginger-brown leather- 
ette. Operates on 117 volts AC or DC or 
on its own long-life batteries. Plays any- 
where —and that really means anywhere 
Three antennas: 64” telescoping, chrome- 
plated “whip,” built-in stick loop, and 
“Skyrider™ for attaching to windows o 
trains, boats, etc. It’s the only portable 
with special long-wave beacon band, 180 
to 400 kc., for yachtsmen, flyers 


4401 West Fifth Avenue, Chicago 24, Illinois + Hallicrafters Ltd., 51 Camden Street, Toronto, Canada 


There’s an art to carrying 
appliances too... 





For safe, economical 
delivery carry yours in 
Webb Slingabouts. Water 
repellent canvas jackets 
shut out weather damage. 
Flannel lining prevents 
scratches. Thick padding 
absorbs shocks. Handsling 
makes lifting easy and 
safe. Slingabouts slip on 
quickly and give years 

of service. 


Ask about 
Wrapabouts 
for TV sets 


SLINGABOUTS 


J 
SS 

FOR APPLIANCE PROTECTION SS==44 
XN 

















ee ee eee ee eee es ee ee es ee es es ce ee es ee ee es Ne ee ee ee ee ee ee ee ee ee es 


WEBB MANUFACTURING CO., 2918 N. 4th St., Phila. 33, Pa. 
Send Slingabout or Wrapabout prices for Model + 
Make 





Refrigerators 
Range 
Washer 
Radio 
agheck ) wv 
“<4 Other 
(please specify) 





Name 
Address 
City 
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NEW POSITIONS 





Broil-Quik Company 





HARRY J. HOLBROOK 





JOHN D. STACEY 


Harry J. Holbrook has been ap- 
pointed vice president in charge of 
marketing. John D. Stacey joins the 
company as sales promotion manage! 
in an additional appointment. 


Raytheon Manufacturing Co. 





CLIFF KNOBLE 


Cliff Knoble has been named as 
advertising manager of the radio and 
television division of Raytheon. Kno- 
ble had previously served as director 
of advertising and sales promotion for 
the vacuum cleaner division of Eureka 
Williams Corporation. 


Blackstone Corporation 


Guy R. Shook has been appointed 
a district manager for the Blackstone 
Corporation with a territory comprised 
of the state of Michigan and north- 
western part of the state of Ohio. 
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Montag Stove and 
Furnace Works 


a 








D. EUGENE PARKS 


Ralph T. Montag, Jr., has assumed 
the duties of general manager and D 
Eugene Parks those of general sales 
manager of the firm. Appointments 
part of an expanded sales program. 


Admiral Corporation 





EDMOND |. EGER 


Edmond I. Eger has been appointed 
vice president-advertising, replacing 
Seymour Mintz who has resigned. 

lr. Stanton Fremont has _ been 
named manager of the appliance di 
vision of Admiral Corporation dis 
tributing branches. Other recent 
appointments include Alfred A. 
Medica as sales manager of national 
accounts; and Martin Sheridan 
rector of public relations. 


1S di 


National Disposer 


Norman Albert has been appointed 
to the company’s general sales depart- 
ment staff located in Akron, Ohio. 
















A complete selection of popular household appliances, 
helps make more sales for Mr. Weida. Here, his dem- 


onstration of a popular deep fryer closed the sale. 


YOU GET THE LINES YOUR CUSTOMERS WANT 


when you're served by GRAYBAR 


SG@yS: HAROLD H. WEIDA 


Manager 


Joseph |. Haines, Household Appliances 


Emmaus, Pa. 


“You have just so many selling hours in a day, 
and just so many customers coming in. The 
faster you can close a sale, the more profitable 
your store operation will be. 

“That’s why I find it pays to buy from 
Graybar. I get merchandise made by leading 
manufacturers... products my customers all 
know and want... famous names like Toast- 
master, Sunbeam, Universal, Telechron, and 
many others. 


Your Customers WANT the popular appliances... 


GRAYBAR ELECTRIC CO., INC. 
Executive Offices: 
Graybar Building, 420 Lexington Ave., New York 17, N. Y. 
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“Graybar sees to it that I always have these 
nationally-known products in stock. When I 
show them and demonstrate them, I make 
sales. 

“‘We’ve been in business for seven years 
now, and our volume has increased steadily. 
The fact that Graybar studies the whole manu- 
facturing situation for me, warehouses for 
me and gives me leaders to sell has been a 
great help in the growth of our store.” = 395.45 







1954 






















Harold H. Weida .. . starting as ° 
a salesman in the Joseph |. Haines 
store in Cetronia, Pa. in 1946, Mr. 
Weida helped to establish the com- . 
pany’s second outlet in Emmaus and 
is now manager of both operations. 
Under his guidance, annual volume * 
exceeds $300,000 and the original 
staff of 3 has grown to 14. 


IN OVER 100 
PRINCIPAL CITIES 
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Hide Unattractive Room Conditioners ® | yew POSITIONS 











Norge Division, 
Borg Warner Corporation 


with the beautiful 
NEW 


BAR-BROOK 


Fon lie 
Charles F. Mikuta has been named 
sales promotion manager and Russell 


The beautiful new BAR-BROOK Room Conditioner DECOR’ F. Willie assistant advertising man- 

GRILLES change unattractive room conditioners to a spot of ager for Norge 

beauty—and this is an advantage that helps sell more condi- 

tioners. Just ask any dealer! Two distinctive designs to com- Allen B. Du Mont Labs, Inc. 

pliment any type architecture. Vernon A. Kamin has been ap- 
pointed central regional manager for 


the television receiver sales division, 
and Charles H. Coombe takes over a 
like post for the company’s Florida 
operations. 





CHARLES F. MIKUTA 











































MODERN DESIGN 


@ Four Sizes @ Two Beautiful Designs 

@ All-Aluminum @ Will Not Stain or Rust 
@ Quickly Attached or Removed 

@ Mounts on Wood, Brick or Masonry Wall 


Write today for free 
illustrated catalog and prices. 


BAR-BROOK MANUFACTURING CO., INC. 


6135 Linwood Avenue Shreveport, Louisiana 


Apex Electrical 
Manufacturing Co. 





Recent regional appointments in- 
clude Eugene H. Neff as divisional 
manager in St. Louis, Lou Brant in 
Detroit, and Fred S. Fenton as west 
ern sales manager. 


Ben-Hur 


Recent regional appointments in- 
clude Harry Mitchell as Denver dis- 
trict manager and Howard F. Jones to 
a like post for the state of Texas. 





Hotpoint Co. 


The company has announced thc 
opening of new district offices in Los 
Angeles, California, and the appoint- 
ment of Donald W. Rennewanz as 
manager. 


Vent Dryer Troubles 


with the 


Dry-R-X Exhaust 


Assure your dryer customers that mois- 
ture, heat and lint will be no problem 
... sell venting as part of the hook-up. 


NOW! NEW LOW PRICE on 
FLEXO-SPACE Self-Service Island 


ANNOUNCING our new low prices on 


Olin Industries, Inc. 


FLEXO-SPACE Self-Service Islands. Here 
is your opportunity to follow the trend 
of thousands of aggressive merchants and 
modernize your store with FLEXO-SPACE 


at a savings of 50% over competitive The Dry-R-X exhaust unit is the sim- 
Islands. FLEXO-SPACE gives you Self- ple, economical way to vent dryers. It’s 
Service, Mass Display and 300% more all rust proof aluminum. The automatic 


Selling Space than one flat-type counter. 
Yes, in only 124 Sq. Ft. of floor area you 
get 50 Sq. Ft. of selling space. Raise or 
lower the shelves every 2” within 15 
adjustments. FLEXO-SPACE is a complete 
Island! Your customers shop on 4 sides 
from 5 large Self-Service shelves. FLEXO- 
SPACE has been “Tested and Proved” by 
thousands of retail merchants. New amaz- 
ingly low prices on FLEXO-SPACE at | 
almost 50% less than you expect to pay. 
Write for FREE catalog on FLEXO-SPACI 
and other Self-Service fixtures. Do it 
now—Today! 


damper is completely weather proof 
and self thawing. 


The hood is available as a unit or in 
kits containing sufficient aluminum 
pipe and elbows for the average in- 
stallation. Alternate installation can 
be made with the new low cost, grey 
Flexible Duct, now available in 6’ and 
% lengths. 





4 
MYLES G. McCARTHY 


Ask your dryer distributor or write 
stating name of distributor and make 
of dryer you sell. 


DRY-R-X COMPANY 


5521 Code Ave. * Minneapolis 10, Minn. 


Myles G. McCarthy has been ap- 
pointed sales promotion manager of 
the electrical division of Olin Indus- 
tries, Inc. 


Mf gs. Write for special extra low prices 


ADD SALES CO. 


802 York St. Manitowoc, Wis. 
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Airtemp Division, 
Chrysler Corporation 





M. T. BARD 


M. IT. Bard has been appointed 
sales manager in a recent expansion of 


the sales division. Four sections will 
operate in the division under the 
vice president in charge of sales. ‘They 


are, sales, headed by Bard; sales admin 
istration headed by S. R. Prugh; me: 
chandising under E. A. Nash, and Ait 
temp Construction Corporation, an 
\irtemp subsidiary under R. B. Stotz 

Recent regional appointments in 
clude F. J. Laughna as head of the 
recently formed central sales division; 
S. A. Anderson, Jr., to a like post in 





the southern sales division; and A. J. 
Schiffman as assistant sales manager 
of the eastern sales division. 
Telechron Department, 
General Electric Co. 
DONALD E. PERRY 
Donald E. Perry, formerly indus- 


trial sales manager has been appointed 
clock sales manager, and John H. Mac- 
Leod industrial sales manager. Other 
recent appointees arc A. W. Rork, 
clock field sales manager; and C. J. 
Fabso, Philadelphia district manager. 


Hoover Company 


B. B. Richardson has been named 
branch manager in the company’s 
Washington, D. C. branch and Wal- 
ter F’. Scott to a branch office in East 
Orange, N. J. 


Magic Chef, Inc. 
R. E. Joecker has been named Pitts- 


burgh branch manager succeeding 
E. W. Fink. 
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Look at the profits. Yes, look at them. At a time 
when nine out of ten appliance manufacturers are 
slashing their dealer discounts to meet competition, 
Ironrite actually gives you a bigger dollar yield than 
you got after World War II . . . and it has always 
been one of the biggest in the appliance field! And 
remember this: when you sell an Ironrite, you’ve got 
a clear deal. There are virtually no trade-ins to water 
down your profit! 


Eye the volume. Big volume in Ironrite sales is 
already here. In one recent month, 1,598 Ironrites 
were sold in a single city. Dealers there split up a 
gross profit of $150,000! And still bigger volume 
is coming... 


Look to the future. Market saturation of ironers to- 
day is only 9.3%. Compare that with TV (63.1%), 
refrigerators (90.4%), washers (78.5%). You can 
see . . . and the history of the appliance business 
proves .. . that the golden era of Ironrite sales and 
profits is just ahead! 


For volume and profit... 







Better take a 
new look 


at lronrite 


O® 


Spot the competitive edge. Actually, there need be 
no competition! Ironrite’s exclusive feature—its two 
completely usable open ends—is protected by patents 
which have just been renewed for another 17 years. 
As an Ironrite dealer, you enjoy unquestioned prod- 
uct superiority . . . and it’s fully protected! 


Notice the low service costs. They’re practically 
non-existent, for Ironrite is built to last ... by a 
company whose business has always been ironers. 
You will actually find hundreds of Ironrites that are 
still going strong today after 25 years of weekly use! 


Watch demonstrations sell. Demonstrate an Ironrite 
in the home, and chances are you’ve sold it! In fact, 
sales figures show that you can expect six sales from 
every ten demonstrations you make! It’s inexpensive, 
too. Remember, when you deliver an Ironrite, you 
merely plug it in and it’s installed. There are no 
installation costs. You'll find that you can give a 
complete home demonstration on Ironrite for less 
than it costs you just to install most appliances. 


See how Ironrite advertising backs you up 


Look over this Ironrite program, and you’ll see that 
it offers you the sensible, planned support an appliance 


retailer wants... 


Ironrite ads in the Ladies’ Home Journal. 


Local area advertising blankets your market. Spear- 
headed, wherever possible, by TV spots and pro- 
grams featuring actual Ironrite demonstrations, local- 
area campaigns make extensive use of newspaper and 


radio spots, too. 


Top-notch literature, attractive and easy to under- 
stand, helps you give prospects the complete [ronrite 


sales story. 


1954 


\\ National advertising. One in every six families in 
your community will see the consistent, big-space 


Seasonal promotions give you the extra boost that 
makes big seasons bigger. Perfectly timed, Ironrite 
promotions work! 


Demonstrator training is available through your dis- 
tributor. You’ll find a well-trained woman the best 
“salesman” you’ve ever had. 


Now you’ve taken a quick look at the profitable 
Ironrite franchise. If you think there’s something in 
it for you . . . and, believe us, there is . . . why not get 
the full story today. Talk with your local Ironrite 
distributor, or write Hal L. Biddle, Vice President 
in Charge of Sales, IRONRITE INC., Mt. Clemens, 
Michigan. 


| O n rl | Sc ... The appliance man’s appliance 
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IN VENEZUELA, the language is different but the techniques are familiar—as far as appliance merchandising is concerned. Except for the Spanish 


labels on the food packages 
International G-E. 


above, the 


photo could have been taken 


SOUTH OF iTHE BORDER 





The Appliance Boom Is 


Prosperous Venezuela spent a half billion dollars 
on American products last year—with a good share 
of it going for appliances, radio and TV. A blend of 
American and Latin merchandising techniques is 
being used to cash in on this booming market 


\ hard-money economy 

Big incomes, big desires. 

A hankering for things “American 
made” 

That’s the 3-d portrait of Venc 
zuela, and more particularly of Cara 
cas, its capital city, where American 
selling methods aim at putting a new 
TV set, modern washer and electric 
range into every casa. Results of this 
merchandising marksmanship: eight 
bulls-eyes for every 10 shots fired. 

Accuracy on the sclling range is so 
phenomenal, in fact, that one big 
U. §S. distributor, with dealerships 
throughout Venezuela, racked up 
$5,000,000 in sales last year. Another, 
in business less than three years, com 
plains bitterly because he grossed a 
mere million during 1953. “Missed 
1 lot of sales,” he grumbles, “but 
we'll do better in 1954.” 

Behind the Boom. What's been 
happening 8-degrees above the equatoz 
in oil] and iron rich Venezuela, may 
come as a surprise. It shouldn’t. Al 
though the country’s prosperity may 
be called “boom”, it’s 
ebt-free, firmly 
urces which 


1 


rooted 


innually nearly 


pour 
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rock-solid, 


upon oil re- 


$500,000,000 into its treasurv. The 
government, in turn, plows back 30 
per cent of the national budget into 
public works—$213,000,000 will go 
for public improvements during 
1953-54. 

Venezuela stands uniquely alone in 
that it has no great hankering for the 
American buck. Why? It’s got dol- 
lars to burn. Merchants can exchange 
bolivars (worth 30-cents) for dollars 

t any bank. There’s no black market. 

No external debt. You can earn $9, 
000,000 before the government takes 
its biggest tax bite: 26%. Earn $21, 
000 (net after deductions) and you 
part with 3 per cent of it. Appliance 

tailers are nicked only 24% on 
after expenses, interest, other 
taxes, depreciation, losses, bad debts, 
new buildings and equipment costs 
have been deducted. 

And Venezuelans, clamoring for 
American products, last year spent a 
half billion dollars (72 per cent of 
total purchases abroad) in the U. S. 
Household refrigerators accounted for 
nearly $4,000,000 of that figure; radio 
ipparatus and parts for 2.9 millions. 

How They Do It. American and 


TOSS 


on Main Street, 


USA rather than in 


the Caracas showroom of 





WHEN COMPLETED this new business and shopping center in Caracas will contain 
some 24 buildings costing over 300 million dollars. 


Latin merchandising methods neatly 
blend along Caracas’ neon-signed ave- 
nues and in chrome-and-onyx fronted 
showrooms, fully as modern as any 
in the U.S. 

Consider Herb Adams, Caracas ap- 
pliance manager for International 
General Electric, which has eight 
dealers in Caracas valley, others scat- 
tered around the country. Adams mi- 


grated into Caracas from GE’s New 
York office, where he handled Hot- 
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point exports. A Union College grad 
uate, he still took a five months course 
at the American Institute for Foreign 
[rade in Phoenix before flying to 
Caracas in May, 1951. By January, 
1953, he’d become International G-E’s 
Caracas appliance manager—a unique 
job since the organization both re- 
tails and wholesales. 

Bringing American selling tech- 
niques to appliance merchandising 

(Continued on page 238) 





1954—ELECTRICAL MERCHANDISING 











that gives more than 





























‘*“*skin deep’’ satisfaction 


And you can easily demonstrate the advantages of Porcelain 
Enamel with a few familiar objects—a coin, lipstick, book of 
matches, bottle of iodine. You can prove to your customers that 
Porcelain Enamel survives service conditions that destroy other 
finishes. 

The satisfaction your customers enjoy from the Porcelain Enamel 
finish on an appliance extends far beyond the beauty of its glossy 
surface. You can express it in terms of lessened housework (easier 
to keep clean) . . . pride of ownership (non-yellowing, non-fading) 

serviceability (doesn’t scratch, stain, rust or discolor) 
sound investment (more for the money). 

Wherever you are showing appliances finished with Porcelain 
Enamel—washers, dryers, ranges, refrigerators and others—use the 
outstanding advantages of this superb finish to step up your sales! 





_ This message sponsored by the Frit Division of the 


Chaaecticut Avenue, N. W. Washington 6, D. C. 
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| Send for this booklet. It will help you analyze the 





This label identifies gen- 
vine Porcelain Enamel, 
made in accordance with 
established P.E.I. stand- 
ards. 


_ CGennine 
ZA PORCELAIN ENAMEL | 

































selling features of Porcelain Enamel as they apply 
to various household appliances. It contains, also, 
suggestions for performing most effectively the 
demonstrations referred to above. Use the coupon. 












(0 Information on the fully equipped Porcelain Enamel Demonstration Kit 
(] Data on the P.E.I. Label for Porcelain Enamel surfaces 


Name 


PORCELAIN ENAMEL INSTITUTE, INC., Washington 6,D.C. 4EM 


Please send a free copy of your booklet, “Selling Facts About Porcelain 
Enamel.” Also send me (please check): 














Company 





__Position____ 





Address. 





RETAILERS! JOBBERS! 


Win exciting and valuable prizes 


(OR LESS!) 
and 10 Additional Prizes 
in Each of 17 Sales Areas 


HERE’S ALL YOU DO! 


Anyone who sells Norelco Shavers can 
enter! Retail sales people may submit one 
entry for every 6 Norelco Shavers they 
sell! Wholesale sales people submit one 
entry for each 48 shavers they sell! Re- 
member—the more entries you submit the 
better your chance to win! 


EASY! EXTRA PRIZES! 


Extra prizes for winning entries received 
by April ist. Extra prizes for sales man- 
agers cr supervisors, too. Sell Norelco! 


Qualify quickly! Win big prizes. Get all | 


the facts. 
See your distributor! He's got entry blanks, 
rules, easy directions, ideas to help you! 


North American Philips Co., |“pyities” 
Inc., 100 East 42nd Street, New 


York 17, New York 





South of the Border (continued) 


hasn’t been easy. Some U. S. sales 
gimmicks work—like charms. Some 
fall flat. Last year Adams mailed 
4,000 postcards to prospects, asking 
them to suggest a neighbor who'd like 
to trade her old icebox for a new GE 
refrigerator. Adams even promised his 
informants a gift and commission. He 
got only a trickle of replies. 

Price Works. What is effective? 

“Unfortunately it’s price,” he says. 
“Our salesmen lead with price, ham- 
mer their message home with 
price. 

I'he technique has been effective— 
to the tune of $5,000,000 gross, an- 
nually. 

“What we’re stressing now at sales 
meetings and seminars is ‘know your 
product’. Sell it on the basis of bet- 
ter, more economical operation. Be- 
cause it has a larger freezer unit, more 
food space, better temperature con- 
trol. ‘That’s what we're aiming at— 
but we've still a long ways to go.” 

Trials Too. G-E follows local cus 
tom, trucks major appliances to a 
home at a potential customer’s least 
suggestion. Oftentimes only the wom- 
an’s address, phone number and name 
ire known. After she’s toyed with the 
ippliance—say a refrigerator—for 2-3 
days, a “demonstrator” drops around 
to clinch the If she buys, she’s 
expected to make an initial downpay- 
ment—about 15 per cent. If not, a 
truck picks up the item. Fully 90% 
of these refrigerator stick. 

GE employs a full-time home econ- 
omist, stages demonstration “how 
to’s” “How to Cook a Ham,” “How 
to Use Your Home Freezer.” Audi- 
ences are sizeable and responsive. 

“The home demonstration built 
around a delivered unit,” continues 
Adams, “is the most productive gim 
mick we've got. We send out 100 
radios on a strictly ‘maybe yes, maybe 
no’ basis, and sell 70 of them.” 

Right now TV sets are hot—siz 
zling, in fact. Most customers seem 
to prefer consoles, have made them a 
big seller since TV came to town in 
June, 1952. 

The average 17-inch table TV 
(growing most popular) still is price 
tagged $450 cash (compared to its 
Stateside price, $199.95). 

Three Price Pattern. Most appli- 
ance stores are two, even three priced. 
Often two, perhaps all three are noted 
right on the appliance’s tag. There’s 
the “cash price’ and “installment 
price’’—usually 20-30 per cent higher. 
Since Venezuelan banks seldom 
finance appliances—even majors—store 
owners underwrite their own paper. 
But the effort’s worthwhile, at 10-12 
per cente There’s usually a_ third 
price—a “special” for oil company em- 
ployees. 

“They're good  customers—and 
spenders,” says one appliance dealer. 
“We feel they deserve a break.” Then 
he confesses what’s probably the real 
motivating force, “Besides, if they 
didn’t get appliances at reasonable 
rates, they’d buy them in the States 
next time they go home on vacation.” 

Hard Workers. Caracas appliance 
dealers—and we're talking now about 
the Venezuelans—are pushers, hard 


sales 


‘sale’”’. 


“sales” 


workers, business-canny. Siesta is a 
word they’ve heard, but seldom prac- 
tice. Caracas gets to work at 7:30 
a.m., takes two hours out for lunch, 
keeps at it until 5 or 6; ’til noon 
Saturdays. Many stores stay open 
until 9 p.m. It’s a fast, hard-working 
town—even by American standards. 
Things get done, not in the accepted 
Latin manana manner, but American 
style. This is one reason U. S. mer- 
chandisers do so well. 

A Venezuelan dealer will, according 
to one American, “work seven years 
without a vacation. And he can twirl 
percentages and tabulate profits with 
the best of them. They’re sharp! 

They have to be, what with some 
18,000 TV sets already sold and ma- 
jor appliances installed in a growing 
number of kitchens. Things are get- 
ting tighter—by Venezuelan standards, 
but they're still plenty good. In the 
even lusher years, 1947-49, fewer mer- 
chandising tricks were needed. To- 
day, to keep grosses up, appliance 
stores, just as in the States, must allot 
sizeable advertising budgets. A healthy 
percentage goes into T'V, radio and 
to the bulging Caracas dailies. Sales 
spreading over ever 
sprouting billboards. 

Salesmen do just as well, propor- 
tionally, as their appliance firms. In 
the lusher vears of 1947-48, some good 
knocked down $10,000- 
$12,000 a vear. But there was a hid- 
den “expense” seldom encountered 
Stateside. For fully 30-40 per cent of 
the salesman’s take went as commis- 
sions to “Ilaves”. A “Ilaves” literally 
means “key”—or in sales lingo, “a door 
opener’. “The usual Venezuelan 
“llaves” is a bill collector with an eye 
for a debtor’s future appliance needs. 
When he finds a likely prospect, he 
tips the appliance salesman off—and 
expects a hefty commission for the 
information. 

Competition. What of electrical 
appliance competition? There’s con 
siderable among American-made prod 
ucts, not much from traditional pre- 
war competitors—the Germans, Swiss 
and Dutch. One exception: European- 
made electric flatirons and radios. 

Says a dealer, “American irons, sell- 
ing here for $12, the cheapest, can't 
compete with British irons at $7.50. 

He admits that the heavier foreign 
irons would never find a market in 
the U. S. where housewives like them 
light. “But here,” he continued, 
“women have the idea that it’s the 
weight, that gets their ironing done. 

During 1950 there was some Ca- 
nadian competition on wringer wash- 
ers, but it has simmered down since. 
Wringer washers are still the fastest 
moving washer in Caracas and the in- 
terior. But to most American com- 
panies and their distributors, 1954 
looks like a big year for “Automatics . 

What’s Ahead? Continued good 
business apparently, what with na 
tional income more than quadrupled 
in the past 15 years; per capita real 
income up 50%; population increased 
by 50 per cent between 1936-51. 
Equally indicative: two-thirds of the 
more than one billion invested by 
foreigners is American capital. 


messages are 


salesmen 
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Use the best by 


actual test 


THE ORIGINAL 


AUND-R-VENT 


1. Aluminum Construction 

2. Friction Free Damper 

3. No Rust or Ice Worries 

4, Retards Down Draft 

5. Easy to Install 

6. 3” Vent $1.95 

7. 4" Vent $2.20 

8. Complete Kits Contain 
a. Laund-R-Vent 
b. Three 24” lengths pipe 
c. 2 adjustable ells 

9. Special Kits Available 


fi ton 





Completes your i 


See your jobber or write 


COLE-SEWELL Engineering Co. 


2288 versity Ave St. Paul 14, Minnesot 





Quick 
easy way 


to make gas connections 


FOR LAUNDRIES, DRYERS, 
REFRIGERATORS, 
AND OTHERS 


Model ST— 
for pipe connections. 


Model CT —with flared 
joint for copper tubing. 


SKINNER-SEAL SADDLE TEE—for mak- 
ing gas and water connections. No pipe 
cutting or threading. Quick. Easy. Cuts 


costs. For gas refrigerators, home laun- 


dries, heaters, etc. Write for circular. 


Approved by Underwriters’ Laboratories, Inc. 


M.B. SKINNER CO. 


SOUTH BEND, 21, IND., U.S.A. 
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FREE for KAGER 


Companion Pre-Seller display material 


If you carry any of these products advertised in the April gum-backed stickers and small hang tags suitable for window, 
Companion, check off your brands in the boxes below. A full-size counter and product displays . . . plus a mounted display of 
reprint of the manufacturer’s ad, mounted on a convenient easel the editorial feature “How To Make More Space In Your 
is yours for the asking. And that’s not all. You receive large Kitchen.” These displays will help put money in your pocket. 





ible é OLE SO ETI NE SIE INE Ea AE REAR ES SET PL RE a SR ETS 


“= PHILCO REGINA 


ELECTRIC RANGES POLISHER AND SCRUBBER 








YES YES 

































0 sali BE ig 5 ALEO SAS ANA NE a ai a aman : song — ;' - 
FARBERWARE Frigidaire 
AUTOMATIC 
COFFEEMAKER ELECTRIC RANGES 








YES YES 





























AMERICAN 
GAS ASSOCIATION 


UNIVERSAL GAS RANGES 


_CASCO 











YES YES 






























































rT ” § Check off the display material 
- SAY YES TODAY! you want. Just tear out this ad a 
rs) Ww E S T Cc L a xX ' and return it to us today. Hurry! 4 
Supply is limited! 
; a Equipment Merchandising Dept. ponohsitepinage- t 
: 1 ELECTRIC CLOCK Ss Woman’s Home Companion 

BH 640 Fifth Avenue, New York 19, N. Y. g 
; i t Please send me FREE displays featuring COMPANION-advertised 2 
| ' merchandise checked above. f 

\ q Name aii 
bea YES Die acs - 
: ” ? y Address. ¥ 

L & City Zone State. 





THE CROWELL-COLLIER PUBLISHING COMPANY. 640 FIFTH AVE... NEW YORK 19, N. Y.. PUBLISHERS OF WOMAN'S HOME COMPANION, COLLIER’S, THE AMERICAN MAGAZINE 
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sales tools like this display board. All help . 


Kitchen Display Hits the Road 


B.A.M. Distributing Co., Covington, Ky., puts its kitchen lines on wheels with a 


dealer salesmen sell kitchen prospects when a 


27-ft. house trailer and tours dealer stores, county fairs and neighborhood corners 


yIICHEN display _ effectively 
kK used, is a great help in getting 


leads and closing sales. And 
when you jack up a display and put 
it on wheels . . . you really have some- 
thing. 

Sales manager Ray Buescher has 
done just this sort of merchandising 
for B.A.M. Distributing Co., Coving- 
ton, Ky. He first put his show on the 
road in 1949 with a small truck, show- 
ing the Geneva kitchen line to both 
dealers and their customers through- 
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out Southern Ohio and Kentucky. And 
his traveling display has proved so suc 
cessful (business has increased 30 per- 
cent each year since 1949) that he is 
now using a 27-ft., $5,000 house 
trailer to show off a sample kitchen 
and a representative line of kitchen 
cabinets. 

Buescher believes that most dealers 
do not have adequate kitchen display. 
“Our trailer can show the prospect 
many things she won’t see in the aver- 
age dealer’s display,” he says. 


Distributor Buescher uses the trailer 
(1) to help the dealer attract prospects 
ind close sales by rolling up to his 
front door and supplementing sales 
ind display facilities, (2) to aid the 
dealer in designing better kitchens 
through planning with scale model 
appliances, (3) to promote group or 
neighborhood demonstrations in the 
dealers’ own trading areas and (4) to 
tour county fairs and home shows in 
search of prospects for local dealers. 

In all cases, prospects are shown 
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through the model kitchen, told about 
the complete line of kitchen cabinets 
available and given the pitch on the 
Kitchen Aid dishwasher, the disposal 
unit and other items displayed in the 
trailer. When kitchens are planned, a 
photograph is taken with a Polaroid 
camera and given to the customer. 
Booked continually from June to 
October, the traveling Buescher esti- 
mates “that at least 500,000 people” 
will visit trailer and talk to both his 
salesmen and those of his dealers. End 
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NESCO 


PRODUCTS and PROMOTIONS 
_, TO SELL 


NEW CUSTO mERS THAT 


NESCO Newsrore: ADVERTISING 


BRINGS THRU YOUR DOOR 


Powerfully adver 

WEEKLY, and leading Sunday Newspope 

NESCO brings you timely, fast-selling Pf ducts and promotions that 
tion in your store. 


produce real selling o¢ 
Fry OULANE 


“Yo flécraic DEEP FRYER 
our Customers 









jbutor NOW 


| Ask your Distr 
nsational 


about this se 





FULL PROFIT : 


L - 2 <i, ae ah 
. he . Ms x . 
i (Factory direct shipments) ole J 
3 Here’s the JUMBO FRYRYTE PROMOTION 
talking about. Gorgeous FRYRYTE plus Bake Rack plus Utility 
Rack plus colorful 11 Pc: Nesco Kitchen Ensemble at $9.90 
tarts the sale, the value clinches it! 


y Wesco says: “Only from NESCO 
025 ROASTER MODE saving! The eye * 
LS... 3 DEEP FRYER MODELS - - with ALL ACCESSOR/¢¢ 


Wane 








N es 3 zs 
S Cc re Fr yiry te Write or Phone 
Your Distributor for 


4LECTRIC ROAST-RYTE 
avromaric ececraic DEEP FRYER F ll 
ull Details NOW! 


Copyright, 1954, Nesco, Inc 


NESCO, INC 
. Executive Offices, Milwaukee 1 
eel, Wis. 


‘ 


























UNDISPLAYED RATE: 








MERCHANDISING 


SUPPLEMENT 


Products, Services — For More Sales, For More Profits 


$2.25 per line per insertion. Minimum 3 lines. 
(First line in small black face type.) Frac- 
tions of a line count as line. Discount of 
10% if full payment is made in advance for 
4 consecutive insertions of undisplayed ads. 


DISPLAYED RATE: 


$21.50 per inch per insertion. Contract rate on 
request. (An ativertising inch is measured 
vertically %” on one column. There are 4 
columns—48 inches to a page.) 



































Second st 
use the 
Aluminum alloy frame, " tall, has smooth run- 
ners on back for easy off-on truck loading, curved 
cross members in front for round appliances and is 
padded with felt. 


<u * 14 Web strap fastens appliances tight / 
with the patented 
trap ratchet—a Yeats exclusive. 


*Caterpillar STEP GLIDE. Endless belt eases 
the largest appliances over stair edges with- 
out marring. Write for full information. 


Yeats Appliance Dolly Sales Co. 


et +e are no problem when you 
ly 


CUT delivery time, SAVE 


unnecessary damage and work 


with the YEATS APPLIANCE DOLLY 





with easy-does-it features.” 


(30 second action) 









2124 N. 12th St 
MILWAUKEE 5, WIS 








Modern Appliance Displays 
Need ey MOTION! 


The o> 

Display-W ay 

To Boost to-Sho 
eur Steet ELECTRIC TURNTABLES 


THE OLDEST NAME in turntables assures you 
— trouble- ag | Used by 
mercha: | action dis- 
plays. "Model 712 ROTO. SHO illustrated, re- 
calves 3 times a minute, permits novel, self- 
contained lighting effects as well as operation 
of electrical devices. Table 18” diameter. A.C. 
Write a ge construction. Guaranteed. 
Write for complete turntable catalog 
Fa fixtures! 









Lights turn 
with table. We also 
e midoet 


KASSON DIE & MOTOR CORP. ; 
2 


Formerly General Die 4 Integrity 
Stamping Co Since 
Dept. 65, 267 Mott St., 1919 
New York 12, N. Y 











For Safe and Easy Handling 
of Ranges, Refrigerators, 
Home Freeze and Air 
Conditioning Units, 

Radio, Television 

and Window Cooling Units 


SELF-LIFTING PIANO TRUCK CO. 


426 North Main Street Findley, Ohic 





Roll ‘em with ROLL-OR-KARI 
DUAL TRUCKS 


ni The safe, easy and 
( quick way to han- 
dle appliances. 

=F Patented Step-On 
Lift — Retractable 
wheels. Cap. 1,000 
Ibs. Ship.wt. 45 lbs. 


REGULAR MODEL equipped with fixed wheels. 
DE LUXE MODEL with swivel wheels at one end. 


Write Dept. B 


ROLL-OR-KARI CO. 


ZUMBROTA, MINNESOTA 





(\ 
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Famous Mend-lIt Sleeve 


Permanently splices broken 
wires and coils in electric 
appliances, automotive and in- 
dustrial equipment. oe re 
pairs an splices quickly, 


cheaply 5 Sizes. 
WRITE FOR CATALOG 
& FREE SAMPLE 


MEND-IT SLEEVE “25> 





Just insert wi 
ends and crimp 
tight with ordi- 
nary pliers. 


136 Bonita Ave., Piedmont |i, Calif. 














CLOTHES STICK 


Safe for hands and wringer rolls— 
Practical Premium 
Sample $1.00 Post Paid 
Write for quantity prices. 


LINN SALES CO. 
P. O. Box 1413B, Cedar Rapids, lowa 
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ties. 





MERCHANDISING SUPPLEMENT 


Section 


is an adjunct to other advertising in this issue with these 
additional announcements of products and services of 
special interest in the sale and servicing of appliances, 
radios, televisions and in other merchandising opportuni- 
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WANTED 


Company interested in purchasing Vacuum 
Cleaner dies, tools and equipment for man- 
ufacturing purposes. Replies must be de- 
tailed and will be held in strictest con- 
fidence. 

W-2043, Electrical Merchandising 

330 W. 42 St., New York 36, N. Y. 








FOR SALE 
USED REFRIGERATORS 
Electric or gas yg truck or trailer 
on o oor waitien 
NEW OR SseD ut OSEOUTS WANTED 


AJAX FURNITURE OUTLET, Inc. 
1000 Rockaway Ave. Brooklyn 12, N. Y. 
























STANDARD RADIO AND 
BRAND TUBES TELEVISION 

Priced to Make You a Profit . = 
oe Pron , Del very” y aR 


F Ou Westinghouse 
aeay = aoe eral Electric, Ete. 


Pally Quaranteed Write. For 1954 Price List 


CORP. 
baad BARRY © ELECTRONICS eae 










VACUUM CLEANER 
MOTORS REPAIRED 


@ PROMPT DELIVERY 
ANTEED WO 
a 0s e EOWEST. PRICES 
Send your motor to us, parcel post 
NER CO. 
—, St een ——s Detroit 3, Mich 









REPLIES (Bow No.): Addreas to —_ nearest you 
NEW YORE: 330 W. 42nd St. (3 
CHICAGO: 520 N. Michigan yond (11) 
BAN FRANCISCO: 68 Post St. (4) 








SHLLINS OPPORTUNITIES wa 


WE DESIRE to appoint manufacturers agents 

for all states in the United States for a fast 
selling product. In your reply please state all 
the lines you handle. These products are sold 
only to electrical wholesalers and hardware 


wholesalers and large mail order houses. Only 
established and well connected men will be 
considered. RW-2131, Electrical Merchandis- 
ine. 








REPRESENTATIVES WANTED for quality 

line of radios and television, direct dealer 
sales, all territories. Write Box RW-1919, 
Electrical Merchandising. 


WANTE D 





ANYTHING within reason that is wanted in 
the fleld served by Electrical Merchandis- 


ing can be quickly located through bringing 
it to the attention of thousands of men whose 
interest is assured because this is the business 
paper they read. 


-~STYLIST-DESIGNER—~ 


Attractive young lady, advertising and 
publicity executive with eleven years 
outstanding performance in the man- 
made and natural fiber textile industry 
selling to automotive, apparel, radio 
and television markets, now employed, 
desires position in industrial design. 


PW-2177, Electrical Merchandising 
330 W. 42 St., New York 36, N. Y. 














OPPORTUNITY FOR 
SEVERAL OUTSTANDING MEN 


Due to the rapidly increasing demand for AMANA Freezers 
and Room Air Conditioners, we find it advisable to establish 
several additional sales territories. This expansion program 
will create several positions for regional sales managers and 
district sales training specialists, and will make possible the 
maintenance of closer contact with AMANA distributors. 


Major appliance experience in freezers or air conditioners 
is preferred. These are top-flight positions and only well 
qualified men will be considered. 


All applications will be treated in strictest confidence. Write 
immediately, giving detailed resume of your business experi- 
ence, educational background, family responsibilities, age and 
military status. Do not come to Amana for interview until 
notified. 


Address Letter to E. L. Hinchliff, Sales Manager 


AMANA REFRIGERATION INC 


AMANA, IOWA 








WANTED 
SALES MANAGER 
for Home Freezer Division 


Can you help us sell Maytag Home Freezers through our 15,000 
franchised dealers? If you can we want to hear from you. 


We visualize a man on the underside of forty who has had 
some years of successful experience at the policy making level 
with a company that has national distribution. The man we 
seek may now be second in command where his opportunity 
for advancement may be limited. 

If you have product knowledge and sound sales ideas that 
will help us to promote Home Freezers in volume there is an 
attractive and challenging position available with Maytag in 
the Newton, Iowa office. This position is at a high level of 
authority and responsibility. 

Write me in absolute confidence and tell a complete story of your background 
and experience. I'll appreciate a late photograph, if available. 


Verne R. Martin, General Sales Manager 


THE MAYTAG COMPANY, Newton, lowa 











NEW VACUUM CLEANERS WANTED 


Private Brand or Distributor ement, 
All Types. We Can Do Excellent Job For 
Manufacturer. Cleaner Must Have Merit 
And Be Priced Right. 


RA-2042, Electrical weecheneiies 
330 W. 42 St., New York 36, N. 














WANTED NEW ELECTRICAL PRODUCT 
TO MANUFACTURE AND MARKET 
By well established, medium size, ind facturer of electro mechanical devices. 
Has national distribution th ) hardware, electrical distributors, department 
stores, mail order houses. “Interested in new product to make and market. 
Basis outright sale or royalty. 











BO-1859 ELECTRICAL MERCHANDISING 330 W. 42 St., New York 36, N. Y. 
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EDITORIAL 








That “Copper Curtain” Again 


KRHAPS it is all to the good that the sensa 
tional popularity of the room air conditioner 
has ‘focussed the attention of the electrical 
industry on the inadequacy of wiring in customers 
homes. Certainly, the problem is being debated 
is never before in all branches of the industry 
And, as Walker Cisler, president of Detroit Edi 
son, suggested in his keynote address to the tenth 
National Adequate Wiring Conference, the year 
1954 may well mark the turning point in the 
industry's efforts to promote adequate wiring 
But we submit that one of the most construc 
tive approaches to this whole problem of “ade- 
quate’ wiring is to understand that it is a goal 
that can be reached only temporarily insofar 
as the customer's needs and wants are concerned. 
As M. E. Skinner, vice-president of the Union 
Electric Co. of Missouri pointed out, the “in 
adequacy’ of wiring goes all the way back to 
the early lighting days. In the early 20’s, when 
millions of homes were being strung with No. 14 
wire for lighting alone, the wiring was adequate 
for that purpose. But with the introduction of 
the electric iron, the system became “inadequate”. 
When wiring was modernized to handle both 
lighting and ironing loads, still newer devices 
were invented and marketed and, once again, the 
wiring became “inadequate”. Since the war, of 
course, a host of new devices have been intro 
duced and sold to a point where a majority of 
the nation’s home wiring svstems are bursting 
it the seams. The room air conditioner might 
be called the straw that broke the camel’s back 
Mr. Skinner summed up the situation in sharp 
words: “When we refer to a wiring job as ‘ade 
quate’, we are deceiving the customer; we com 
pound that felony when we ‘certify’ that it 
is adequate.” The solution he proposed makes 
sense: (1) When vou sell an appliance, sell the 
wiring with it. (2) When vou have sold the 
ippliance and the wiring, try to sell the wiring 
for the next appliance the customer will want 
(3) Sell wiring at all times 


AC TUALLY, there is nothing new in the pro- 
4 posal. In all the years we have been selling 
electric ranges, water heaters and, more recently, 
clothes dryers, we have had to sell the customer 
on installing the necessary 220-volt service. We 
didn’t talk about adequate wiring; we talked 
about the fact that a special circuit would be 
required for installing the appliance. What is 
suggested is that we follow a similar course when 
selling air conditioners, heaters, broilers, deep- 


fat fryers and other heavy current-using devices 

[his seems to us a smarter approach than 
that of constantly reminding our customers that 
their wiring systems are “inadequate” and will 
not accommodate new appliances she may w.si 
to buy and install. If only a minute fraction of 
our customers have homes wired to take all the 
various types of appliances we have to sell, our 
screaming about the “inadequacy” of the wiring 
in the homes of the great majority can only 
result in our convincing them that they shouldn't 
buy our products. Our job should be to sell ou 
customers the appliances they need and want, 
ilong with a wiring job to make them operate 
efficiently. Second, we should try to convince 
them to do a little extra wiring today in order 
to take care of the possible additional needs of 
tomorrow. 

We think that such a program, undertaken 
with the support of manufacturers, distributors, 
dealers, contractors and the utility companies, 
would do much to substitute positive action on 
wiring, imstead of the “buck-passing’” and lip 
service various segments of the industry have 
indulged in in the past. After all, the enormous 
productive capacity of the appliance industry 
depends on the ability of the consumer to use, 
as well as buy, our products. Utility load-building 
programs are at the mercy of potential utiliza 
tion of the products. Distributor and dealer 
sales volume cannot be maintained if the wiring 
strangle-hold continues. And wiring contractors 
should see in such a program a challenge to gird 
themselves for the biggest volume of business, 
collectively, they have seen since the early days 
of mass home wiring for lighting. 


LREADY, in some communities, debate and 
4 discussion of the wiring problem has given 
way to positive action. Cincinnati Gas & Elec 
tric’s program to finance wiring modernization, 
plus a similar program by the lIowa-Nebraska 
Electrical Council, are indicative of praiseworthy 
trends. Union Electric’s clarion call to “sell the 
wiring with the appliance,” should help awaken 
the industry. Many utilities are making effective 
use of home service personnel to inspect and 
recommend more adequate wiring to their cus- 
tomers. 

But let’s stay away from national advertising 
campaigns designed to warn or frighten cus- 
tomers about their wiring systems. Let’s do the 
job, cooperatively and quietly within the industry. 
After all, we need those customers. . . 


Qur%i.co Are, -7 


EpITor 
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2. FAST! 

ng, rinsing 
ns poe push 
or pull swings the Lovell ee 
stinctive wringer to the ~ 
operating position. No groping 
for a lock lever. 
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No long wo 
» cycle to wait 
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It’s the bread and 
butter that fattens 


your profits 


ROFITS GROW pleasingly plump when you 
Peet your share of the bread and butter. 
And wringer washers are your bread and 
butter—they’re the low-priced staple that 
people come in to buy and don’t have to be 
sold. 1953 wringer washer sales topped the 
1,500,000 mark—about half of all washers 
sold by dealers! 


To fatten your profits with even bigger 
helpings of bread and butter, display and 
demonstrate washers with Lovell wringers. 
Point to the name, Lovell, and watch cus- 
tomers react. It’s an old friend to most 
women. Then close the sale by using Lovell’s 
seven big sales points. Lovell Mfg. Company, 
Erie, Pa. Also makers of the Lovell gas and 
electric Drying Systems. 

Remind every customer that she can get 
her wash done quickest with a wringer-washer 
and automatic dryer—and that the combi- 
nation costs less than she thinks! 


3. DOES HEAVY 





"ain, et 


2 Conveyor action of a Lovell 
Fee 9 ‘in 


wringer does 90% of the 
heavy lifting. No more wor- 


ries about washday backaches. eli. 4@n, 


“GUARDED TO 
protection. 


POWER ELECTRIC 
give right cleansing pressure. 
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7. BUILT TO WORK BETTER, 
LAST LONGER! 
Pp’ DESIGN gives added 




















ROLLS, 3 rubber layers 














HARDWOOD BEARINGS never need oiling, 
won't stain wash. 
SINGLE LEAF SPRING 
pressure. 
ALL-STEEL H-TYPE FR 
or breaking. 
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gives balanced \ 














AME prevents twisting 


























Kelvinator marks 40th Anniversary with a 


bilec BONUS VALUES 


featuring 























ene Model RAC-64 


Model RAC-104D del RAC-84S 
ode 2 








Model RAC-154D 


~e-and pre-sold to millions 
by the famous Kelvinator name 


‘ ° ° . + THERE’S A TERRIFIC ADVANTAGE IN SELLING KELVINATOR ROOM AIR 
Your Kelvinator Franchise is a franchise CONDITIONERS. Millions of owners of Kelvinator refrigerators, ranges, freezers, 
that will yield a fair return on your laundry equipment and commercial refrigeration products have come to know 
P f ti ane napital b f: and trust the name Kelvinator on an electric appliance. 
investment of time and capital because ot: When they come in to buy a room air conditioner, they’re already pre-sold by 
experience with other Kelvinator products. They know that any appliance bear- 
ing the name Kelvinator is backed by Kelvinator’s 40 pioneering years of leader- 
2. Sound Merchandising —for fast turnover at a profit. ship in low temperature equipment. 

Put the Kelvinator name to work for you. Kelvinator room air conditioners are 
supported by strong national advertising, integrated locally with new point-of- 
Quality Products—that minimize aftersale service costs. sale promotions that build volume traffic and reveal specific appliance needs of 
your prospects. These practical, down-to-earth selling aids typify the Kelvinator 
retail-minded thinking that has helped Kelvinator dealers take full advantage of 
the Kelvinator name and reputation. 


| ee Y THE MOST VALUABLE FRANCHISE 
hc H/a £4. Ca © eaW/@ in THE APPLIANCE INDUSTRY 


Division of Nash-Kelvinator Corporation, Detroit 32, Michigon 


1. A Short Line—for minimum inventory investment. 
3. Fewer Franchises Per Area—to give you a bigger market. 


5. Sales-Slanted Financing—that gets and keeps more cus- 
tomers. 


ELECTRIC REFRIGERATORS ° RANGES HOME FREEZERS WATER HEATERS ° KITCHEN CABINETS AND SINKS WASHERS ° DRYERS 
IRONERS ° GARBAGE DISPOSERS WATER COOLERS ROOM AIR CONDITIONERS ° DEHUMIDIFIERS + COMMERCIAL REFRIGERATION 











